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That’s a good question—and an extremely important one. 


McGraw-Hill’s Research Department has been probing the subject 
of repeat advertisements for years. The findings indicate that 

a repeated advertisement invariably attracts just as many 
“new” readers as the original insertion—and that the third 
repeat is usually just as effective. 


Moreover, and this is also revealed by McGraw-Hill studies, in 
the seven year period 1946-52, the number of advertisers in 
business publications who repeated advertisements increased 94%. 
Ask your McGraw-Hill man for Data Sheets #8040 to 3049 
inclusive. They contain the whole story on repeat ads. 


Studies such as this are a continuing project at McGraw-Hill... 
all designed to provide a better understanding of how good adver- 
tising in good business publications can help create more sales. 


NvicGRAW-HILL 


PUBLISHING COMPANY, INCORPORATED 


App 330 WEST 42nd STREET, NEW YORK 36, N.Y. ABE 


THAN A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 





When purchase is first contemplated, 
long before it is generally made known, 


T.R. is habitually consulted FIRST 
by U.S. Industry for complete advance 
picture of all available supply sources! 


The value of the exclusive T.R. clien- 
tele can not be measured by mere 
numbers of circulation alone. 


In terms of purchasing power 
of purchasing men who order, 
pay for, prefer and use it, 
T.R. circulation is more than 
double the circulation of any 
other such guide. 


When purchase is first contem- 
plated, better than 60% of the total 
Industrial Purchasing Power of the U.S. 
consults T.R. for its exclusive, accu- 


rate, encyclopedic sources of supply — 
this fact is exemplified by the growing 
number of new advertisers. 

T.R. provides the advertiser with 
the greatest number of direct sales pro- 
ducing inquiries in its own right. And, 
by its unique circulation characteristic— 
Readership-Zero, Buyership-100% 
Thomas Register is the recognized in- 
dex or source for future interest and 
location of matter casually noted from 
“Readership” advertising: An impor- 
tant extension value otherwise absent 
in usual advertising coverage. 


@ I HOWAS REGISTER @ 


461 EIGHTH AVENUE © NEW YORK 1, N. Y. 
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January issue will carry programs 
or other information on 


8 Big Conventions 


to be held in January and February 


A.R.B.A. Road Show and Convention 
Chicago — January 28 to February 2 
Visit our Booth No. 10 
Second Floor — North Hall 
International Amphitheatre 


National Agricultural Limestone Institute 
Washington, D. C. — January 19-23 
Statler Hotel 


National Crushed Limestone Institute 
Washington, D. C. — January 24 
Statler Hotel 


National Sand and Gravel Assn. 
Los Angeles — February 11-14 
Statler Hotel 


National Ready Mixed Concrete Assn. 
Los Angeles — February 11-14 
Statler Hotel 


National Concrete Masonry Assn. 
St. Lovis — February 25-28 
Kiel Auditorium 
Visit our Exhibit — Booth No. 14 


National Crushed Stone Assn. 
Miami Beach, Florida — January 15-17 
American Hotel 


American Institute of Mining and 
Metallurgical Engineers 
New Orleans — February 24-28 


Pit and Quarry’s editors will be there, as always, 
to cover these conventions with on-the-spot reports 
on important industry changes and developments. 
That's why, the January issue is kept and referred 
to for months. 


Just Released! 


6-page Brochure .. . a simple and 
graphic presentation of statistics 
relating to what the $51 billion 
Road Building Program needs in 
materials, plants, equipment, sup- 
Use it as a guide for 
planning your 1957 sales stra 
tegy. Write for your copy today. 


plies, etc 


EXTRA DISTRIBUTION 


2 / industrial Marketing 


JANUARY 1957 Issue... 


The Big Issue with the Plus Values 


for Readers and Advertisers 


* Production Volume:—1956 Estimate—1957 Forecast 


Gives readers and advertisers a clear picture of future profit possibilities. 
Over the years, the forecasts made by Pit and Quarry’s editors have been 


rema rkably accurate. Reprints available of the Review and Forecast Section 


* Construction Volume:—1956 Estimate—1957 Forecast 


Covers highways, dams, bridges, buildings, houses, private, industrial and 
government work. Valuable information for readers and advertisers for mak- 


ing future production plans. Reprints available of the Review and Forecast Section 


* Reports on Record Cement Plant Expansions 


Details on record expansion program in 1956 and even greater increases 
under way for 1957 and 1958 completion. 


*® Special Emphasis on $51 billion Road Program 


Program depends on Pit and Quarry industries to produce more tonnage of 
materials than normal volume. Without these materials there can be no road 
building at all. 


* Review of Machinery and Equipment 
Important developments in machinery and equipment during 1956 will be 


reviewed. 


Only PIT AND QUARRY with its unrivalled editorial staff and industry experience 
can undertake and carry through an editorial project of this magnitude. 


This is NOT a 13th issue or extra cost Number! This is the REGULAR January, 
1957 issue which will contain all of the above special features, plus more 


*K 


It is a Plus Value for you, because it is a plus value for the readers. You, as an 


of the regular editorial features and departments. 


advertiser, benefit through our constant effort to make every issue of PIT AND 
QUARRY more valuable and useful to its readers. 


Use this January issue to launch your 1957 sales program to the Pit and Quarry 
industries. Send your space reservations now. 


ABC © NBP @ BPA 


PIT and QUARRY 


431 SOUTH DEARBORN STREET * CHICAGO 5, ILLINOIS 


Publishers of 
Pit and Quarry Handbook * Concrete Manufacturer 
Equipment Distributors Digest 


Pitand Quarry °* 
Concrete Industries Yearbook ° 


EXTRA READER INTEREST © NO EXTRA COST 
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shop talk .. . 


® Like a lot of others, we've been 
bitten by the brainstorming bug. 

During the past year, IM’s editors 
have had an opportunity to sit in 
on dozens of brainstorming demon- 
strations. As a matter of fact, we’ve 
seen BBDO’s visual presentation on 
the subject so many times that we 
practically know it by heart... and 
it’s gotten so that we’re almost sur- 
prised when we hear about a meet- 
ing or convention that doesn’t in- 
clude a brainstorming demonstra- 
tion. 

Frankly, we’re intrigued by the 
whole thing. Here’s a technique that 
varies just slightly from dozens of 
other idea-producing methods. But, 
from all indications, it works like a 
charm; produces substantial 
results, and, on top of its other at- 
tributes, is a lot of fun for the par- 
ticipants. 

In the August IM, Contributing 
Editor Bob Aitchison devoted his 
regular “Problems” column to the 
subject, presenting 13 for 
brainstorming. At the tail end of the 
column, he offered to send a copy 
of Alex Osborn’s “The Gold Mine 
Between Your Ears,” which covers 
the subject of creative imagination 
and how you can use it, to readers 
interested in brainstorming. If there 
was any question about the interest 
of our readers in the subject, the 
number of requests completely dis- 
pelled it. 

“I figured I might get 30 or 35 
requests,’ Editor Aitchison 
plains, “but to date I’ve already re- 
ceived over 200 as a result of that 
one ‘hidden’ mention and 
they’re still coming in.” 

Not one to let a good thing slip 
by if we can help it, we’re planning 
to put brainstorming to work for us 
— and our readers. First of all, 
youll find a basic guide to the 
whole subject on page 158 of this 
supplementing the material 


very 


rules 


eX- 


issue, 


presented by Bob Aitchison in Aug- 
ust. But that’s just a start. Begin- 
ning with the IM, we 
plan to present the results of special 
regular 


December 
brainstorm panels on a 
basis. 

To get the material for these spe- 
cial features, IM will arrange get- 
togethers of leading industrial mar- 
keting idea men in various parts of 
the country. They will be invited to 
brainstorm common industrial mar- 
keting problems. IM will record the 
developed by these panels 
and present them in print for the 


ideas 


benefit of all of our readers. 

In addition, we will invite groups 
of readers to go over the ideas pro- 
duced by the brainstorming panels 
and add their own suggested solu- 
tions for the problems involved. 

We think it will be a lot of fun. 
But, more important, it should pro- 
vide some valuable ammunition for 
the solving of your problems. We 
will welcome any problems you 
might care to suggest for our brain- 
storm panels to tackle. And _ if 
you're in charge of program ar- 
rangements for any group con- 
nected with industrial marketing, 
we'd be glad to arrange to conduct 
one of the IM-sponsored brainstorra 
panels as part of one of your meet- 
ings. (For complete details, contact 
Dick Hodgson, Executive Editor, 
INDUSTRIAL MarkKetINnG, 200 E. Il- 
linois St., Chicago 11.) 

We'll also welcome reports from 
any readers who have observed the 
results of the brainstorming tech- 
nique applied to the problems of 
their own companies. It looks like 
brainstorming is going to be with 
us for a long time and we'd like to 
provide just as much information 
on the subject as possible. 


Complete table of contents...pages4&5 
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At Remington Rand direct mail does everything 
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The interview is your prime tool for sizing 
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Retailing . . a new industrial market ....... 
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From planning the agenda to evaluating the Local distributors salesmen know 
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In budget planning you have to spend daringly 
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The MATERIALS SELECTOR for Product Design, sent to every Mate- 
rials & Methods subscriber as part of his subscription, is an unduplicated sales tool for 
advertisers of materials, parts and finishes. It is the only annual reference issue devoted 
exclusively to materials selection. Entirely in data sheet form, it provides those engineers, 


designers and other technical men who specify materials for product design with the most 
complete reference data available. 





The Materials Selector has been developed by the editors of Materials 
The MATERIALS & Methods to match the procedures used by materials specifiers when 
they select engineering materials for product design. It consists of 


Ss E L E CT O c a Materials Selection Guide, with all information organized in data 
sheet form, and a Materials Buying Guide: 


for Product Design 





Selection Guide 


FIRST DATA SECTION: 


Materials for Specific End-Service Requirements 
The starting point in solving materials selection problems—helps the 

he OF t h eC S er user decide what materials meet the principal end-service require- 
ments of his product. Data sheets on corrosion resistance, hardness, 
strength, electrical properties, etc. show the comparative values for 
the various materials. Thus, preliminary choices of materials and 
finishes can be made. 


SECOND DATA SECTION: 


Properties of Specific Materials 

Helps the user take the second step towards materials selection. Data 
sheets present detailed properties of specific materials. Preliminary 
choices of materials can be weighed for physical and mechanical 
properties as well as fabricating characteristics. The section is 
divided into these groups: Irons and Steels, Nonferrous Metals, Plastics 
and Rubber, Other Nonmetallics, Coatings and Finishes. 


THIRD DATA SECTION: 


Forms and Shapes of Specific Materials 
Part of the selection procedure involves deciding whether the material 
should be used in the form of a casting, forging, molding, extrusion, 
Materia Suostiore tubular part, or some other form. This section helps the user select 
the proper form by presenting data on design factors, cost com- 
parisons, and other considerations. 


Addresses of Suppliers 
ent one 


Buying Guide 


The Buying Guide lists suppliers under alphabetical headings for each 
engineering material, part, or finish. Having decided upon the material 
and/or a form, the reader can quickly locate the names and addresses 
of all suppliers. 


Soh 


MATERIALS — The Annual Reference Issue of MATERIALS & METHODS _ 
SELECTOR A Reinhold Publication * 430 Park Avenue, New York 22, N. Y. 


for Product Design 
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No one, 

but no one, 
can better 
demonstrate 
where 


Metalworking 's 
buying — 
authorities 


are located 
than your 
MACHINERY 
Representative 


A thorough knowledge of who’s who 

and where in Metalworking is vital to the 
success of your 57 selling program. This 
information is dramatically presented in 
MACHINERY’S confidential study 
“The Case of the Inaccessible Executives” 
—and only your MACHINERY 


Representative can show it to you. 


He names names: big plants and small, 
and the buying influences in them, from 
corporate officials, through engineers and 
technicians ... shows you the complete 
buying “team” in plant after plant 


after plant. 


So... next time your MACHINERY 
Representative calls, ask him to 
demonstrate the Metalworking market 


— right on your own desk. 


| Published by The Industrial Press, 
93 Worth Street, N. Y. 13, N. Y. 








FEB. 


Zaaaal 


now carries more pages of advertising 
than any of the three other 
leading metalworking publications 





in no. of 
advertising 300 
pages : 
— 0 - FIRST 10 MONTHS, 1956 
(cumulative COMPARED TO 


by a FIRST 10 MONTHS, 1955 
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100 + 








LOSSES 


in no, of 200- 
advertising 4 
pages cf 
cared 300 
(cumulative + 
by months ) 400 2 1953 1954 1955 


Ist 10 mos. : 1956 





Ist 10 mos. : 1955 
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METALWORKING 
MAGAZINE “'B 
7,311 PAGES 


METALWORKING 
MAGAZINE "'B 
6,968 PAGES 


METALWORKING 
MAGAZINE “'B 
6 556 PAGES 


METALWORKING 
MAGAZINE "B 
5.539 PAGES 


STEEL 
5,210 PAGES 














METALWORKING 
MAGAZINE "'C 
6,875 PAGES 


METALWORKING 
MAGAZINE "'C 
6,328 PAGES 


METALWORKING 
MAGAZINE "C 
6.134 PAGES 


METALWORKING 
MAGAZINE “'C” 
4 982 PAGES 


METALWORKING 
MAGAZINE"B” 
5,077 PAGES 





STEEL 
6,532 PAGES 


STEEL 
9,751 PAGES 


STEEL 
5,901 PAGES 


STEEL 
4642 PAGES 


METALWORKING 
MAGAZINE “C’ 
4,900 PAGES 





METALWORKING 
MAGAZINE "'D” 


METALWORKING 
MAGAZINE “D” 





METALWORKING 
MAGAZINE "'D 





METALWORKING 
MAGAZINE “'D 
197 PAGES 


METALWORKING 
MAGAZINE “D” 
557 PAGES 





3,913 PAGES 1 PAGES 3,343 PAGES 





The trend to STEEL continues to grow. Only 
STEEL, among the four leading metalworking pub- 
lications, is carrying more advertising this year 
than last. 


This leadership in advertising carried is the natural 
result of another kind of leadership . . . STEEL’s 
pioneering efforts in finding new and better ways to 
serve readers and advertisers. 


STEEL has captured the faithful readership of 
metalworking executives everywhere with a con- 
tinuing series of fresh, new ways of presenting 
editorial information. Modern, high-speed com- 
munication techniques give STEEL readers more 


information in less time. Special coverage of 





metalworking management problems influence the 
thinking of executives throughout industry. 


Through the greatest growth period metalworking 
has ever witnessed, STEEL has taken the lead in 
devising new ways of keeping in close touch with 
the key men in metalworking. Starting 16 years 
Metal- 


ago, the Penton Continuing Census of 
working gave STEEL the first really accurate, 
reliable means of pinpointing metalworking’s im- 


portant buying influences. STEEL has invested 
over a million dollars to continue this pioneering 
circulation job. 


STEEL’s market knowledge benefits advertisers, 
too. Through the Penton Census, STEEL was first 











METALWORKING MAGAZINE “p> 











568 


Pages gained 


| 
| 


SOURCE: INDUSTRIAL MARKETING: 
“Advertising Volume in Business Papers.” 
All figures include classified 








S TEE Ds LeApeRsHp: 


Facts For Advertisers and Agencies 


among metalworking publications to offer new, 
modern ways of measuring market potentials, 
ways to find specific kinds of markets within the 
gigantic structure of the world’s biggest indus- 
trial market. 


STEEL was also first in furnishing information on 


advertising effectiveness. Now, after five years of 


continuing research, advertisers have a backlog 
of 58 Starch-studied issues of STEEL to help 
them make their advertising work harder. 


Careful appraisal of STEEL’s challenging publish- 
ing techniques formed the opinions you now see 
being so strongly demonstrated by advertisers to 
metalworking. They have thoroughly investigated 


the field of publications available. They have com- 
pared advertising values. And they are placing 
more advertising in STEEL than in any other 


metalworking magazine. 


STEEL «| PENTON publication, 


Penton Building « Cleveland 13, Ohio 


Leadership 
Builds 


Readership 
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How many magazines does it take 





MAGAZINE “A” .. . tops with Airframe Manufacturers -- a MAGAZINE “B” ... shines among Engine Manufacturers — a 
$6,540,000,000 business last year. Magazine “A” rings the bell with $1,933,000,000 piece of the market last year. 95% of these sales were 
a 12 airframe distribution . . . 11,125 concentrated with the 21 accounted for by the top 13 firms in the field. Magazine “B” is the 

clear leader here, with 3,044 of its 3,434 total engine circulation 


leading companies who accounted for 91% of the dollar volume. 
concentrated among these vital 13. 


At 








MAGAZINE “E” ... sky-high with U. S. Air Carriers who accounted MAGAZINE “F” .. . biggest seller in Business Flying. 1,750 corpora- 
for a $1,610,000,000 sales volume last year. With a 10,393 circula- tions own and operate multi-engine, several single engine planes, 
tion, Magazine “E” is flying high in the commercial sky, consis- or a fleet comprised of both. Magazine “F” hits home in this cate- 
tently concentrating its coverage with the important influences at gory, with 2,242 of its circulation going not only to the fleet oper- 

ators, but to the:men responsible for buying replacements, supplies 


the largest companies. 
... and additional ships. 





to cover the Aviation Market? 


MAGAZINE “C” .. . clicks with Components Manufacturers of 
whom some 4,000 major producers did $2,650,000,000 worth of 
business in 1955. Magazine “C” tops the field, with 7,034 cir- 
culation penetrating the key buying influences. That’s a conser- 
vative 96% coverage of this crucial category. 


MAGAZINE “G" ... out front at the Terminal Airports. $237,000,000 
was spent in 1955 at the 345 terminal airports in the U. S. used by 
certificated trunk lines. Magazine “G” wraps up this important 
segment of the market, with 549 selective circulation going to local 
managers and other key personnel who influence buying at the 
point-of-purchase. 


MAGAZINE “D”... pinpoints the Military. Procurement is chan- 
neled through 18 procurement offices. Magazine “D” packs a potent 
punch with the key personnel of these offices, with a 3,834 circula- 
tion reaching the buyer-specifiers and the research and development 
engineers who determine the buying patterns. 
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Oil and Gas Journal 
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This 1s the one, Jim* 


This is the book we depend on, Jim. It publishes the Matter of fact, Jim, all of its pages—especially the 
kind of stuff we use. You'll find everything you need adv ertising pages are a real ‘super-market’ where we 


under this cover—plant stories, business forecasts, trade window shop for new equipment and supplies for our 
talk, trends. Because our industry is growing so fast, it 
takes a really good business magazine to keep us in 
formed. And Pulp & Paper does just that—keeps us 


plants and mills. Our competitors do this too, of course, 
because the ads are a real education in keeping up with 
: technical progress of the industry. Pulp & Paper is 
on top of things the year around ‘ : sae ae 
; especially convenient for this because it carries far more 
Pulp & Paper is easier to read, Jim. It’s the only mag- advertising per issue than any of the other books. You'll 
azine covering our field with the big Fortune style find most of our regular suppliers in it every month. 
pages. And you can always spot it because it’s the only 
one that carries an interesting picture of pulp or paper And those, Jim, are a few of the important reasons 
ndustry activity on the front cover, giving a clue to why all our production and management people prefer 
what’s inside Pulp & Paper.” 
*Also Tom, Bill, Earl red and other bright gr their y up in the pulp and paper industry 


**Also, PULP & PAPER enjoys exclusively in its field, the critical and advisory editorial research service of the Eastman Research Organization. Employ- 
ment of this service is widely recognized as an implied guarantee to advertisers of effective readership 
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Food Engineering 
| THVIGS 
you to 
a one-man 
MARKETING 


“BRAINSTORM” 


Try it solo. Seven profit-provoking ideas below to start you off. Read them ; gat 
aioe Son Mua Sis i cos i ; SOLO “BRAINSTORMER’S” CHART 
y > > > “2? - 

thoughtfully. Let them stimulate post IE unking. vra ) a pad, Jot down What have you been missing by not fully 
any idea they put in your head. No negative stuff. No inhibitions. Explore exploring one of the nation’s biggest mar- 

5 : $ ; , kets? Judge for yourself. Check below 
one of your most exciting industrial markets with us. Before you're through, 
we'll bet your “brainstorming” results will surprise you! 





WORTH 
: ae IMPORTANT | THINKING ABOUT | SO WHAT? 
1. Plenty of big plants . . . every 6th U.S. manufacturing plant of 20-or 


more employees is a food plant. 


. Lots of spending money . . . net income leading food firms first halt 
’56—$116 million—up 14% over first half ’55. All industry average—9%. 

. Hungry and hungrier market . . . Americans spent almost $70 billion 
for food last year, should spend $100 billion by 1965 . . . today spend 
25% of income to eat. 

. Half of all packaging . . . food factories account for 50% of the $10 
billion spent for packaging . . . use two-thirds all glass containers, over 
80% all cans. 

. Chemicals’ big customer . . . food industry purchases of ingredients 
and chemical non-ingredients top $3 billion a year, second only to what 
the chemical industry, itself, buys. 

. Major automotive market . . . approx. two-thirds all trucks in manu- 
facturing industry in food field, 91% owned direct. 

. Babies mean business . . . 11,000 born every day . . . population up 
to 221 million by 1975 .. . more people, more food, more production, 
more prospects for you. 


You’re only warming up. Turn the page, it gets better! 











Expenditures—New Value Added by 
Employees Plant & Equipment Manufacture 
Industry Group | (in thousands) (In millions) (In millions) 


' 


$13,453 
988 
4,672 
5,033 


Food & Kindred Products 
Tobacco Manufacturers 
Textile Mill Products 
Apparel & Related Products 
Lumber & Wood Products 3,178 
Furniture & Fixtures 1,952 
Paper & Allied Products 4,542 
Printing & Publishing 6,194 
Chemicals & Allied Products 9,150 
Petroleum & Coal Products | 2,569 
Rubber Products | 1,903 
Leather & Leather Products 1,637 
Stone, Clay, & Glass Products 3,810 
Primary Metal Industries 9,405 
Fabricated Metal Products 7,766 
Machinery Except Electrical | 12,313 
Electrical Machinery | 7,399 
Transportation Equipment 13,734 
Instruments & Related Products 2,104 
Misc. Manufactures (Incl. Ordnance) 4,199 


Source: Preliminary Report, Census of Manufactures. 1954 














Largest bakery in world 
does only 1 percent of U.S. production! 


If you've been thinking of the food field in terms of hundreds and hundreds of home-grown 
little plants . . . Schulz’s Pickle Works or Schmalz’s Bake Shoppe . . . you're in for a delight 
ful shock. Did you know that there are more big food factories than any other type? For 
instance... 


A few years ago in Chicago, National Biscuit built the world’s largest cracker and biscuit 
plant. It produces just about a measly little 1 percent of all U.S. baked goods. About a year 
later, Johns-Manville opened the world’s biggest asbestos plant in Quebec. It processes some 
33 percent of the world’s asbestos fiber. Let’s put these two plants side-by-side . . . 


LARGEST BAKERY LARGEST ASBESTOS PLANT 
Capacity 1% U.S. production 33% World: production 
Floor Space 20 acres 22% acres 
Structural Steel 7,700 tons 7,700 tons 
Concrete 51,140 cu. yds. 30,000 cu. yds. 
Electric Conduit 125 miles 30 miles 
Connected H.P. 7,335 H.P. 15,000 H.P. 
Fluorescent Light 4.713 units 1,600 units 
Air Circulation 1,559,000 cu. ft./min 2,500,000 cu. ft./min 
Shipments 524,000 cartons a day 50,000 Multi-wall bags a day 


Think of it! Three plants and you take care of the world supply of asbestos. One hundred 
plants, and you’ve only got enough production to take care of U.S. baked goods needs! 


Food plants are factories, buying what all factories buy . . . and buying more than most! 


This should spark something. Now, “hitch-hike!” ... 








How big is your bite? 


How sharp are your teeth? 


AIR CONDITIONING & REFRIGERATION 
EQUIP. Such as Acme « American 
Blower « Amerio * Bahnson © Brunner 
¢ Buffalo Forge © Carrier © Clark Door 
¢ Coldmobile * Copeland ¢ Frick « G.E. 
¢ Jamison ¢ Niagara Blower « US. 
Thermo Control  Vilter * Westinghouse 
° seconde ¢ York 


$ 377,006,000 





BAGS, MULTI-WALL Such as American 
Paper * Bemis © Central States * Chase 
¢ Cromwell ¢ Crown-Zellerbach ¢ Ful- 
ton ¢ Gaylord ¢ Kraft * Shellmar-Betner 
° St. Regis « ¢ Union 





~ BOILERS, STEAM GENERATORS Such a as 


Ames © Babcock & Wilcox © Cleaver- 
Brooks © Eclipse * Mears-Kane-Ofeldt 
¢ Orr & Sembower ¢ U.S. Radiator 


CANS Such as American ¢ Continental 
¢ Crown e Heekin e National ¢ Pacific 


$ 64,449,000 


“Get me the 
Treasurer!” 


$6, 925, 000, 000 





CONVEYOR BELTING Such as Cam- 
bridge * Globe * B.F. Goodrich ¢ Good- 
year © LaPorte * A. J. Sparks © US. 
Rubber ¢ U. S. Steel 


~ CONVEYORS Such as  Alvey- Ferguson ° 
Fuller « Greer © Jeffrey © Link-Belt 
Rapids-Standard ¢ Safety Industries « 
Sandvik « Standard * Stephens-Adam- 
son 


ee 





DRUMS & PAILS, METAL Such ¢ as “In. 
land Steel * Jones & Laughlin * Rheem 
¢ Steel Shipping Cont. Inst. e US. Steel 





——— 


sake | 
FOUNTAINS, DRINK & WASH Such as 


aa, ee 





ELECTRIC POWER SYSTEMS Such as 
Allis-Chalmers * G.E. * Square D « 
Westinghouse 


— 





Bradley * Copeland « Crane ¢ Frigi- 
daire * G.E. ¢ Westinghouse 


“$ +128,739,000° 





GLASS “CONTAINERS Such as Anchor 
Hocking « Armstrong Cork ¢ Ball Bros. 
¢ Brockway © Hazel-Atlas * Knox e 
Owens-Illinois * Thatcher 





$: 335,421, 00 


$ 32,530,000 


$ 163,550,000 


$ 153,512,000 
$ 13,673,000 


$3,852,245,000 | 


LAMPS & FIXTURES Such as Benjamin 
° GE ° Sylvania ° Westinghouse 


LUBRICANTS Such as Cities Seniee ° 


Esso ¢ Fiske © Pure ¢ Standard of Ind. 
. Sun ° Texas _ 


MOTORS, ELECTRIC “Such as Allis. Chal- 
mers * Brook ¢ Century « Fairbanks- 
Morse © Franklin « G.E. ¢ Leland « 
Louis Allis * Master ¢ Reliance ¢ Rob- 
bins & Myers ¢ US. Electric * US. 


Motors ° Westinghouse 


PALLETS, SKID PLATFORMS Such as 


Acme ¢ Brusco * Magnesium of Amer. 
° National ° Powell: “ 


PIPE, TUBING, FITTINGS Such as Bab. 
cock & Wilcox * Bethlehem « Carpenter 
¢ Corning Glass * Ladish ¢ Snap-Tite 
U.S. Stoneware * Wallace * Walworth 


POWER LIFT TRUCKS Such as Auto- 
matic « Baker © Clark © Towmotor e 
Yale & Towne 


PUMPS Such as Allis. Chalmers ¢ Dem- 


ing ¢ Fairbanks-Morse ¢ Goulds ¢ La- 
dish © H.S. Phillips © Waukesha ¢ 
Worthington 


SANITATION SUPPLIES & EQUIP. Such 


as Klenzade ¢ Qakite ¢ Philadelphia 


Quartz Sterwin ° West Disinfecting 


TANKS & VATS Such as Acme ¢ Blaw- 
Knox * Camden ¢ Cherry-Burrell ¢ 
Creamery Package * Downington e 
Hamilton * Koven « Lee « Pfaudler 


TRUCK BODIES Such as Brown « Frue- 


hauf » a Great Dane . Heil * Trailmobile 


TRUCK TIRES & TUBES Such as Cooper 
¢ Firestone * Fiske © General « B-F. 
Goodrich « Goodyear ° Lee 


"VALVES S Such as Crane ° "Grinnell ° =i 


Jenkins « Lunkenheimer ¢ M&H « MMM 
¢ Nicholson * Ohio Injector * Powell « 
Walworth 


$ 52,391,000 


—T§ 66,865,000 


$ 158,271,000 


$ 31,306,000 


$ 107,673,000 


$ 63,688,000 


$ 54,090,000 


$ 219,313,000 


$ 107,900,000 


“Are you in 
the mood?” 








You can buy 150 magazines 


- and not cover this market 


... but you can sell it with just 


As you'd suspect, an abundant market like food manufac- 
turing must be loaded with business magazines. You're 
right, it is—150 of them! For maximum coverage, buy every 
one of them! But for practical profit-making, you need just 
one... the one that concentrates on the 13,653 big-volume, 
best-mechanized plants that do 91% of the total business 
. the one that is preferred by the men who run these 
plants — executive, operating and management men! 


Resume “brainstorming” here! 


1. Foop ENGINEERING has the largest all-paid circulation 
among industry-wide food plant vublications. 


. Foop ENGINEERING’s circulation has grown faster (and 
will continue) than that of any other food plant maga- 
zine, 


. Foop ENGINEERING is voted tops by the men-who-buy in 
every food-industry-wide readership poll. 


. Foop ENGINEERING carries far more advertising than any 
other industry-wide food plant publication. 


. Foop ENGINEERING outpulls all other food plant maga- 
zines in total inquiries, 


. Foop ENGINEERING is the only food plant publication to 
offer its advertisers “Readex” for measuring advertising 
performance. 


SOLO “BRAINSTORMER’S” CHART | 
Nobody's looking. Let yourself go! These un- 


equalled media values are more than your | 
protection. They're sheer inspiration! i 
ee tishiancrate nek bet piaiaitenninaicia 





VERY CAN'T 'M 
VALUABLE IGNORE STUBBORN 
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Here we goagain! Okay, next idea... 





Markets are made by statisticians 


_.. Dut sales are made to men! 


Within every marketplace are a limited group of men whose training 
function, instinct, personal ambition are actually your profitable dimensions 
of that market. If such men did not exist in food factories, there could be 
no Foop ENGINEERING. And if any “seller” tried to isolate them on his own, 
the cost and inequities would be ridiculous. But forget that for a minute 

and measure Foop ENGINEERING not as a gross audience at a low-pei 
thousand cost .. . but as a force that brings your prospects closer to you 
than anything else you could ever do. Get that brain back in high gear 
here we go again® Hitch-hike!” 


28,475 participating “owners” pay thousands of dollars a year to keep 
their magazine concentrating completely on their practical problems 
and selfish needs as managers and operators of food factories 


Generous editorial manpower in temperament, talent, training—man 
power-in-depth with the extraordinary facilities only a McGraw-Hill can 
justify—Washington, world-wide—news-gathering, economics, research 


Editors with an operating man’s cold-eyed insight to understand and 
estimate what is on the plant floor—the native instinct to realize a good 
story starts here—the patience to dig out the details so the reader can 
evaluate and apply what he has just read to what he does 


Foop ENGINEERING is edited for 3-speed-reading—busy men get the big 
ideas at a glance—the “meat” in a bite—the details, as much as they want 
of them .. . no reader has to adapt himself to the magazine—the maga 
zine adapts itself to him, 


. Good editing is “leaving out” as well as “putting in’-—Foop ENGINEER 
ING “rejects” run high—“old stuff”, “superficial”, “publicity puffs”, “not 





based on actual commercial conditions.” 


Editors face rigid discipline—voluntary requests for reprints (last year SOLO “BRAINSTORMER’S” CHART 
188,000 )—editorial quotes in public press (2,768 clips in 12 months) 


“«< ” > > 4 7 0 ag - t > 
Readex” to tell them in hard-boiled figures what readers like and don’t Read those 7 points again. Calculate how 


lik close they are to your sales interests. Now, 
IKe. check! 


. VITAL LET IT LIFE'S 
Final judge of over-all editorial effectiveness, your own customers and POINT SIMMER TOO SHORT 
prospects—month to month some manufacturer makes a readership poll 
over his own list, persistently Foop ENGINEERING is tops on reader 


preference, dominant on “Most Useful” 





THESE MEN DECIDED 

rO USE FOOD ENGINEERING 
FOR THE FIRST TIME 

IN 1956... 


S. B. Bromley, American Cyanamid 

Dan Heath, Geare-Marston 

B. N. Kewen, Automatic Transportation 

A. Callies, Ruthrauff & Ryan 

L. J. Wischerath, Blaw-Knox 

William Phillips, Ketchum, MacLeod & Grove 
P. K. Ray, Carrier 

C. C. Gates, N. W. Ayer & Son 

T. T. Thompson, A. W. Cash 

E. G. Batz, Batz-Hodgson-Neuwoehner Adv 
R. W. Brown, Colorado Fuel & tron 

John Pansuti, Doyle, Kitchen & McCormick 
S. F. Cooper, Cooper Alloy 

Miss K. H. Mahool, Mahool Adv 

N. D. Grasty, Crown Cork & Seal 

Nick Salimbene, J. M. Mathes 

W. Westerhold, Hinde & Dauch 

Paul Kohler, Howard Swink Adv 

N. R. Helling, Jr., Mathews Conveyor 

Miss V. Brogan, Meek & Thomas 

James Wallace, Olin Mathieson, Forest Prods 
G. W. Porter, Jr., D'Arcy Adv. 

E. D. Kennedy, Monsanto Chem., Plastics 
G. Wanderwarker, Needham, Louis & Brorby 
Raymond Klass, Pacific Lumber 

Gardner Young, McCarty 

Lee Cox, Philadelphia Gear Works 

R. E. Lovekin, R. E. Lovekin 

P. B. Warner, Quaker Oats 

J. L. Mathews, Clinton E. Frank 

Harry Oldham, Republic Stee! 

Larry March, Meldrum & Fewsmith 

J. C. Bjorkholm, Reynolds Metals 

E. F. Moeller, Buchanan 

R. C. Johnson, Simplicity Engineering 

N. J. Nicholas, Price, Tanner & Willox 


G. S. Niedt, Steelcote Mfg 
W. K. Nash, Wesley K. Nash 


R. F. Burke, Stewart Warner 

Paul Allen, MacFarland, Aveyard 

H. J. Ackley, Sunkist Growers 

Miss E. Killeen, Foote, Cone & Belding 
Wirt Farley, Vapor Heating 

A. B. Stone, William Hart Adler 

B. R. Mitchell, Wallingford Steel 

H. H. Graham, Hugh H. Graham & Assoc 
T. S. Fitch, Washington Steel 

W. H. Coffman, Cabbott & Coffman 

L. Herman, Waxed Paper Merchandising Council 
A. Calties, Ruthrauff & Ryan 


M. E. Ziegenhagen, Worthington, 
Standard Products 
John Moody, Needham, Louis & Brorby 


NOTE: This list is typical, but not complete 


THESE MEN DECIDED 

hO DOLBLE THEIR SPACE 
IN FOOD ENGINEERING 
FOR 1956... 


J. A. Gilruth, Atlas Powder 

B. Hallowell, Aitkin-Kynett 

A. F. Clark, Bakelite 

Nick Salimbene, J. M. Mathes 


Joseph Keneally, Carbide & Carbon Chemicals 
Nick Salimbene, J. M. Mathes 


J. M. Harris, Clark Door 

L. E. Cooke, Louis E. Cooke 

G. E. Corson, Clinton Corn Processing 
G. S. Fowler, L. W. Ramsey Adv 


Bruce Davey, Ekco-Alcoa Container 
Ted Macheras, Marvin Gordon & Assoc 


R. A. Hawk, Fuller 

Gilbert Norton, 0. S. Tyson 

Alvin Hock, Jr., Hamilton Copper & Brass 
Miss Ellen Edwards, Farson, Huff & Nortlich 
L. H. Geyer, A. W. Loomis, Ingersoll-Rand 
Julian Gran, Marsteller, Rickard, Gebhardt & 


Reed 
Kenneth Bailey, Beaumont, Heller & Sperling 


Glenn Myers, King of Owatonna 

A. Jaffe, Jaffe, Naughton, Rich Adv 

Robert Meyer, W. H. Nicholson 

B. Hallowell, Aitkin-Kynett 

Kirk Jewett, Pitney-Bowes 

Miss M. G. Andrews, L. E. McGivena 

M. J. Marion, Sarco 

Julian Gran, Marsteller, Rickard, Gebhardt & 
Reed 

Byron Spence, Seaplant Chemical 

F. P. Walther, F. P. Walther, Jr. & Assoc 

Wendell Kinney, Standard Steel 

A. K. Weis, McCarty 

John Thompson, U.S. Plywood 

John Shima, Kenyon & Eckhardt 

A. J. Hocking, H. E. Dadson, U. S. Rubber 

John Meskil, Fletcher D. Richards 

0. S. Porter, Wallace & Tiernan 

H. F. Branstater Assoc 


E. R. Wilkin, Western Condensing 
E. F. Ritz, Klau-Van Pietersom Dunlap 


NOTE: This list is typical, but not complete 


THESE MEN HAVE KEPI 
THEIR COMPANIES AND CLIENTS 
IN FOOD ENGINEERING 
17 YEARS OR MORE... 


Paul Schmid, Aluminum Cooking Utensil 

Milton Krist, Fuller & Smith & Ross 

Frank Nutt, Century Electric 

Sewell Pangman, Oakleigh R. French & Assoc 

Delbert Johnson, Continental Can Co. 

Robert Anderson, Batten, Barton, Durstine & 
Osborn 

A. L. Foster, Darnell 

Henry Rhea, Henry L. Rhea Adv 


Mrs. Ruth Kitchen, Dodge & Olcott 


L. B. Murphy, Electric Auto-Lite 
S. P. Butt, J. C. Bull 


J. R. Konkle, Exact Weight Scale 

Joel Burghalter, Byer & Bowman 

R. L. Watts, Fiske Bros. Refining 

E. M. Freystadt, E. M. Freystadt Assoc 
Terry Mitchell, Frick 

P. W. Sitle, Waynesboro Adv 


R. W. Wilmer, Fritzsche Bros 

J. S. Clark, General Motors 

N. W. Sharrick, Campbell Ewald 
R. D. Zucker, Hoffman-LaRoche 

H. C. Lotufo, Fred Gardner Adv 


L. H. Geyer, A. W. Loomis, Ingersoll-Rand 
Julian Gran, Marsteller, Rickard, Gebhardt & 


Reed 

Kenneth Bailey, Beaumont, Heller & Sperling 

W. Dowling, D. Cooke, Johns Manville 

J. L. de Bevec, J. Walter Thompson 

J. H. F. Hacker, LaPorte Mat. & Mfg 

C. E. Hayes, Charles Elwyn Hayes Adv 

Harold Layritz, Lunkenheimer 

Harry Stitzlein, Norman Malone Assoc 

P. Packard, Master Electric 

J. J. Manning, Kircher, Helton & Collett 

H. G. Wolfe, Merck 

Miss M. Gilgallen, Charles W. Hoyt 

G. B. Wright, Nash Engineering 

E. L. Carlson, Oakite Products 

Julian Gran, Marsteller, Rickard, Gebhardt & 
Reed 


W. H. Enell, Paterson Parchment Paper 

Miss B. Jampol, Grant & Wadsworth 

C. M. Clark, Pfaudler 

Mrs. M. Simmons, Charles L. Rumril! 

W. H. Peters, Charles Pfizer 

Roger Bumstead, MacManus, John & Adams 

Miss F. Suarez, Philadelphi Quartz 

W. W. Michener, Michener 

K. M. Peterson, Pneumatic Scale 

Miss M. Pengilly, H. B. Humphrey, Alley & 
Richards 

M. J. Marion, Sarco 

Julian Gran, Marsteller, Rickard, Gebhardt & 
Reed 

Miss |. M. Carlson, Standard Conveyor 

E. F. Ritz, Kiau-Van Pietersom Dunlap 

W. W. Lockwood, Taylor Instrument 

G. Snyder, Batten, Barton, Durstine & Osborn 

Robert Nissen, Tri-Clover Machine Div. of 
Ladish 

R. V. Barr, Russell T. Gray 

J. A. Willerton, U. S. Steel, Cyclone Fence 

Mrs. C. Beatty, Batten, Barton, Durstine & 
Osborn 

M. L. Calvert, Viking Pump 

Robert MacRae, J. M. Hickerson 


NOTE: This list is typical, but not 


And now, the big idea, itself... 





The buying-power 
of food factories 
|... plus the selling-power 
of FOOD ENGINEERING 


ie. AS < ay * 
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In those few markets that are larger than food manufacturing, 
most advertisers buy more than one magazine. Many buy several. 
Often this is necessary. But to sell food factories, one magazine is 
your market . . . and a man-sized schedule in that one magazine 
alone, is all you need. The advertising economics here are loaded 
in your favor. 


Put down “food” alongside your other major markets. Rate it 
fairly and squarely on a comparative basis. Then, set aside a 
proportionate amount of money for a Foop ENGINEERING 
schedule. If you fight, but can’t get new money for it . . . look 
again at those markets where you're using more than one pub- 
lication. Got a “weak sister” to skim off? Paying double dollars 
for duplication? Considered what you can gain by concentration? 


If your “brainstorming” has bolstered your belief in a promising 


new potential from the food field, you'll find the money. And if 
at least you're encouraged to dig deeper into this market im- 
mediately, you'll find friendly help from the men on this page. 
Thanks for your interest and your patience.“Hitch-hike!” 


FOOD ENGINEERING 


A McGRAW-HILL PUBLICATION (ABC-ABP) 330 WEST 42ND ST., NEW YORK 36, N. Y 











Call in an FE man! He won't bite, or 
waste your time, And he knows this 
market inside-out... 


Douglas Billian 

— Dallas 1 

1020 Adolphus Tower 
Riverside 7-5064 


Paul T. Fegle 

— New York 36 

330 West 42nd St 
Longacre 4-3000 
Boston 16 

350 Park Square Bidg 
Hubbard 2-7160 


Gene A. Fruhling 
— Los Angeles 17 
1125 West 6th St 
Madison 6-9351 


Edward A. Martin 
— Philadephia 3 
Architects Bidg 
Rittenhouse 6-0670 
Pittsburgh 22 

919 Oliver Bidg 
Atlantic 1-4707 


Frank W. McCarthy 
— New York 36 
330 West 42nd St 
Longacre 4-3000 


ly; 


Robert H. Powell, Jr. 
— Atlanta 3 
Rhodes-Haverty Bldg 
Walnut 5778 


Lockwood B. Seegar 
— Chicago 11 

520 N. Michigan Ave 
Mohawk 4-5800 
Detroit 26 

856 Penobscot Bidg 
Woodward 2-1793 
St. Louis 8 
Continental Bidg 
Lucas 4867 


Tom E. Taylor 

— Cleveland 15 
1510 Hanna Bidg. 
Superior 1-7000 
Detroit 26 

856 Penobscot Bidg 
Woodwad 2-1793 


Tr 
cs 
bys 


Harvey W. Wernecke 
— Chicago 11 

520 N. Michigan Ave. 
Mohawk 4-5800 


William C. Woolston 
— San Francisco 4 
68 Post St. 

Douglas 2-4600 





Also... 
H. Lagler 
— London E.C. 4 
95 Farringdon St 


S.P.1.C. 

— Paris 8 

5, Ave George V Dept 
Etranger 
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Most people “Remember the Alamo,” but... 


do purchasing agents and buyers of industrial equip- 
ment know where to find the wholesalers or distributors 
who stock your lines and parts? Trade Mark Service 
in the ‘Yellow Pages’ of telephone directories is the 


easy, economical way to direct them to your outlets. 


With Trade Mark Service, your trade-mark or brand 
name is displayed and the names, addresses and tele- 
phone numbers of your industrial outlets listed under 
it. You can buy the service ‘‘tailor-made’’ to cover 


certain city markets, state areas or the entire nation. 
Call the Trade Mark Service Representative at the 
local Bell telephone business office. He has facts and 


figures that will be of interest. 


Find Your 
Nearest Distributor 
In The 


Yellow Pages 


Displaying this emblem in your advertising 
means more sales for your distributors. 


You'll find more information about Trade Mark Service in Standard Rate and Data (Consumer Edition) 
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“One of our important tools in making steel 
is the Business Press” 


says CLIFFORD F. HOOD, President. United States Steel Corporation 


“Producing quality steel in quantities to meet to- 
day’s tremendous needs is a complex technical job. 
An army of specialists with precision equipment 
has replaced the old-time melter and roller. It is the 
knowledge and ability of these men and women of 
specialized skills which has enabled America’s steel 
industry to outproduce the world. 

‘America’s Business Press is just as much a part 
of their equipment as the modern instruments and 
mills which produce the steel. With the constant in- 
terchange of ideas from their specialized magazines, 
our people in the steel industry from top manage- 
ment right down the line are able to keep abreast of 
the march of steel progress.” 

You will find that top men like Mr. Hood, in 
every industry use business publications as a prime 


trial Marketing 


source of information about their own industry and 
their markets. And they not only read the editorial 
content, but they also place equal weight on your 
advertising message — for there, too, they find val- 
uable information. 

Write for list of NBP publications — see how you 
can. pin-point your market through the use of these 
technical, scientific, industrial, merchandising and 
marketing magazines. 


NATTONAL BUSINESS PUBLICATIONS, INC. 


1413 K Street, N.W., Washington 5, D.C. * STerling 3-7535 





piggyback service for advertisers? 


Your sales-message must be carried to your market 
if you expect results from it. This is true regardless 
of your product or service, or the potency of your 
advertisement. 

MACHINE and TOOL BLUE BOOK carries your mes- 
sage to your potential market . . . to BLUE BOOK’S 
growing audience (50,000 monthly in 1957) of BPA 
audited, personalized and verified metalworking 
production executives—dqualified, influential buyers 
who are ready-to-buy! 

MACHINE and TOOL BLUE BOOK'S editorial brawn 
and circulation muscles help you do a better, more 
rewarding selling job. This promise of delivering 
quality circulation and editorial adds up to heavy 
support for your selling efforts—it assures reader- 
ship of your message. 

Use MACHINE and TOOL BLUE BOOK as your 1957 
‘Bid'’ for your portion of sdles in the rapidly grow- 
ing and lucrative Metalworking Market. 
MACHINE and TOOL BLUE BOOK carries your mes- 


sage, ‘‘Piggyback,"’ to the right people . . . who are 
READY-TO-BUY YOUR PRODUCT OR SERVICE! 


MACHINE BAND TGOL 


BONUS VALUES: 


© Published monthly since 1906. e@ Pioneer publication in controlled 
© “Starched” issues offer ideal co paeeapin 
ad e Special binding permits use of 7” x 


testing laboratory. 10” plates as unbroken spreads. 
© Pocket size. » No advertising on front cover. 
© Readers indexed under SIC system. » Low cost per 1,000 circulation. 


A PROVEN RESULT-PRODUCER FOR ADVERTISERS 


MAC i E ANDETOOL 
a HITCHCOCK publication CONTENTS ON PAGES 5 AND 6 
HITCHCOCK PUBLISHING COMPANY, WHEATON, ILL. 


ALSO PUBLISHERS OF 
CARBIDE ENGINEERING, WOOD WORKING DIGEST, HITCHCOCK'S WOOD WORKING DIRECTORY, GRINDING AND FINISHING, SCHOOL 
BUS TRENDS, MASS TRANSPORTATION, MASS TRANSPORTATION'S DIRECTORY, HITCHCOCK'S MACHINE AND TOOL DIRECTORY 


iber 1956 /19 
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Talk business to railroad 


SIMMONS-BOARDMAN ¢ 30 CHURCH ST., NEW YORK 7, N. Y. 


justrial Marketing 





RAILWAY AGE of course! What business 
paper in railroading can match strides with 
this jack-balling newsweekly? Can any rail- 
road magazine duplicate its dominance in 
sO many areas of publishing prowess? 


RAILWAY AGE is the fastest reporter in 
the market . . . 90% of major articles are 
either firsts or exclusives. It carries twice 
as many editorial pages, nearly a third more 
advertising volume than the second maga- 
zine. It’s the only newsweekly in the field 

. the only horizontal book with paid- 
audited circulation. 


Its pithy, perspicuous reports dig into the 
fresh trends and changing industry condi- 
tions—like Only a newsweekly can—for 
busy railroad management. Its accurate 
Statistics are read and relied on by com- 
pany Officials, operating executives and 
major department heads. Its brisk, busi- 
ness-angled work pages are invaluable for 
planning and decision-making. 


More railroad salespower? RAILWAY AGE 
is charged with it! That’s why more oppor- 
tunity-alert marketers are swelling the ranks 
of its advertisers. How about you? Come 
take the fast route to sell RR management 
...in RAILWAY AGE! 


‘ie. 
ter # ——— 
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‘management in... RAILWAY AGE 


: Workbook of the Railways 
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Chemical giants boost sales 


potentials for $.P.1. advertisers 





This $15,000,000 Dixie giant is American Cyanamid Com- 


vany’s new Savannah, Georgia installation. 
ral See how the South 


The chemical industry is marching South to the tune of 
$2,000,000 in new construction daily. Finishing touches are and Southwest Grows! 
currently being put on $555,000,000 worth of new plants, 
and another $225,000,000 worth is in the drawing board 


stage. In the next decade, it is forecast that 300 additional 
chemical plants will be operating in the South and South- 


w& 53.2% of U. S. gain in in- 
dustrial and commercial util- 
ity customers in past 4-year 


west. period. 


Equally remarkable is this market’s growth story in all Over 1,500,000 new indus- 
kinds of industrial activity. To reach top engineering and trial jobs created in past 
plant management of the South-Southwest. SOUTHERN 10 years. 

POWER AND INDUSTRY is your basic advertising medi- 
um. Use it and reach the key buyers in over 10,000 indus- 
trial, utility and large service plants of the South and 


Averaging 7 new plants or 
major expansions daily. 








Southwest. 





SOUTHERN POWER and INDUSTRY 


806 Peachtree St., N.E. Atlanta 8, Ga. 
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to get 
greatest sales impact! 


When the 
man-sized, 
perforating 
shows up 


ANE-WELLS 


“E-GUN’ 


is the “husky” 
to handle ‘em! 


Trias Fil iy 


LANE @Weis 
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You have a two-fold marketing job on your hands in the Chemical Process 
Industries .. . to sell both plant processing men and the business leaders 
who guide and direct this $41-billion-a-year spending manufacturing giant. 
Obviously, no single publication can satisfy the specialized editorial 
requirements, meet the individual reader interests of each. It takes two 
magazines to meet the stringent specifications of both of these important 
buying groups... processing men charged with the design, construction, 
operation and maintenance of CPI plants relying on the applied technology 
of Chemical Engineering ... management in administration, production and 
research on the fast news analyses and interpretations of Chemical Week. 
Together...these two McGraw-Hill leaders offer a double-barreled approach 
to all the influences which can make or break your chemical process 
selling. But get the full story...ask your CE or CW representative for 


Your Most Vital Market Today, The CPI... or write our Research Department. 


_.. MORE 
ENGINEERING-MINDED 
PRODUCTION MEN 
READ IT 
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0 OOD FE 


how-to... management demands business 


both for your CPI* selling 


IT’S 
PROCESS 
MANAGEMENT'S ©” 


OWN MAGAZINE 


McGraw-Hill Publications @ @ 330 West 42nd St., New York 36, N. Y. 








Some of the specific products studied 







































TABLE OF ONTENTS 
INTRODUCTION 


Table 
| Sizes of Fleets in the Survey 
') Number and Types of Vehicles in Fleets in the Survey 
tlt Characteristics of Vehicles 
A. Common Corriers 
B. Food Distribution Fleets 
C. Government Fleets 
D. Construction and Mining 
Industrial Fleets 
Petroleum Fleets 
G Public Utility Fleet 
H. Wholesale-Retail Delive: 
1 Miscellaneous Trucking 
J. Vehicles for Hire Without Driver 
'V Annual Mileage of Fleets in the Survey 
V Annual Purchases 
PETROLEUM 
Greases 
Gasoline 
Diesel Fuel 
UP Gas 
Motor Oil 
VEHICLES 
Trucks 
Tractors 
Trailers 
Bodies (Truck and Trailer 
> 
Passenger Cars 
VEHICLE ENGINES 
Gasoline 
Diese 
LP Gas 
PARTS 
Piston Rings 
Pistons 
Volve< 
Anti-ta 





Trucks 

Trailers 

Tractors 

Bodies 

Engines 

Petroleum Products 

Piston Rings 

Valves 

Bearings 

Batteries 

Cable 

Spark Plugs 

Ignition Systems 
Fuel Pumps 

Oil Filters 

Hose 

Lights 

Safety Signals 

Cab Heaters 
Tarpaulins 
Upholstery Materials 
Seats 

Reefer Units 

Glass 

Powered Tailgates 
Body & Cab Hardware 
Tires & Tubes 
Wheels & Rims 
Brakes 

Axles 
Fifth Wheels 
Transmissions 
Shop Equipment 
Jacks 
Hand Tools 
Cleaning Equipment 
Painting Equipment 
Recapping Equipment 
Two-way Radio 
Paints & Finishes 
Anti-Freeze 
Lift Trucks 
Uniforms 


end 66 others! 

















NOW AVAILABLE 
from your FLEET OWNER representative 


all the market information you’ve always wanted 
... mever had... on 109 truck fleet products 


FLEET OWNER sponsored it. McGraw-Hill research made it. 
Every supplier to the great truck fleet market can benefit. by it. 
It’s a full-scale survey of 109 major automotive products, repre- 
senting an 81% billion dollar market. It covers purchases, buying 


habits, and rate of replacement. 


Made in close cooperation with over one thousand truck fleet oper- 
ators, it is undoubtedly the most comprehensive study of this 
rolling market ever attempted. The new information provided on 
market potential may well formulate new manufacturing and 


merchandising patterns throughout the industry. 


You have an unprecedented opportunity to set new sales sights for 
1957, as 90% of the respondents to this study say they will spend 


as much or more for products and services during the next year. 


Your FLEET OWNER representative has this information. Call 
him, or write or phone us (LOngacre 4-3000, extension 8333). 


You’ll hear from us within a week. 


RI soc icae.san:e, menasive.ot truckien 


330 WEST 42ND STREET, NEW YORK 36, N. Y. ABS 
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the brick and clay product industry is one of K 





37 YEARS PROVE 


“OUR BEST CUSTOMERS” 


Mr. Swanson further states “Brick and clay product plants are easier to do 
business with because you can get to the top man who does the buying in 
a hurry. They generally know what they want, and once they are convinced 
of the quality of the product, they stick to it. In the last few years the quantity 
of goods purchased by this industry has been next to phenomenal.” 


This statement by a leading distributor points up the profitable, expanding market 
brick and clay products plants offer manufacturers of materials handling, excavat- 
ing and other equipment. 


Clay product plants are also big buyers of basic materials used to provide strength, 
color and finish to brick, tile, refractories, and other clay products 


. . and processing equipment, such as mixers, grinders, sprayers, kilns, firing apparatus, 
refractories, dryers, forming machines, control systems, testing devices and others. 
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A COMPLETE MERCHANDISING PACKAGE 


Advertise regularly in BRICK & CLAY RECORD—the only publication serving the 
multi-billion dollar hard-to-reach clay products plants . . . that buy materials and 
equipment necessary to produce tremendous quantities of brick, tile and other 
clay products for the booming building industry. 


. . and CERAMIC DATA BOOK —the only catalog file for all ceramic and other 
clay products materials, equipment and supplies. Referred to daily, throughout 
the year, by the 33,510 buying and operating executives in the 7000 ceramic 
plants across the country producing brick, tile, refractories and other clay products. 








© Industrial Publications, Inc., Also publishers of other leading building industry publications. 


. says F. W. Swanson, Jr., Presi- 
dent of Globe Machinery and Supply 
Co., Des Moines, lowa. 


Brick & Clay 
Record 


5 South Wabash Avenue, Chicago 3 








Management men are talking about ELECTRONIC 
WEEK because it is the publication they have needed 
for years. It is the publication that pulls together all 
of the news of interest in this the fastest growing of 
all industries. 


ELECTRONIC WEEK speaks with authority to the 
men in authority. Advertising forms opened Septem- 
ber 17th. 


Write for free developmental issues. 


ELECTRONIC 
WEEK 


a HAYDEN publication 
19 East G2nd Street, New York 21, N.Y. Telephone: TEmplieton 8-1940 
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20,000 @ 39,000 @ 55,000 


ELECTRICAL 
ENGINEERING 


Published by the Published by the Published by the 
American Institute of American Society American Institute of 
Chemical Engineers of Civil Engineers Electrical Engineers 
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IMPACT in Engineering Society magazines is set in 
8-point type and commands the interest and attention of 
170,000 engineers who specify and buy for industry ! 


Engineering Society publications need no frosting or window trimming 
to hold the interest or command the respect and intensive readership 
they enjoy. To an accredited Society engineer, the graphs and 

formulae and solid type found in the pages of these magazines give the 
facts and data so essential to the work in his field. They are the 

very bone and muscle of engineering progress. And that is the reason 
these publications are...and always have been...written by the 
acknowledged leaders in the field and published exclusively for the 
benefit of trained engineers. 


Influencing these men who have proved their qualifications for 
Engineering Society membership will help you sell to industry. 

In the pages of Society publications, you present your products to the 
world’s most selective and influential audience... 170,000 accredited 
engineers who specify and buy. They are your best prospects throughout 
every industry. For proof, cali any of the publications listed below. 


*If you'd like to know what this equation means, we’ll be happy to elaborate! 


Remember...engineers are educated to specify and buy! 





11,000 @ 40,000 © 


MECHANICAL 
ENGINEERING 


Published by the Published by the Published by The Published by The 
American Institute of American Institute of American Society of American Society of 
Mining and Metal- Mining and Metal- Mechanical Engineers Mechanical Engineers 


lurgical Engineers lurgical Engineers 








EXHIBIT PARADE 








Convention Exhibits ¢ Commercial Interiors ¢ Merchandising Displays ¢ Sales Presentations ¢ Models ¢ Dioramas 








...it’s AMAZING the difference FIBERGLAS makes 
and how highly technical engineering data and 
normally dull installation instructions were trans- 
formed into this inviting, easy-to-read, quickly under- 
stood and convincing exhibit. Used by Owens-Corning 
Fiberglas Corp. at trade shows and sales meetings. 


COFFEE 
poneinn , 


ae yantou® 


“Hospitality Terrace” is the name of this smart dining 
place where Standard Brands Inc. serves Chase & 
Sanborn Coffee and Danish pastry at trade shows to 
thousands of restaurant, hotel and bakery customers 
and prospects. Main structure is 10’ 6” high, but 
exhibit is built so portions of front can be used in 
shows having 8’ background height limitations. An 
example of planned multi-use possibilities. 


* Peneral exhibits 





2100 N. RACINE AVE. - CHICAGO 


This is an Exhibit? Well, it’s really a Camera Shop 
that’s one of the best retail outlets for cameras and 
film in the country. Adjoining it is an historical exhibit 
and a life size replica of an old-time 1890 photog- 
rapher’s shop, operated by EASTMAN KODAK CO. 
Both were designed, built and installed by us in 
Disneyland at Anaheim, Calif. 





PROBLEM: How to display over 2500 cutlery and 
kitchenware products, ranging in quality from 10¢ 
store items to imported cutlery sets, in a space 19’ x 
70’. The EKCO PRODUCTS CO. showroom shown 
above is our solution. Good design created a quality 
setting for all lines. A novel feature is row of panels 
at left—revolving manually, they carry merchandise 
on both faces, provide double display area. 


and displays ine. 


14, ILL. + PHONE: EASTGATE 7-0100 


























here’s been a lot of hot talk lately about this maga- 

zine, CONTROL ENGINEERING, and the man who 
reads it, the Control Systems Engineer. We figure it’s high 
time we told you all we could about him, and what makes 
him tick. Once you know him, and understand him, all 
the pieces of this market he makes fall right into place, 
and its sense and significance become vivid. 

We've just finished quizzing the guy like a prosecuting 
attorney. And even though he’s busier than anything right 
now, he’s cooperative, in fact, enthusiastic about anything 
connected with his work — past, present or future. 


\ 
: 
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ight straight off, this is a well-trained man. 
He’s really a rara avis even in the engineer- 


ing world. Here’s one of your best clues... 


“What engineering degrees de you hold?” 


Knowledge feeds on knowledge. He’sa perennial 
student, hungry and thirsty, unrelenting in his 


drive. Note these graduate degrees . . . 


Graduate degrees? 
Peery |, 


We should add, another 7.3°% with assorted 
engineering degrees too diverse to list here. As a 
matter-of-fact, 85.7 percent have earned a degree 
of one kind or another. 

Selfishly, this means a lot to you. In the first 
place, he is by training and instinct an avid reader. 
The spontaneous acceptance of his magazine, 
CONTROL ENGINEERING, is the best single example 
we know. Without pressure, gimmicks or razzle- 
dazzle, subscriptions just keep coming in, mount 
ing up ...an enormous number completely volun- 
tary, an extraordinarily high percentage personal, 
and home address . .. with more than you think 
saying, “Start as far back as you can. Any chance of 
getting Volume I, Number I? In less than two 
years, ABC paid at 28,016. 

And even closer to home, your home that is, the 
guy's an avid reader of advertisements. He’s not 
afraid of long copy or small print. You don’t need 
advel tising U icks to stop him. As long as you look 


him in the eye, put your story on the line, he reads. 


Xo much for that. We're sure about now you're 


. does he have white whiskers, 


N wondering . . 


or is he still damp behind the ears? So we asked 


him... 


“How long have you been a practicing engineer?” 
More than 15 years ....................25.3% 
RL Re ee, 
SR 6 So oc is cov n cc's ucs masa 
i sais ssh couse sckoscedss sean 


You'll quickly see this is a young man’s business 
—58.7 percent of these men have been practicing 
10 years or less. That means an age group on the 
under-side of 35. And yet, hardly a bunch of boy 
scouts, for just about a third of them have 6 to 
10 years of practical experience to their backs. 

This may make you feel better if you’re not in 
this market yet, and you feel you’d have to fight 
fixed habits of methods, or brand loyalty. The 
market's long since been weaned, it may even be 


flirting with the girls .. . but it’s not going steady. 


aybe we should have brought this up soon- 
er. If you put on your hat and coat and 
went out to sell a control engineer, where would 
you go to find him? Some fields, this is duck soup. 
\ mine superintendent, a utility engineer, a food 
technologist ...do it with your eyes closed. So, 


why not right from the horse’s mouth.. 


“What type of instrumentation and contro! work are 
you now engaged in?” 


We figured these control people were spread 
ver industry and defense ... not divided between 
them. This is eloquently emphasized by the 29.2 
percent engaged in Both. The function takes 
precedence over the field. Remember this, because 
before you're through it can save you time and 


money. 


ouldn't you like to know how long he’s 
been doing what he’s doing now? We 
would. The deeper we got into this, the curiouser 


we became. So we said, “Tell us, please... 


“About how many years have you worked for your 
present employer?” 

Je EE See err Sy 

a NN ook Buy nhs 0 aie San cE 

0a We SE hk 6 os SNAG caaew cs ce 

More than 15 years ....................15.8 


Looks like the newness of the art of control sys- 
tems engineering, and the consequent rapid 
growth of new applications and new firms in the 
field all tally up to new men in new jobs. Almost 
6o percent have been working for their present 
outfit 5 years or less. And yet, there’s a pretty fair 
stability factor here ... the 23.9 percent who have 
been on the job over 10 years. 


Youth initially seems to favor Uncle Sam. or 




















maybe Uncle Sam favors youth...in any event, 
71.2 percent have been with the Military 5 years 
or less as against only 46.6 percent in Industry 


for an equivalent period. 


here were you on the night of June 12th? 
Any minute we figured the poor harrassed 
guy would write across the questionnaire, “Drop 


dead!” But we just had to find out... 


“Prior to working for your present employer did you 
do control engineering for any other company?” 
NN NIE iss, cers ckiseavigcae AIMS 
SUG OO Si okie vo cheveaseensse. MO? 


CFOS vi ee ssaevchccvbncceuungas eee 


Before you know it, you'll be able to see what 
the control engineer looks like. Now you know 
his education, his age, his experience, where he 
works, used to work, and that just about half of 
him have had previous “control” experience. No- 
body's sending him chasing around the plant look- 
ing for a lefthanded slide rule! Still—where did 
he do his previous “controlling”. Why not... 


“Was your past work Military, Industrial or Both?” 
Where he is now 
Industry Military Both 
14.4% 61.0% 30.2% 
63.5 21.05 26.0 
22.1 17.95 43.0 


This shapes up like a circle. Careful, or you'll 
meet yourself coming back. Let’s take it easy. 
First—the men in Industry have had modest ex- 
perience in the Military, more experience doing 
Both. Next — the men in Military have had fair 
experience in Jndustry, also in Both. Finally —the 
men now doing Both have had substantial experi- 
ence in Industry and in the Military. Confused? 
No, you shouldn’t be... because this seeming con- 
fusion is highly enlightening. There are no ver- 
tical distinctions or divisions of the “control” 
market...the function is what counts. 


ver there on the couch, Charlie. Adler, Freud 
() and us—now we're venturing into psy- 
chiatry. But we couldn't help but wonder if we 
were a control engineer, would we have any com- 
plex or inhibitions about some phase of this 
work that we were not in. In short, are there any 
mental barriers being built up in this enormous, 
broad-gauge business? So we threw a real long- 


winded one at the boys... 


“like the one-man band who plays harp, flute and cymbals”... 


“If you are now in Military or Both—any immediate 
future industrial applications in your work?” 


cee... Baiada, | | 


Selfish, stupid, narrow between the ears? Not a 
chance! It just ain’t that kind of a business. By its 
very nature it is broad, bold-visioned. Think what 
a fabulous headstart this gives the advertiser here. 
No beating down those most-expensive of sales 
obstacles, the resistances of the mind...‘ We neve? 
tried that before. How do we know it will work?” 


y this time, we were really wound up. But 
we carried on, thinking of you, and all the 
headaches you might have trying to track the con 


trol engineer to his lair. So without a breath... 


“Can you give us some idea of where in industry 
this work might apply?” 
Military Both 


Process 38.7% 56.0% 
Machine Tool 57.6 62.7 
Production Line 18.2 34.3 
Other 18.6 17.5 


It sort of looks like this market is as wide as 
it is long, and growing in every direction at once. 
Advertising is loaded with cornball expressions 
like, “Hitch your wagon to a star’, or “Ride with 
the tide.’—but a market of high momentum can 
move you along faster (and at a lesser selling-ad- 
vertising cost) than one where you have to operate 


entirely under your own steam. 


ere not done yet. We had to find out what 
was on the back of the penny. We won- 
dered how the control engineer now in Industry 


or Both, felt about what his counterpart was cre- 
ating in the Military. So we dug in deeper 


“Do you feel that new control concepts initially 
developed for the Military have opened the door 
for new techniques in Industry?” 


Industry “Yes” 


All right, we're satisfied. No walls, no barriers, 
so far as control engineers are concerned. Here, a 
kinship among the men who practice this newest 
of the engineering arts that is far more significant 
than any other single factor in the field. Here, the 
give-and-take, the mutuality of respect, a true 


engineering fraternity 














own the homestretch now. A bread-and-but- 
ie ter question, quite likely the most remark- 
able one of all. On the fundamental that a work- 
man is known by his tools, we wanted to find out... 


engineering media de you work with?” 
ss oi ihs nctuts eevee 748% 
s,s cence cvuagax sioe 68.5 
ei sisi. ccceiese ken ox 15.7 
Electronic .......... ce iiescee ee 
Hydraulic ..... Be a gas 83.5 
NS 5 Se diel cag dina kyas vee oXOe 24.9 
ES RRO ES OR 7 ee 4.0 


[hese percentages are for the total group, the 
men in Military, Industry and Both. Look at 
them, will you. They're all over the lot! Like the 
one-man band who plays harp, flute and cymbals. 


You'll see this even more vividly in this table... 


“How many media do you work in?” 
ea ssn ca beeeianes eee 18.2% 





Less than one man out of every five works with 


a single engineering medium. 81.8 percent work 
with two or more. 59.2 percent work with three o7 
more. And more than a third of them work with 
four or more media. Is the control engineer a 
somebody-like-somebody-else? No! 

He’s a new breed of engineer, his own man, and 
nobody else’s. He may have three heads for all we 


know, and before he’s through he may even cook 


up some brand new engineering media all his 





YOU MAKE YOUR OWN TOMORROW TODAY WITH... 





own. He's a new specialist in a new market—har- 
ness-maker for Industry and the Military, living 
and breathing the design and application of con- 
trol systems .. . and a broad-gauged specialist at 


that, bracketing the technologies of every industry. 


here’s your man. Do you feel you know him 
any better? Once you do, you'll know this 


market like the back of your hand. Because like 
all industrial markets, it is not numbers, but men 
...men who are building bolder and brighter 
horizons... men making their own magazine, 
CONTROL ENGINEERING. 

If we were you, we couldn't let a minute go by 
without putting some responsible individual to 
digging into this man-market-magazine like Scot- 
land Yard. We'll willingly help him do it, no 
strings attached. We’re sensitive souls. We'd hate 
to have you say to us a couple of years from today, 
“Why didn’t you tell us when there was still time 
to run ahead of the crowd?” 














Call the man from 
Control Engineering... 


ATLANTA 3: R. H. Powell 
1321 Rhodes-Haverty Bidg., WAlnut 5778 


BOSTON 15: George S. Baird, Jr., 
350 Park Square Bldg., HUbbard 2-7160 


CHICAGO 11: John G. Zisch, 
520 N. Michigan Ave., MOhawk 4-5800 


CLEVELAND 15: John C. Mitchell, 
1510 Hanna Bidg., SUperior 1-7000 


DALLAS 2: Gordon L. Jones, 
1020 Adolphus Tower Bidg., PRospect 5064 


LOS ANGELES 17: Gene Fruhling, 
1125 West Sixth St., MAdison 6-9351 


NEW YORK 36: Robert Obenour, 
330 West 42d St., LOngacre 4-3000 


PHILADELPHIA 3: W. F. Buehl, Architect’s Bldg. 
17 & Sansom Sts., Rittenhouse 6-0670 


SAN FRANCISCO 4: T. H. Carmody, 
68 Post St., DOuglas 2-4600 


LONDON, E. C. 4, ENGLAND: 
95 Farringdon Street 






330 West 42d Street, New York 36,N.Y. 

































EDITORIAL 


Factual, concise, easy-to-read articles—all staff 
written—covering the full range of interest of key 
men who manage food processing. 


e@ FIRST in technical accuracy that builds lasting 
“‘reader confidence.” 


e@ FIRST in “new developments and uses” of food 
ingredients and processing equipment. 

e FIRST in editorial ‘‘sectionalization” which 
makes it easy for the reader to get information 
and ideas. 


e@ FIRST to use “newspaper headline” techniques in 
industrial publishing in the food processing fields. 


FORMAT 


Cinemascopic editorial spreads; use of large, dra- 
matic photographs; editorial matter on every page 
offering advertisers highest degree of visibility 
available. 


e FIRST of its kind. The fore-runner now imitated. 


e@ FIRST in food processing field to use color for 
functional purposes as well as to attract readers. 


CIRCULATION 


Greatest Circulation in U.S. Food Plants... actu- 
ally, 80.7% more circulation among food pro- 
cessing men who manage. (98.48% BPA Verified 
Controlled) ... 


FOOD PROCESSING 29,410 
Next Magazine 16,277* 


New York/ Cleveland / Detroit /Pittsburgh/ 
Western Representative: BOB WETTSTEN— 


Publishers ef: Foed Precess 





Putman Publishing Company (08. 


Putman Publishing Bidg., 111 East Delaware Place, Chicago 11, Ill. 


Were s why 
FOOD PROCESSING 


NUMBER ONE psuy... 
FOR OVERALL COVERAGE OF 
FOOD PROCESSING INDUSTRIES 


Least Non-Food Processing Circulation... Only 
3% of Food Processing’s total circulation is outabde 
food processing .. . 26% of Next Magazine’s total 
circulation is outside food processing. 


FOOD PROCESSING 737 
Next Magazine 6,069" 


e FIRST to qualify markets selected to receive 
magazine. 


e@ FIRST toqualify plantcoverage by pre-determined 
plant standards. 


e@ FIRST to qualify recipients. 


PERFORMANCE 


There is no known instance where, on a direct 
comparative basis, Food Processing has not out- 
performed the Next Magazine in quality response 
i.e., response from desired prospects among “‘men 
who manage”’ food processing plants of the U.S.A. 
FOOD PROCESSING offers a $100.00 U.S. 
Government Bond for proof of any situation where 
contrary is true. This offer has been made since 
1953 with no takers. Can YOU win it? 





“Estimated on | Food Processing’s sister publication! 
the assumption 
that foreign FOOD BUSINESS 
circulation falls} serving the sales side of the food industry, 
in same delivers a highly specialized editorial serv- 
classifications, | ice to more than 15,000 hand-picked] 
| administrative-sales executives ...To-] 
| gether FOOD PROCESSING and FOOD) 
as U.S BUSINESS give an advertising effective- 

pal eak te ness to BOTH SIDES of the 
circulation. gigantic food and grocery 
industries never 
before available. 


ren rete 


in same 
percents, 





pusins® 


St, Louis 
Los pir iene Penner 
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Here are 10 fact-filled booklets and special reports which are helping ELECTRICAL MANUFACTURING 
advertisers in their sales planning. They give a complete picture of the total original equipment market 
among manufacturers of electrically and electronically operated products, plus comprehensive data on 
specialized areas within this market. Also included is basic information on ELECTRICAL MANUFACTURING 
— the magazine that serves this dynamic field at the design engineering level. 


MARKET AND MEDIA FILE —A summary of the 

total original equipment market in the field of elec- 
trically operated products broken down by major product 
segments. Discusses overall market trends and summarizes 
the editorial depth and modern controlled circulation of 
ELECTRICAL MANUFACTURING. 


EDITORIAL EVALUATION REPORTS — Quarterly re- 

ports to help you measure the editorial impact of 
ELECTRICAL MANUFACTURING on its market. Provides 
continuing analyses of editorial performance and shows 
extent to which needs of advertiser's customer-prospects 
are met. 


PUBLISHER’S SALES PRESENTATION — A “short 

form” presentation based on the revised outline 
recommended by The National Industrial Advertisers 
Association. Provides a handy summary of market cover- 
age, circulation structure, editorial policies, etc. 


A TO X— FROM ADDING MACHINES TO X-RAY 

EQUIPMENT — A comprehensive listing of some 
2,000 different types of electrically operated products in 
86 industry groups of the U. S. Standard Industrial Classi- 
fication. 


MOTORS, CONTROLS, DRIVES & RELATED COM- 

PONENTS — An 88 page report based on survey of 
original equipment market for motors, control units and 
20 different mechanical drive elements. Lists 1,478 ap- 
plications by $.I.C. groupings to help advertisers search 
out new areas of selling. 


If you want to complete your grasp of the field, select the reports 
you need, Copies will be sent without obligation 


A Ki 


> 


wee the magazine of 
: design engineering 
ra for the field of 
ly operated products 


nue, New York 20, N.Y. 


Oe ose same mh mm ore a RE NN me 2 


THE ORIGINAL EQUIPMENT MARKET FOR MATE- 
RIALS — 126 page report pointing up 1,979 product 
applications for 86 different types of materials, including 
ferrous and non-ferrous metals and non-metallic materials. 


THE MARKET FOR STEEL — A depth study of appli- 

7 cations for 22 kinds of steel alloys in the manu- 
facturing of electrically operated products. Discusses 
specifying influences and annual consumption by market 
classification. 


THE MARKET FOR INSTRUMENTS — Presents results 

of recent study of applications of built-in instruments 
as original equipment in electrically operated products. 
Also analyzes the market for 240 kinds of test instruments 
used in the design, development and production line test- 
ing of electrical products. 


TOTAL PLANT COUNT OF MANUFACTURERS — A 

current compilation of establishments manufacturing 
electrically operated products that have design engineer- 
ing functions. Plants are grouped according to S.I.C. 
classifications of their primary product. 


0 THE VOLUME MARKET — A compendium of dollar 
volume shipments of 64 S.I.C. industry groups manu- 
facturing electrically operated products. Unit production 
figures are shown to help you measure the potential of the 
many industries that make up the one vast market. 
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To design it from 
the ground up 
takes 14 kinds of 
Mechanical Engineering 








Supersonic ramjet Kinematics, metallurgy, aerodynamics, thermodynamics... 
these are some of the 14 fields of technology in mechanical engineering 
essential to successful flight of this supersonic test vehicle. 


These same highly technica! skills are also employed broadly, along 

with 28 others, in the design and development of most of our 

industrial production...because it takes mechanical engineers to 

visualize complex mechanical design requirements, then 

translate them into specifications. 

This is why the 40,000 mechanical engineers who read 

MECHANICAL ENGINEERING are basic for industrial advertisers. 

In no other publication can you cultivate so many mechanical engineers so 
influential in the process, product and Original Equipment Markets. 


40,000 mechanical engineers are educated to specify and buy 


cs) Mechanical Engineering 


Published by The American Society of Mechanical Engineers 
29 West 39th Street, New York 18, New York 
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Train and entertain 


1. Symbolic of Whiting- 
Plover program is this scene 
at meeting as _ salesmen 
scramble for $1 bill taped 
to bottom of one of their 
chairs. Moral: ‘You have 
to get off your dead end 
to earn a buck.’ 


How to make a success 


of your sales meetings 


= Two years ago Whiting-Plover 
Paper Co.’s first film, “Who’s Got 
A Secret?” proved the success of 
the movie medium as a sales train- 
ing vehicle by contributing a 10% 
sales increase. 


Whiting-Plover boosted sales 10% with one sales meeting 


program. The ‘Freeble Fable’ promises to do even better. 


Now Whiting-Plover goes “on the 
road” again with the introduction 
of “The Freeble Fable” to its 125 
paper distributors. With a lively 
program built around the new film, 
the company counts on giving dis- 


tributor salesmen added product in- 
formation and generating increased 
enthusiasm ffor selling “Plover 
Bond,” a leading rag content paper. 

The Stevens Point, Wis., manu- 
facturer realizes full well the need 
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2. Tickets, letters, ‘teaser’ pieces sent to salesmen’s home 


build interest in meeting and ‘Freeble Fable’ film 


5. Mill representative Leech (right), doubling as M.C., 


program 
is hired for each showing of 


details before salesmen arrive. Professional projec 


tionist film, to avoid slip-uf 


7. Frame from movie shows Lavoris Freeble, Widgeon Smir 
noff and Ferris Freeble discussing quality of ‘Plover Bond 


All characters are played by professional actor 
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checks 


+ 
Rodney 


president 


paper dis 
Bros 


(right) sells 
company Milner, Dwight 
Milwaukee, on training program for salesmen 


3. Mill Leech 


tributor 


Paper Co., 


representative 
Norman 


COMING SOON! 


ee 4 i 
OS HE HRS GREAT MEW sara 


Sen o 
DWIGHT BROTHERS |° = all 


4. Poster, put up 10 days before meeting, stops 


Two-color poster gives date, time and place of 


lights dim, and salesmen become engrossed 


é. House 


Freeble Fable 


8. Door bring salesmen such prizes 


cigaret lighters and steel measuring tapes 


prize drawing will 


salesmen. 
meeting. 


in the 


as 














for wooing the distributors’ interest 
in “Plover Bond.” With most houses 
selling hundreds of brands of pa- 
per, competition for salesmen’s at- 
tention and interest is keen. 

In the “Freeble Fable,’ veteran 
radio and tv actors pace through 
an entertaining and_ informative 
color and sound movie in 42 min- 
utes. Lavoris Freeble, hero of the 
piece, rises from obscurity to be- 
come the world’s greatest paper 
salesman — selling Whiting-Plover 
products, of course. 

Whiting-Plover mill representa- 
tives, primed with special public 
speaking and meeting management 
courses, become key men in “the 
Freeble fable” program. They 
“drum beat” enthusiasm for the 
program, act as master of ceremon- 
ies at meetings, handle all details 
of promotion and follow-through 
and pick up the tab for Whiting- 
Plover. 

First pitch is to distributor exec- 
utives. In general they enthusias- 
tically endorse evening sales train- 
ing meetings which avoid sabotag- 
ing a salesman’s productive day- 
time hours. Most distributor execu- 
tives realize, too, that increased 
product knowledge and sharpened 
techniques, which enable a sales- 
man to promote one brand of pa- 
per, usually apply to other products 
in the warehouse. 

Most executives, as well as their 
men, like the lively, informative 
pace which the film sets for the 
meeting. Both the executive, who 
gives the meeting his blessing, and 
the salesman, who gives up an eve- 
ning, feel rewarded. 

With many shows booked ahead, 
what does Whiting-Plover expect to 
net from its “Freeble fable” pro- 
gram? Does the theory of “train 
and entertain” work? 

The company banks on increased 
product enthusiasm, for one thing. 
Film and meeting focus primarily 
on “Plover Bond” and secondarily 
on other Whiting-Plover brands, so 
salesman’s interest in and enthu- 
siasm for selling them is bound to 
be kindled. Some of this inevitably 
rubs off on the customers. 

The film was produced for Whit- 
ing-Plover by the company’s adver- 
tising agency, the Brady Co., Ap- 
pleton, Wis., and by Rudy Swanson 
Productions. ® 


9. After film, Whiting-Plover’s Mr. Leech conducts question-and-answer session, on 
sales points of ‘Plover Bond.’ Each correct answer wins a salesman $1 


10. At meeting’s end, ‘students’ and teacher-Leech (center) relax over drinks, dis- 


cuss the meeting and movie, get to know each other better 


11. Follow-up booklet, sent salesmen a week after meeting, 


information and sales techniques shown in ‘Freeble Fable’ film 


summarizes product 
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Telephone salesman . . Working as a team, a 
telephone salesman and a field salesman cover 
same sales district 
Frank Elmgren gets call from field man who 


Here telephone salesman 


checks on latest orders, customer problems 


How Ryerson 


telephone salesmen 


Here’s how a mammoth steel distributor 


By Merle Kingman 


= In an era when most industrial 
salesmen are pressed to make more 
sales calls, an important part of the 
sales force of one successful com- 
pany seldom calls on the customer, 
face to face. 

This group is the 
force which sells by telephone from 
the Chicago plant of Joseph T. 
Ryerson & Son, Inc., steel ware- 
Chicago 
plant is the largest in the world 


inside sales 


house distributor whose 


and is one of 17 operated by Ryer- 
son in many parts of the nation. 
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runs its staff of 60 inside salesmen, who 


specialize in serving buyers by telephone 


and assisting the field sales force 


From here 60 inside salesmen sell 
steel by telephone to customers in 
the Midwest 
usually for less-than-carload ship- 


whose orders are 
ments, but add up to a large ton- 
nage and dollar total by the end of 
the year. 
Each of these inside salesmen 
“covers” a sales district and assists 
an outside, or field, salesman who 
is in charge of that district and who 
is responsible for building its sales 
volume, developing new customers 
and hanging on to the old ones. The 
outside man, who is called the gen- 
eral salesman, is in touch with his 


inside salesman once or _ several 
times a day to keep fully informed 
of important telephone orders, prob- 
lems and needs of customers in his 
territory in particular those cus- 
tomers whom he has not seen per- 


sonally that day. 


It helps service .. As fully as pos- 
sible, each customer is kept ac- 
quainted with the inside salesman 
covering his territory and is en- 
couraged to ask for him when tele- 
phoning Ryerson. This helps the 
customer in that he deals by tele- 


phone with a man who is familiar 














Field salesman . . In one of several calls he 
may put through to his inside (telephone) sales- 


man, field salesman D. P. Hughes gets details 


on latest telephone orders received for his dis- 


trict 


speed selling and service 


with the customer company and the 
usual nature of its steel needs. 

The inside salesmen handle or- 
ders of customers who telephone 
Ryerson because they are seeking 
steel in a hurry. These salesmen 
“out” phone calls 
to customers, asking for orders. De- 
livery of 90% of the orders is the 
same day or the following day. 
Typical customers are metalwork- 


also make some 


ing companies who need steel 
production purposes; 
very large manufacturers, such as 
those in the automotive industry, 
who buy some steel for production 


and some for pilot runs and main- 


quickly for 


tenance; building contractors; and 
companies such as those engaged in 
the food, chemical, textile and 
other industries that do not make 
their products of steel but who, 
nevertheless, use sizable quantities 
maintenance 


of steel for repairs, 


and construction. Serving as a sort 
of department store for steel buyers, 
Ryerson and other warehouses free 
the mills to concentrate on mass 
production of steel at high speed. 

Many of the techniques used by 
the inside differ 
those of field selling. Some of them 
may be applicable only to the spe- 
cific problems of steel warehousing, 
but some of them should be useful 


salesmen from 


to any industrial salesman who oc- 
casionally talks to a customer over 
the telephone. 


Fast way to sell . . Donald E 
Woodruff, 


department of the 


manager of the inside 


sales Chicago 
plant, observed that telephone sell- 
ing is different from field selling, 
particularly in one respect 

“The big difference is time,” he 
said. “The inside salesman has to 


sell fast. In our business, when he 


picks up the telephone he’s got to 
hear what the customer wants, tell 
him it’s available or, if it’s not, sell 
him on a practicable alternate, and 
quote him prices quickly. He has to 
make the sale in two or three min- 
utes, whereas the general salesman 
on a sales call gets at least five or 
ten minutes to tell his story.” 
Another problem for the inside 
salesman that tends to cut down on 
his time, Mr. Woodruff explained, 
is that the customer often will not 
bother to explain his reasons on the 
telephone when he decides not to 
buy. If the reason happens to be 
example, the customer 
“The 


high,” or explain that a competitor 


price, for 
may not Say, price is too 
quoted a lower figure. Instead, he 


will often merely say, “I’m just 


checking,” and hang up politely. 
But the general salesman has a 


better opportunity to ferret out the 
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Start of a career . . New inside salesman Dick McDonald confers with manager of 


inside sales department, D. E. Woodruff 


Six months in service department precede: 


telephone sales work for new Ryerson salesmen 


reasons when he has the customer 
“captive” face to face, and then to 
give fuller information and counter 
sales arguments, perhaps explaining 
benefits he is getting at the price 
quoted which he may not be getting 
elsewhere. 

Inside salesmen are encouraged 
to develop good voice habits. 

“You and I know that the tone 
of one’s voice can convey a lot more 
than words,” Mr. Woodruff noted. 
“If a salesman offers a suggestion 
or a substitute for an item not in 
stock and speaks with a hesitant or 
reluctant tone, the customer is 
quick to catch that tone. It may in- 
fluence his buying decision. If the 
seller has no enthusiasm for his 


suggestion, the buyer can hardly be 


expected to.” 

“So we train our men to speak 
positively. When one of them has 
had a_ bad 
getting to the office, or if he’s just 


morning even before 
been bawled out for something on 
the job, it can show in his voice 


He mustn't let it.” 


No waiting for buyers . . Inside 
salesmen answer phones promptly, 
and telephones and sales staff are 
organized so this is possible. Groups 
of eight or ten phones are served 
by a monitor, a piece of equipment 
which one inside man can use to 
direct an incoming call to any one 
of the eight or ten phones where 


another telephone salesman is at 


his desk and is not already speak- 
ing on his line 

This permits the inside salesman 
to avoid leaving a customer “hang- 
ing” on the line while he waits for 
the regular man assigned to his dis- 
What 


happens in such cases is that an 


trict to finish another call. 
incoming call for Joe Brown, who 
is busy on a phone, will be trans- 
ferred to another inside salesman in 
Joe Brown’s group, who will say 
something like, “Mr. White, Joe is 
busy on another line; can I help 
you?” The customer then is _ not 
obliged to hold a dead telephone fo 
three minutes while he waits fo1 
salesman Brown to finish with his 
other call. 
The inside sales department is 
departmentalized to include a city 
desk, 


metropolitan 


from 
takes 


towns as far as 50 


which handles calls 
Chicago and 
in industrial 
miles from the city; a country desk, 
which covers midwestern states 
and extends as far west as Denver; 
and a special desk, which handles 
calls involving out of the ordinary 
questions pertaining to products 
such as stainless steel, alloy steel, 
aluminum, tubing, cold finished 
bars, and other items. 

Organization of the country desk 
differs slightly in that each inside 
man handles calls from two sales 
districts and works with two gen- 
eral salesmen instead of one, since 
involves 


the country area usually 


fewer calls than does the metropol- 
itan area. 

Usually a group unit will include 
several men whose districts bring 
a large volume of calls and several 
men who generally receive fewer 
calls. Men with fewer calls assist 
the others when their calls are 
heavy and at other times work on 
sales correspondence. 

To help keep operations running 
smoothly, the manager of the inside 
sales department employs five su- 
pervisors. There is a supervisor of 
country sales, city sales, stainless 
and alloys, training and education, 
research and 


and general special 


details. 


Order filling by conveyor .. 
A customer who phones talks to an 
inside salesman immediately. If he 
places an order, the salesman writes 
it out on a billing form, drops it on 
a conveyor belt passing his desk, 
which carries it along to checkers 
credit 


who check the customer’s 


rating, correct address, etc., and 
finally drop it in a chute that car- 
ries it to the merchandising depart- 
ment where the order is filled and 
shipped out by truck or rail. 
Indicative of the size of the Ryer- 
son Chicago plant, and the scope of 
its operations, are these facts. Forty- 
seven football fields could be shel- 
beneath its roof. 
10,000 


sizes make up the large tonnage of 


tered Approxi- 


mately kinds, shapes and 
steel carried in stock. The plant’s 
switchboard operators and automa- 
tic telephone 


equipment handle 


Teamwork . . Men work in groups. Here 
inside salesman mans electronic monitor 
with which he can direct incoming call 


to any man in his group 














thousands of calls in a_ single 
day. More than 150 power-operated 
saws, shears, slitters and flame- 
cutting machines cut steel to special 
sizes and shapes. The plant’s 50 
cranes can lift more than 500 tons 
of steel at a time, and move it 
along three miles of crane runways. 
EKighty-one trucks and 44 rail cars 
can be spotted within the plant for 
loading simultaneously. 

The inside sales department, Mr. 
Woodruff explained, has these basic 
functions: (1) sell steel, (2) proc- 
ess orders and (3) provide a train- 
ing ground for future general or 
field salesmen. 

“Our policy is to develop our 
general salesmen from the _ inside 
force,” he said. “The inside sales- 
men know this and know they have 
something to work toward.” 


Training plus incentive .. Men 
hired for the inside sales depart- 
ment usually have a degree in tech- 
nical fields or the liberal arts. They 
spend four to six months in the 
service department, tracing orders 
and acquiring a basic knowledge of 
the business. If they show promise, 
they are then brought into the in- 
side sales department where they 
work at several “break in” jobs 
such as customer correspondence. 
The next step is actual phone con- 
tact with customers. 
inside salesman may 
for a period, picking 


The new 
“free lance” 
up any phone that rings in the de- 
partment, before he is assigned to 
a sales district and a group. Once 
he is assigned a district, he is kept 
on it as long as possible. This en- 
ables him _ to fully ac- 
quainted with the company’s cus- 


become 


tomers in the district, to develop a 
personal liaison with them (just as 
does the general salesman he is 
working with), and to know what 
types of steel they use. 

This on-the-job 
supplemented with training in sell- 
individual 


experience is 


ing fundamentals and 
and class instruction in the proper- 
ties and uses of the many different 
Ryerson products. 

Thus the inside sales department 
serves as a training ground, ena- 
bling the embryonic salesman to 
know the company’s products and 
its customers. In addition, it pro- 
vides management with a measur- 











~ pr pa 











Inside sales department . . Over-all view of Ryerson’s inside sales department shows 


sales fleet of 60 telephones. Each man has intercom, as well as telephone 














Orders by conveyor . 






As salesmen finish writing telephone orders, they are dropped 


on conveyor, which speeds them on to various checkers, before order reaches shipping 





More conveyor . . Order is checked here 


for accuracy of customer name and address, 


credit rating, etc., then goes its way again by conveyor 


ing stick by which it can evaluate 
the sales ability of each man as a 
candidate for a position as an out- 


side salesman. 


The company believes that this 


system of sales training and organi- 
zation has given it both an alert and 
aggressive telephone staff and an 
exceptionally well trained field 
force * 
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TELEPHONE 


SELLING 


comes to industry 


This new and growing sales tool is already 


helping some industrial companies. Many more 


may be overlooking the opportunity. Here are 


things it can do, and ways to make it work. 


= How telephone 
selling? 

The great increase in the de- 
mands for manpower on the sales 
front, combined with the shortage 
of qualified salesmen and_ the 
growth of sales volume, means that 
the telephone as a sales instrument 
deserves much more study than it 
has been receiving. 


good is your 


Consideration of this method of 
order-getting might well follow this 
program: 

1. Training of all salesmen in the 
correct techniques for contacting 
customers by phone. 

2. Creating special telephone sales 
staffs to handle contacts with cer- 
tain customers and prospects 
through this method alone. 

3. Emphasis at all levels of busi- 
ness administration on the need for 
courtesy and friendliness. 

A recent issue of INDUSTRIAL 
MARKETING carried an advertisement 
prepared for the magazine by Mar- 
steller, Rickard, Gebhardt & Reed, 
in which L. E. Quinn, Roura Iron 
Works, Detroit, a company which 
sells without field representatives, 
described the combination of direct 
mail and telephone salesmanship 
which enables it to close a substan- 
tial volume of business. 

“We make §self-dumping 
pers,’ Mr. Quinn said. “They sell 
for $150 to $200 each. We employ 


hop- 
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no salesmen, so our advertising 
must do a pre-selling job and pro- 
duce qualified inquiries. 

“We advertise in several business 
publications reaching the industries 
that can logically use our hoppers. 
campaign of single 
about 100 
good inquiries every month. By fol- 


A consistent 
column ads brings in 


lowing them up via telephone and 
mail we convert a satisfactory per- 


centage into sales.” 


Closes orders by phone .. Mr. 
Quinn explained later that inquiries 
are usually answered and literature 
forwarded by mail before an at- 
tempt is made to close the order by 
telephone. Sometimes, however, 
more information is needed than 
was supplied by the letter of in- 
quiry, and here the phone is used 
information re- 
problem. 
Often a discussion by telephone re- 
sults in the business being closed 
then and there. In most cases, how- 


to get additional 


garding the _ prospect’s 


ever, the phone is employed after 
the prospect has received detailed 
information by mail, and has had an 
opportunity to study the literature. 

Many sales operations are carried 
on largely by phone, with trained 
staffs of telephone salespeople han- 
dling the business. Steel warehouses 
are a good example of companies 
which do this successfully in the 
industrial field. So many accounts 














are handled and so many orders, 
usually of small size, are taken 
care of in this way that it would 
be impossible to handle the busi- 
contacts 


ness through personal 


only. 


Not ‘order takers’ . . Many people 
refer to those providing this kind of 
sales service as “order-takers.” This 
is a misnomer, if it indicates that 
no creative sales function is in- 
volved. A good salesman, handling 
inquiries and orders by phone, can 
easily add to the volume of business 
which the inquirer was primarily 
interested in placing. 

Some large companies selling to 
industry, confronted both with the 
high cost of personal selling and the 
difficulty of building a completely 
adequate staff, are seriously con- 
sidering supplementing the work of 
their salesmen in the field with 
telephone selling. The idea is to 


















say “‘thank you’? and “‘yow’re welcome” 










greet the caller pleasantly 


People know that courtesy on the telephone 
means courtesy in your business dealings. 
The use of such phrases is one way to smile 


By being enthusiastic arid yet sincere, you’ll 
find your customers will like you and will 


call again. over the telephone 





















ask uf it ts convenient to talk apologize for errors or delays 







It is courteous to ask the person you call if Maybe things won’t always go right, but 
it is convenient for him to talk. You would 
not break into a conference and this same 


rule applies over the telephone. 







you can always be courteous! And if you’re 
genuinely sincere and natural, you won't 
sound “artificially” sorry 








take time to be helpful 





try to visualize the person 





It’s better to spend seconds keeping a cus- 





Speak TO the person at the other end of tomer happy than months regaining his 
the line, not AT the telephone. good will 






























be attentive 





use the customer’s name 







The person at the other end will appreciate 
your listening politely and attentively. You 
would not interrupt in a face-to-face con- 
versation; just apply the same rules of 






There’s no sweeter music to a person than 


the sound of his own name 










etiquette in telephone conversations. 

















have a junior salesman assist each 
field man, taking care of service 
calls and other necessary contacts 
with customers by phone, and thus 
reducing the number of personal 
calls which the man in the field 
would need to make. In view of the 
high cost of personal salesmanship, 
this plan might work to good ad- 
vantage in many companies, besides 
creating a reservoir of trained 
salesmen who could take over for 
those who dropped out of the field 
selling force because of retirement 
or other reasons. 

There is a definite technique for 
good telephone salesmanship. While 
it is based primarily on the warmth 
and courtesy which every good 
salesman tries to project, it also de- 
mands good preparation before the 
call is made. Assuming that the 
man at the phone knows his line 
and its advantages thoroughly, he 
should also know something about 


the prospect, his requirements, rec- 
ord of previous business, previous 
sales contacts, etc. With this kind 
of preparation, and with some 
knowledge of the individual buyer 
who is to be contacted, a salesman 
can often do a great deal more than 
merely make an appointment for a 
personal call. 


Calls with a purpose .. On the 
other hand, a great deal of sales 
time can be saved by using the 
phone to set up appointments. This 
is particularly important when a 
salesman is on the road, and must 
use his time efficiently to justify 
the high cost of travel. By phoning 
prospects a day or two ahead of the 
expected call, the salesman can fit 
his contacts into the schedules of 
customers and prospects, and re- 
duce to a minimum the time wasted 
in waiting-rooms as the result of 
calling without notification. 











When a salesman makes a con- 


tact with a customer or prospect by 
phone, he should have something 
definite to say. There is no use talk- 
ing about the weather or the pen- 
nant races in the major leagues 
The only excuse for taking up the 
valuable time of a busy executive 
is to provide a service or benefit 
which the customer will appreciate. 
This may be to call attention to a 
new product, discuss a new price 
schedule, offer an informative piec 
of technical literature, or in some 
other way make the customer feel 
that the call was made for a definite 
purpose to provide worth while 
service. 

This of course is one of the best 
ways to service an account that is 
already on the books. If the sales- 
man has a territory so large as to 
make it necessary to conserve time, 
he can maintain good relations with 


present customers by using phone 


/4s 






calls between personal contacts. 
And if each call has a definite ob- 
jective in mind, and leaves the cus- 
tomer with the feeling that the 
salesman is seriously interested in 
insuring his satisfaction with the 
product, the results of a few min- 
utes’ phone conversation may be 
just as good as if the salesman had 
spent hours traveling to the cus- 
tomer’s plant and waiting for a per- 
sonal interview. 


They seldom ‘get away’. . An- 
other advantage of intelligently 
planned telephone selling is that 
few people will disregard a phone 
from 


call, especially one out of 


town. The salesman who either 
wants to make an appointment for 
an interview, or who is calling as 
part of a planned schedule of serv- 
ice contacts, can almost invariably 
reach the man he is _ interested in. 
And in either case he _ learns 
whether the customer is at his desk, 
out of town, on vacation or in a 
conference, thus enabling him to set 
up another call at a mutually con- 
venient time. 

The study of telephone 
methods and techniques has been 
given attention by the people most 
interested in good use of phone fa- 
cilities the telephone companies 
themselves. W. R. Scargle, adver- 
tising manager, Illinois Bell Tele- 
phone Co., Chicago, has prepared a 
whole series of brochures discussing 
various angles of the subject. They 
are well worth studying by anyone 


selling 


who is planning to improve the 
methods used by his own organiza- 
tion. 

The titles of the booklets are 
scope of their 
“Selling by 
Telephone,” “Turning Telephone 
Inquiries into Sales,” “After the 
Sale,” “It Pays to Advertise Your 
Telephone Number,” and “How to 
Make Collections and Keep Cus- 
tomers by Telephone.” 

One of the _ important 
emphasized in this series is that the 
telephone is no panacea and no 
substitute for good salesmanship. 
The same principles that apply to 


suggestive of the 


contents. They are 


points 


selling in person must be followed 
when the customer is reached by 
phone. 

“Why not use the telephone,” the 
company suggests, “to develop pros- 
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pects, to follow up advertising, to 
revive inactive accounts, to sell ad- 
ditional items on customer initiated 
orders, or for straight cold can- 
vassing?” 


What's in it for you. . In review- 
ing the advantages of selling by 
phone, Illinois Bell offers the fol- 
lowing: 

“You can telephone three people 
in the time it takes you to go out 
for a pack of cigarets. 

“Your prospect is as close as the 
telephone on your desk. No waiting 
or delay. You need no appointment 

- no need to make a long trip to 
see him. 

“The low cost of telephoning a 
dozen prospects needs no support- 
ing arguments. 

“If one prospect isn’t available, 
you lose nothing. Just quickly call 
another number. 

“Telephoning is an activity which 


ON PAGE 186. . 


to use of classified telephone 


a basic guide 


directories as an ad medium. 





during 
spare time which might otherwise 


can be used productively 
be wasted.” 

Some of the warning signals to 
be observed in expanding activities 
in this direction are set up by the 
company in another discussion. 

“Selling by telephone is highly 
competitive,” the 
“You will be competing with other 


company says. 

with sales- 
with direct-by- 
mail selling and with all the 


telephone salesmen 


men in person 


other usual and unusual demands 
on your prospect’s time. 
“You will be successful only if 
you observe the ‘ground rules’: 
“1. The 


offered must be of good quality, 


merchandise or service 


fairly priced and have a_ good 
chance of being of interest to the 
prospect. 

“2. The prospects called must be 


carefully selected and prospect lists 


reviewed or modified at frequent 
intervals. 

“3. Sales talks must be carefully 
worked out prior to calling cus- 
tomers. 

“4. Salespeople must know your 
products well; know your sales and 
service policies; know and use the 
proper techniques of telephone 
selling. 

“5. Your firm must be prepared 
to perform according to the prom- 
ises made by your salespeople over 
the telephone.” 

“Losing a customer because of 
lack of interest and attention is al- 
most unforgiveable,” the telephone 
company says. “Servicing by tele- 

profitable in customers 
money time saved, 
effort saved. Call your customers 


phone is 
saved, saved, 
after a sale. 

“Show appreciation to new cus- 
tomers in a human, impressive way. 

“Give helpful suggestions in mer- 
chandising and use of your product. 

“Be sure customers have replace- 
ment parts and supplies. 

“Prevent 
ders.’ 


“Keep in touch 


last-minute ‘rush or- 
prevent loss of 
customers to competition.” 


When to use phone . . It’s ob- 
vious that you can increase your 
use of telephone salesmanship un- 
der the following conditions: 


1. If you don’t have enough sales- 
men to call personally on your cus- 
tomers and prospects with desirable 
frequency. 

2. If you have many small accounts 
whose volume would not pay the 
high cost of face-to-face selling. 
3. If have large 


territories and need to make ad- 


your salesmen 
vance appointments with buyers. 
4. If service calls need to be made 
more often than the salesman is in 
the neighborhood of the customer’s 
plant. 

5S. If you have a “crash program” 
for the introduction of a new prod- 
uct or a new offer which demands 
quick contact with a large number 
of customers and prospects. 


6. If you have many live inquiries 
from prospects who cannot be called 
on personally but should be con- 
tacted while their interest in your 
product is still active. . 
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Raw material 
looking like this 


20,000 in ’56 


“Dasher’’ the reindeer reached Synthane’s customers and friends 


Synthane’s Christmas 
list keeps growing 


How angels, reindeer make friends for plastics company 


= This year Synthane Corp., Oaks, 
Pa., will receive requests for some 
20,000 copies of the company’s 
Christmas remembrances. 

The requests will be filled 
promptly, many of them by air 
mail, and then Synthane will re- 
hundreds of warm “thank 
you” letters. 

These predictions do not mean 
that someone has been looking into 
a foolproof crystal ball. They are 
based upon Synthane’s past experi- 
ence with its unique, do-it-yourself 
Christmas cards. 

Synthane makes laminated plastic 
sheets, rods and tubes for special- 
ized industrial uses. Two years ago, 
the company came up with a com- 
bined product promotion piece and 
Christmas card which had _ the 
added advantage of being an in- 
triguing do-it-yourself project. 

That 1954 Christmas card had 
attached to it a small envelope 
bearing three pieces of Synthane 
plastic. Also in the envelope were 
instructions for assembling the 
plastic punchings into a three-di- 
mensional version of Santa’s rein- 
deer, Dasher. 


ceive 





The mailing went to a list of 5,000 
of Synthane’s customers, prospects 
and business friends. Within a few 
weeks, requests came in for 10,000 
more of the reindeer, and the Syn- 
thane plant had to make a special 
production run. 


15,000 angels . . In 1955, the Syn- 
thane Christmas mailing went to a 
slightly enlarged list. This time the 
do-it-yourself gadget consisted of 
five pieces of plastic, to be as- 

three-dimensional 
little white 


sembled into a 
angel complete 
wings and a golden halo. 

At the suggestion of Arndt, Pres- 
ton, Chapin, Lamb & Keen, Phila- 
delphia, Synthane’s advertising 
agency, a coupon with this message 
was included in the mailing: 


with 


“If your angel wants company, 
you can form a little angel choir by 
sending for additional angels. Just 
fill out the form below and your 
angels will be mailed to you 
promptly.” 

Result: more than 15,000 of the 
angels were ordered by telephone, 
telegraph, and by cable from Eu- 
rope. Some offers even came in to 


pay for large quantities, but Syn- 
thane didn’t take them up. 
“We just kept mailing the angels 


until the supply was exhausted,” 
said Herbert Widdop, Synthane’s 
sales promotion “When 
the request was ‘rush,’ we complied 
by air mail, and that brought many 
speedy letters of thanks.” 
typical 


manager. 


Here are some “thank 


you” letters: 


e From the general manager of an 
industrial fabricating company in 
“Thank you for your gen- 
reply to our 


Iowa: 
erous and 
telegram regarding the do-it-your- 
self angels for our New Year’s Eve 
dinner. There were three genera- 
at the 
presidents and 


prompt 


tions of several families 


dinner, including 


vice-presidents of several com- 
panies, with wives and children and 
mothers of them all. The angels 
were used as favors and delighted 


every guest.” 


e And then this one came from 
Hasbrouck Heights, N. J., in pen- 
ciled printing an inch high: “Last 
year my little brother and I and my 
first grade class liked the reindeer. 
I know that my second grade class 
will like the angels very much this 


year.” 


Synthane has not announced 


what its do-it-yourself remem- 
brance will be this year. But it pre- 
dicts requests will come in for “at 
least 20,000” of them. 

“Whatever it is,” 
motion manager Widdop, “it will be 
something that will delight the 


presidents and 


says sales pro- 


wives of company 
just about ‘wow’ the kids who've 
moved up to the third grade in that 
school in Hasbrouck Heights.” 6 





<| J 


Finished product . . Assembled in sec- 


onds, ‘‘Dasher’’ looks like this 
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See $440,000,000 in ’56 


Business paper volume rising 
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' By Angelo Venezian 

ADV. DOLLAR % OVER DOLLAR VOLUME | Assistant to the Director of Advertising 
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| 1957 (Est.) $484.2 10.0% 1,413.1% $539.9 
} 1956 (Est.) 440.2 10.0% 1,275.6 % 490.8 
11955 400.2 9.5 1,150.6 446.2 # Early estimates and reports from 
11954 365.5 3.2 1,042.2 407.5 business paper publishers indicate 
| 1953 354.3 8.2 1,007.2 395.0 that 1956 dollar volume investment 
11952 327.4 25.0 923.1 365.1 i in business papers may total $440,- 
1951 262.0 16.3 718.8 292.1 | 000,000 or more — the highest ever 
} 1950 225.2 1.2 603.8 251.1 | achieved. This represents a 10% 
j 1949 222.5 1.1 595.3 248.1 gain over the 1955 total of $400,- 
| 1943 225.0 14.8 603.1 ane? 200,000. 
1 1947 196.0 10.1 512.5 218.5 : : eo = iacliny 
| 1946 178.0 3.5 456.3 198.5 Looking ahead to 1957, indica- 
1945 172.0 15.4 437.5 191.8 tions are that the total may reach 
11944 149.0 24.2 365.6 166.1 $484,200,000. When we adjust that 
11943 120.0 44.6 275.0 133.8 figure to include production costs, 
| 1942 83.0 10.7 159.4 92.5 | the total investment in business 
1 1941 75.0 17.2 134.4 83.6 publications may well be close to 
| 1940 64.0 10.3 100.0 71.4 | $540,000,000. If this growth is 
| 1939 58.0 13.7 61.3 oar achieved, it will duplicate the 10% 
1938 map conga ~~ peng growth estimated for 1956 over 1955. 
1937 oo “ad ae ee On the basis of these facts, busi- 
veoee vite 16.2 34.4 47.9 ness paper volume continues to re- 
| 1934 37.0 15.6 15.6 41.3 flect the acceptance that business 
11933 32.0 eas = 35.7 publications have earned in helping 
Yue to the fact that production costs use a constant factor of 1.115 the per- advertisers cultivate their business 
ages remain the same as shown for advertising volume only and industrial markets. Except for 
= —_ 1949, business papers have shown 
gains each successive year since 
" = 1938. 
conan yo if erent en 
0 Table 1 shows only two years, 
: 1938 and 1949, where dollar volume 
| Number of Business Distribution of | failed to exceed the previous year’s 
Publications, 1933-35 Publicatior 9 total. The growth trend in this table 
sete ‘i m shows how advertisers have con- 
a ow ee toes — tinued to extend their use of busi- 
Year Number Change 1935 Year (Millions) Change . neue. weblinaiions ter thute mesial 
} 1955 1,974 5.6% 35.3% 1955 33.8 3.4% ae . ing job; and business papers have 
1954 1,870 1.7 28.2 1954 _ oi wisn grown stronger editorially to meet 
} 1953 1,838 2.2 26.0 1953 29.9 6.0 190.3 ts a coger yg ' 
pes 799 ~ 233 1952 28.2 16 173.8 the increased needs o merican 
| 1951 1,763 0.5 20.8 1951 26.2 7.8 154.4 industry for the “know-how” so 
1950 1.772 iis 21.5 1950 24.3 _ 135.9 essential in our expanding economy. 
| 1948 1,671 ice 14.5 1948 23.5 — 128.2 This increased and greatly im- 
| 1942 1,453 —_— 0.4 1942 13.6 — 32.0 proved editorial effort, plus the 
| 1940 1,474 ons 1.0 1940 13.7 a 33.0 
|} 1935 1459 — — 1935 10.300 — sa 
Source: January Edition, SRDS Source: January Edition, SRDS The author has been promoted, effec- 





tive Jan. 1, to a vice-president. 












added and vital information re- 
sulting from a greater volume of 
advertising, has helped to develop 
business papers and their usefulness 
to readers to a point never pre- 
viously attained. Further proof of 
this situation is contained in the 
facts on the growth of the number 
of business publications and their 
all-time high in total distribution. 

Table 2 reveals that the number 
of business publications has in- 
creased from 1459 in 1935 to 1974 
in 1955, an increase of 35.3%. Table 
3 shows how distribution has grown 
from 10,300,000 in 1935 to 33,800,000 
in 1955, three times as much as we 
had in 1935. Tables 2 and 3 provide 
the facts on net business paper 
growth in terms of number of pub- 
lications and the distribution that 
they provide. 


Audit status . . Tables 4 and 5 
provide a further breakdown of the 
number of business publications 
and their distribution. Over-all, 
these two tables show that 41.6% 
of the business publications are 
audited; 53.5% of all business pub- 
lications’ distribution is in the 
audited category. Merchandising 
publications have the largest pro- 
portion audited. Industrial papers 
account for the highest proportion 
when it comes to the amount of dis- 
tribution audited. 

Actually, industrial publications 
account for almost half of all the 
publications and the distribution of 
all business publications. Medical 
publications, as a group, are lowest 
on the list when it comes to the 
proportion of publications audited; 
however, educational and govern- 
ment type publications are lowest 
in respect to the proportion of dis- 
tribution audited. 

Some 76% of all business publi- 
cations are issued monthly, and as 
Tables 6 and 7 indicate, monthly 
publications account for 73.7% of 
the distribution of all business pub- 
lications. When it comes to the pro- 
portion audited versus unaudited, 
biweekly publications are higher in 
both the proportion of their number 
and distribution audited. Weekly 
publications are second and month- 
ly publications third. 


Yardsticks . . Table 8 provides a 
picture of the relationship of busi- 
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Number of Audited Publications 
































TOTAL AUDITED UNAUDITED 
% of % of % of 
No. Total No. Total No. Total 
Industrial 941 47.7% 438 46.5% 503 53.5% 
Merchandising 545 27.6 288 52.8 257 47.2 
Export & Import 66 3.3 27 40.9 39 59.1 
Financial 106 5.4 25 23.6 81 76.4 
Medical 198 10.0 23 11.6 175 88.4 
Religious 12 0.6 — se 12 100.0 
Educational 55 2.8 14 25.5 41 74.5 
Government 51 2.6 7 13.7 a4 86.3 
TOTAL 1,974 100.0% 822 41.6% 1,152 58.4% 
al 
ey 
Distribution 
AUDITED UNAUDITED 
No. % of Total No. % of Total 
Industrial 10,692,755 67.1% 5,232,959 32.9% 
Merchandising 3,003,852 40.4 4,423,752 59.6 
Export & Import 1,410,236 68.1 660,275 31.9 
Financial 504,791 44.1 639,285 55.9 
Medical 1,061,691 40.7 1,546,532 59.3 
Religious _ — 538,230 100.0 
Educational 543,561 30.3 1,248,003 69.7 
Government 464,285 30.6 1,054,822 69.4 
TOTAL 17,681,171 53.5% 15,343,858 46.5% 
Source: January, 1956 SRDS 
~ 
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Number of Publications by Frequency 





TOTAL AUDITED UNAUDITED 

% of % of % of 

No. Total No. Total No. Total 

Daily 26 1.3% 10 38.5% 16 61.5% 
Weekly 160 8.1 80 50.0 80 50.0 
Bi-Weekly 110 5.6 71 64.5 39 35.5 
Monthly 1,500 76.0 638 42.5 862 57.5 
Bi-Monthly 125 6.3 15 12.0 110 88.0 
Quarterly 53 2.7 8 15.1 45 84.9 

TOTAL 1,974 100.0% 822 41.6% 1,152 58.4% 
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TOTAL 


AUDITED UNAUDITED 





' No % of Total 

| Daily 233,881 0.7° 

| Weekly 3,192,615 9.7 

} Bi-Weekly 2,540,665 7.7 
Monthly 24,333 441 73.7 

} Bi-Monthly 1,668,963 5.0 

| Quarterly 1,055,464 3.2 

| TOTAL 33,025,029 100.0% 


No % of Total 
196,978 84.2% 
1,041,542 32.6 
664,070 26.1 
11,338,542 46.6 
1,285,800 77.0 
816,926 77.4 
15,343,858 46.5% 


No % of Total 
36,903 15.8% 
2,151,073 67.4 
1,876,595 73.9 
12,994,899 53.4 
383,163 23.0 
238,538 22.6 
17,681,171 53.5% 








ness paper advertising to total U.S. 
1955, $49.25 was 
spent in business papers for every 
$1,000 spent for advertising of all 
types. The great growth and strides 


advertising. In 


made by tv advertising are re- 


flected in the 1954 and 1955 figures 





Ad Dollars 
S. Advg. 


i Bus ss Pape: 
| Per $1,000 U 


Adv. Dollars % 
Per $1.000 Annual % Over 
Year U.S. Adv Change 1933 
1/1956 $49.58 0.7 80.8 
| (Est.) 
| 1955 
| 1954 
| 1953 
| 1952 
11951 
| 1950 
| 1949 
1948 
1947 
| 1946 
| 1945 
| 1944 
| 1943 
| 1942 
11941 
| 1940 
1939 
| 1938 
| 1937 
| 1936 
| 1935 
| 1934 
| 1933 





49.25 1.3 79.6 
49.91 2.0 82.0 
50.93 0.2 85.7 
51.02 12.2 86.1 
45.46 3.4 65.8 
43.98 7.8 60.4 
47.69 75 73.9 
51.58 0.6 88.1 
51.29 13.0 87.1 
59.01 11.5 115.2 
66.71 9.4 143.3 
60.98 13.7 122.4 
53.61 25.0 95.5 
42.90 56.5 
37.39 36.4 
34.20 24.7 
32.68 F 19.2 
29.88 ; 9.0 
31.77 ; 15.9 
29.92 : 9.1 
28.34 ; 3.4 
25.38 q 7.4 
27.42 — 
U.S. Advertising Volume 
Source: Printers’ Ink Annual 





This table while the 


ratio has been lower in the 1954-55 


shows that 


period than in the 1952-53 period, 
the ratio has been at a higher level 
than in the ten year period, 1933- 
1942. The war years, of course, with 
their cut-back on consumer adver- 





Business Paper Dollars Per 
$1,000 Gross Nat. Product 


Adv. Dollars % 
Per $1,000 Annual 
Year of GNP Change 


1956 $1.09 5.8 

(Est.) 

1955 1.03 2.0 

1954 1.01 4.1 

1953 .97 2.1 

1952 95 18.8 

1951 .80 1.3 

1950 79 8.1 

1949 .86 | 

1948 .87 3.6 

1947 .84 12 

1946 .85 4.9 

1945 .81 15.7 

1944 70 12.9 

1943 .62 12.7 8.8 

1942 32 13.3 8.8 

1941 .60 ; 5.3 

1940 : 12.3 

1939 F = 12.3 

1938 ; : ~ Fe 

1937 . ; 14.0 

1936 j : 8.8 

1935 : : 3.5 

1934 : os 

1933 ‘ a 
Source 





Business Statistics Supple- 
ment to Survey of Current Business 
1955 Biennial Edition. Survey of 
Current Business, May, 1956 Edition 
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tising, served to increase the ratio 
to a point that we have not been 
able to re-establish. Currently, the 
ratio is running about 80% better 
than the ratio that existed in 1933. 

The ratio of business paper ad- 
vertising per $1,000 of gross na- 
tional product continues to show 
improvement. In 1956 this ratio may 
well hit $1.09 for every $1,000 of 
gross product. If this 
should transpire, this would be the 
highest ratio ever established. For 
1955, Table 5 shows the ratio 
worked out to $1.03. The 1956 ver- 
sus 1955 comparison shows a 5.8% 
gain in this picture. Over-all, the 
1956 ratio is 91.2% over the 1933 
figure. Here then is evidence that 
advertisers are investing a greater 


national 


proportion of their sales dollars in 


business publications. This im- 


provement in the ratio has con- 
tinued for the past six years. 

Table 10 provides a picture of 
dollars of business paper advertis- 
ing volume versus national income. 
And here again an improvement is 
reflected showing that $1.29 will be 
invested in business papers for 
every $1,000 of national income. 
This is a 4% improvement over the 
55 ratio. Over-all, 1956 will prob- 
ably total 61.3% higher than the 
1933 ratio. 

Table 11 presents a picture of the 
business paper advertising invest- 
ment per $1,000 of plant and equip- 
ment expenditures. In 1956, $11.28 
will be invested in business papers 
for every $1,600 of plant and equip- 
ment fixtures. This was a drop over 
the 1955 ratio. 

Here is a sign which would indi- 
that business paper invest- 
ments have not kept pace with the 
growth in plant and equipment ex- 
penditures. As plant and equipment 
expenditures continue to increase, 
this line of increase is not reflected 


cate 


in the increases made by business 
Over-all, 1956 is 12.8% 
1936 of business 
paper investment to plant and 
equipment expenditures. 


papers. 


above the ratio 


Another picture of the relation- 
ship between plant and equipment 
expenditures and business paper 
advertising is shown on Table 12. 
This that, business 
paper advertising has made _ suc- 


reveals while 


cessive gains each year except for 
1938 and 1949, plant and equipment 








Business Paper Ad Dollars 
Per $1,000 National Income 


Adv. Dollars % Over 
Per $1,000 of Previous % Over 
Year Nat. Income Year 1933 


1956 $1.29 4.0 61.3 
(Est.) 
1955 1.24 e 55.0 
1954 1.22 f 52.5 
1953 147 y 46.3 
1952 1.13 ; 41.3 
1951 95 . 18.8 
1950 94 ; 173 
1949 1.03 ; 28.8 
1948 1.02 : 27.5 
1947 99 23.8 
1946 .99 ‘ 23.8 
1945 95 15.9 18.8 
1944 .82 17.1 25 
1943 .70 16.7 —12.5 
1942 .60 16.7 25.0 
1941 an y AS 10.0 
1940 .78 a5 25 
1939 .80 6.7 — 
1938 75 6.3 6.3 
1937 .80 1.2 _ 
1936 79 5.3 — 1.3 
1935 By ie 6.3 
1934 76 5.0 5.0 
1933 .80 — — 
Source: Business Statistics Supple- 
ment to Survey of Current Business 
1955 Biennial Edition. Survey of Cur- 
rent Business, May, 1956 Edition. 














Business Paper Dollars Per 
$1,000 of Plant Spending 
Adv. Dollars %o Over 


Per $1,000 of Previous % Over 
Year Plant & Equipt. Exp. Year 1936 


1956 $11.28 15.4 12.8 
(Est.) 
1955 
1954 





13.33 2.3 33.3 
13.64 8.9 36.4 
1953 12.52 1.4 25:2 
1952 12.35 20.7 23.5 
1951 10.23 6.4 2.3 
1950 10.93 5.2 $3 
1949 117.53 13.3 15.3 
1948 10.18 7.0 1.8 
1947 9.51 20.4 4.9 
1946 11.95 39.6 19.5 
1945 19.77 31.0 97.7 
1944 28.65 7.4 186.5 
1943 26.67 96.0 
1942 13.61 48.7 
1941 9.15 AL 
1940 9.85 6.6 
1939 10.55 6.9 
1938 11.33 28.6 
1937 8.81 44.9 
1936 10.00 

Sources: 1956-1955 McGraw-Hill 
Dept. of Economics May Survey of 
Plant & Equipment Expenditures 
1954-1945 Dept 
curities and Exchange Commission 
1945-1936 Board of Governors Fed 
Reserve System 


of Commerce Se- 








ow 
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Business Paper $ 
Plant, Equipment Spending 
Business Paper Plant 
Volume Volume 


% Over % Over 
Year 1933 1933 


1956 1,275.6 1,720.8 
(Est.) 
1955 
1954 





1,303.3 
1,153.6 
1,223.5 
1,138.0 
1,098.3 
862.9 
801.2 
930.8 
863.2 
593.8 
306.2 
143.5 
111.7 
185.5 
282.7 
203.3 
143.0 
111.2 


1,150.6 
1,042.2 
1953 1,007.2 
1952 923.1 
1951 718.8 
1950 603.8 
1949 595.3 
1948 603.1 
1947 512.5 
1946 456.3 
1945 437.5 
1944 365.6 
1943 275.0 
1942 159.4 
1941 134.4 
1940 100.0 
1939 81.3 
1938 59.4 
1937 84.4 214.5 
1936 59.4 137.9 
1935 34.4 75.2 
1934 15.6 43.9 
1933 — — 
1955-56 Dept. of Eco- | 
1933-1954 | 
1955 Biennial ) 


Sources 
nomics, May Survey, 
Business Statistics 


Edition. 














expenditures suffered declines in 
both those years, plus a drop in 
1943 and more recently in 1954. 

In both those periods (1943-1954) 
business paper advertising ad- 
vanced over the previous year de- 
spite the fall-off of plant and equip- 
ment expenditures. As the index 
since 1933 indicates, plant and 
equipment expenditures have 
grown faster than business paper 
investments. 

While plant and equipment ex- 
penditures are 17 times what they 
were in 1933, business paper in- 
vestment in contrast has grown to 
12 times what it was in 1933. Both 
Tables 11 and 12 indicate, therefore, 
that there is room for continued 
improvement in the ratio of busi- 
ness paper investment to plant and 
equipment expenditures. 

Table 13 provides a picture of the 
business paper investment versus 
wages paid. In 1956, $1.97 was in- 
vested in business paper advertis- 


ing for every $1,000 of wages paid. 
This was a gain of 1.0% over the 
1955 ratio, and over-all, since 1940, 
it represents an improvement of 
50.4%. Actually, a 
table will show that this was the 
highest ratio ever achieved and also 


study of this 


represents a continuing improve- 


ment over the past five years. 


Page volume up. . 
pages for 1956 are 
better than 1,170,000 as compared 
with 1,125,000 in 1955. The 1956 
total represents the highest volume 


Advertising 
estimated at 


of advertising pages ever carried by 
business publications. Looking 
ahead to 1957, we foresee again an- 
other slight increase of perhaps in 
the neighborhood of 4 to 5%. This 
could very well take advertising 
volume to a new high of 1,217,000 


pages of advertising. 


Actually, 1956 registered a per-. 


centage gain of 4% over ’55. As 


compared with 1940, pages are 
181.9% over the 1940 base. In the 
past 17 years, notwithstanding in- 
creased advertising rates, 11 out of 
the past 16 years have shown page 
gains over the preceding year. 
Table 15 provides a picture of the 
ratio between advertising pages 
and wages paid (adjusted for 1940 
dollar value), in other words, the 
advertising 
paid. This 


physical volume of 
effort wages 
shows a slight drop from .011 of a 
page in 1954 to .010 of a page for 
1956, which is the same as the 1955 
ratio. Actually, this table shows that 
today’s ratio is just slightly ahead 
of the 1940-43 From this 
table it would appear that physical 
advertising effort has been match- 
ing the trend in wages paid. 
These figures would indicate that 


versus 


ratio. 


advertising page volume has kept 
pace fairly well with the trend in 
wages paid. There is as much, if not 


slightly more, physical advertising 
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Business Paper Dollars Per 
$1,000 of Wages Paid (Non- 
Ag.) 
% Over 
Previous % Over 

Year Adv. Dollars Year 1940 
1956 $1.97 1.0 50.4 
(Est.) 
1955 1.95 J 48.9 
1954 1.90 ‘ 45.0 
1953 d ; 38.9 
1952 J : 37.4 
1951 i 19.1 
1950 ‘ - J 19.8 
1949 : F 29.8 
1948 ‘ ‘ 30.5 
1947 é ‘ 25.2 
1946 i iy 24.4 
1945 i 13.7 
1944 . \ — 0.8 
1943 ‘ r 11.5 
1942 d J —21.4 
1941 ; 5.3 5.3 
1940 = — a 

Sources: National Income — Sup- 
plement to Survey of Current Busi- 
ness 1954 Biennial Edition. Survey of 
Current Business — February 1956 
Edition 








Business Publications Page 
Volume, 1940-57 


Advertising Page % Over 
Volume Previous % Over 
(Thousands) Year 1940 


1,217 4.0 193.2 





1,170 181.9 
171.1 
155.7 
1,073 158.6 
1,016 144.8 
844 ; 103.4 
753 . 81.4 
764 ‘ 84.1 
820 ‘ 97.6 
812 
841 
968 
891 
775 
561 


1,125 
1,061 
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Ad Pages Per $1,000 of 
Wages Paid (Non-Ag.) 
Adv. Page % 


Annual 
Change 


Per $1,000 

Year Adjusted to 1940 
1956 .010 
(Est.) 
1955 .010 B 
1954 O11 22.2 
1953 O11 22.2 
1952 O11 
1951 .009 a 
1950 .009 — 
1949 .010 : 11.1 
1948 .O11 22.2 
1947 011 22.2 
1946 011 22.2 
1945 .011 10.0 22.2 
1944 .010 Ch 11.1 
1943 .009 12.5 = 
1942 .008 — 12. 
1941 .008 17.3 11.1 
1940 .009 — a 

Sources: National Income-Supple- 
ment to Survey of Current Business 
1954 Biennial Edition. Survey of Cur- 
rent Business — February, 1956 Edi- 
tion 




















effort behind every dollar of wages 
paid as prevailed 10 to 15 years ago. 

Advertisers might do well to 
study their trend of physical ad- 
vertising effort (pages of advertis- 
ing) in relation to their current 
wages paid, as well as in relation to 
such yardsticks as production ca- 
pacity, sales resistances and com- 
petitive sales goals that must be 
met. 


More for money . . Business 
paper advertising costs less when 
we adjust for the 1940 dollar. A 
study of 586 comparable publica- 
tions (Chart 10) listed in both the 
January, 1940, and January, 1956, 
business publication section of 
Standard Rate & Data, and repre- 
senting all of the publications 
where no great change has oc- 
curred, revealed that while the 12- 
or 13-time advertising rate had 
increased 118.8% since 1940, circu- 
lation had made gains of 44.4% in 
the same period. 

As a result, cost per thousand 
was only up 51.6%. In other words, 
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while advertisers were paying more 
for their advertising, they 
reaching many more prospects than 


were 


ever before. 

And when this figure is adjusted 
for the 1940 dollar, the actual cost 
per thousand is 27.3% lower than 
the 1940 figure. During this period 
the general price of both 
wholesale and retail products had 


index 


gone up 109%. Physical volume, as 
respresented by gross national 
product and adjusted for the 1940 
dollar is up 92%. This would indi- 
cate that advertising rate increases 
have been pretty well in line with 
general price increases, and not- 
withstanding this, have been able 
to provide increased values not only 
in terms of the number of people 
reached but also in terms of their 
importance, as determined by the 
buying people 
reached. 

These figures indicate that busi- 
ness paper rates on the basis of 
the 1940 dollar are less expensive 
on a cost per thousand basis than 
they were in 1940. In addition, the 


potential of the 


average business paper recipient is 
a much more important prospect 
for the advertiser. Business paper 
audiences represent an_ enlarged 
and more prosperous buying audi- 
ence. They can be reached at a 
price below the 1940 level. 

Add to this the tremendous 
growth business papers have made 
in editorial service, format and im- 
proved readership, and it can be 
said that today’s business paper ad- 
vertiser is getting more for and 
from his business paper investment. 


$1 billion volume .. Using our 
estimates of business paper adver- 
tising as a base, we are able to 
project and estimate the amount of 
dollars invested for all types of in- 
dustrial advertising—direct mail, 
catalogs, exhibits, merchandising, 
etc. For 1956 this is estimated at 
$1,067,000,000, and looking ahead to 
1957, the industrial advertising 
budget may well hit the $1,200,000,- 
000 mark. 1956 was the first time 
in history that industrial advertis- 








Advertising Rates up due to increased 


Cost d i d 
ost and increased Circulation +118.8% 

















Circulation up due to Industrial But Cost per 1000 Adjusted for 
Expansion 1940 Dollar is Down 27.3% 























Cost per 1,000 Up only 51.6% General Price Index 




















Physical Volume 


Gross National Product 


Here’s the story Adjusted for 1940 Dollars 
on rates, costs, 














ing will pass the one billion dollar 
figure. 


Public vs. business market . . 
From time to time various esti- 
mates have been made as to what 
proportion of American industry 
represents the consumer market 
and what per cent represents the 
business market. The complex in- 
terrelationship of both markets 
makes any estimate, of course, a 
difficult one. Three studies are 
available which compare these two 
markets—a study by Dr. T. H. 
Beckman of Ohio State University, 
who estimated that 51.3% of all 
goods are marketed and sold to in- 
dustry and 48.7% sold to consumers. 
At a later date the Twentieth Cen- 
tury Fund reported that the manu- 
facturing industry purchased $47.2 
billion, as compared with annual 
consumer purchases of $48.7 billion. 
And still later a report of the U. 
S. Department of Commerce on 
wholesale distribution of goods 
manufactured reported that 44.8% 
goes to the industrial consumer and 
55.2% goes to the home consumer. 

Based on these estimates, it seems 
highly reasonable, therefore, to split 
national income roughly fifty-fifty, 
i.e., 50% of approximately $332 bil- 
lion of national income for 1955, 
which would leave $166 billion each 
for the business and consumer 
markets. If $1 billion dollars is in- 
vested in industrial advertising, it 
leaves $8 billion for consumer ad- 
vertising out of the total of $9 bil- 
lion invested by all advertisers. 

On this basis, we come up with 
the interesting ratio that $1 billion 
is invested to move a $166 billion 
business market as compared with 
$8 billion of consumer advertising 
to move $166 billion of national in- 
come in the consumer category. 
While these figures highlight the 
tremendous volume of industrial 
advertising—over $1 billion, 
natural question on 


they 
also raise a 
why eight times as much advertis- 
ing is invested to move consumer 
goods, assuming the fifty-fifty ratio 
of business versus consumer is 
reasonable. 

In addition to showing that per- 
haps industrial advertisers can well 
afford to invest 
dollars in view of the size of the 
market, these figures also indicate 


more advertising 
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that industrial advertisers, in terms 
of their advertising investment, are 
tapping a market potential far 
greater than that of consumer ad- 


vertisers. 


Business paper vs. magazine . . 
While business 
creased 831.5% 

have 


papers have in- 
since 1935, general 
magazines 568.8%. 
The spread between business publi- 


gone up 


cations and general magazines has 
widened since 1950, and the trend 
would indicate that while general 
magazines have made heavy gains, 
down the 


they have not slowed 


gains made by business publica- 
tions. 

The growing use of business pa- 
pers by advertisers offers evidence 
of the greater understanding and 
acceptance business papers have 
gained as an efficient and effective 
business sales coordinator when it 
comes to marketing business and 


industrial products. 


Sales: Answer to problems . . 


Business today continues to be 


confronted with many complex 


problems—higher cost of materials, 
higher wages, problems of main- 
taining enlarged productive output, 
higher break-even higher 
sales costs, and many other similar 


levels, 


problems. Most of these problems, 
if not all, can be solved with in- 
creased sales, and certainly no pro- 
sales can be 


gram for increased 


achieved without an aggressive 
sales objective 

through their 
acceptance, through 
they 


dramatically maintained reasonable 


Business papers, 


growth, their 


the way in which have 


price levels, through the way in 
which they have continued to main- 
tain and improve the quality of the 
product provided to their readers 
as well as their advertisers, offer a 
unique sales tool for the progressive 
advertiser who desires to employ an 
efficient and effective sales additive. 
Business papers are truly the ad- 
vertiser’s sales additive when it 
comes to lowering unit sales costs, 
maintaining, protecting, strengthen- 
ing and stimulating sales pressure. 

The problems of competition and 
profit margins can and have been 
solved through the maintenance and 
Sales 


profit 


expansion of sales volume. 


are the key to _ protecting 


margins and today’s progressive 
company is aware of the need for 
greater emphasis on achieving sales 
objectives and sales goals. Business 
publications offer advertisers a sales 
tool which, properly coordinated 
with sales objectives, helps protect 
market position and simultaneously 
lowers unit cost of sales. 

Tables and charts in this article 
contain evidence of the increasing 
importance of the business paper 
field and the important role that 
business publications have played 
and are playing in marketing busi- 
ness and industrial products. Busi- 
ness publications are a big field- 
a growth industry. 


Growing with industry .. The 
past 15 or 20 years has been a 
period of great growth for the U. 
S. The number of establishments in 
operation has 27.1% 
since 1940. Manufacturing concerns 
popu- 


increased 


alone have increased 37.6%, 
lation has gone up 27.7%, employ- 
ment (non-agricultural) is up 
52.6%, the number of officials, man- 
agers and professional people is up 
over 69.8%. Add to this increased 
production capacity of some 165.0%, 
and an increase in the gross na- 
tional product of 297.3%, in national 
income of 331.4%, and you begin to 
get a picture of the expansion that 
has taken place in our nation’s 
economy. 

A check through Thomas’ Regis- 
ter of American Manufacturers for 
1940 and 1955 reveals the number 
of companies competing for busi- 
ness in 1940 as compared with to- 
day. For example, among gasoline- 
powered lawnmowers, in 1940, 22 
companies; today, 38. Centrifugal 
pumps, in 1940, 130 companies; to- 
day, 262. Explosive-proof motors, 
18 companies in 1940; today, 34 
companies. And so it goes, in prod- 
uct listing after product listing. 
This, of course, does not take into 
account the competition arising out 
of substitutes or the intensive com- 
petition for the buyer’s dollars. 


Looking ahead to 1965. . Busi- 
ness papers have an important and 
vital role to play in the economy 
country. Our population 


growth has been spectacular. Look- 


of our 


ing to the future, there is even 


greater growth anticipated and 





population growth holds the key to 
the continued expansion and health 
of our economy, that is, if our 
standard of living is held and im- 
proved. The population 
expected for our country over the 
next decade will continue to pro- 
vide the opportunities for a sound, 
healthy and useful business paper 


increased 


industry. As a result, business pa- 
pers will continue to grow and im- 
prove in their dispensation of 
“know-how” information, technical 
developments, interchange of news, 
and in general occupy a vital role. 

It has been said that a country’s 
growth and general welfare can be 
measured by the health and growth 


of its business publications. The 
United States has by far the best 
and largest group of business pub- 
lications of any country in the 
world, and likewise, its economy is 
by far the largest and best of any 
economy in the world. Who is to 
deny the cause and effect of this 


parallel? 7 











ORIGINS OF U.S. EXPORTS TO CANADA 








47 of 48 . . Map shows distribution of U. S. exports to Canada. Illinois is tops in Ca- 
nadian exports, California second, Pennsylvania third. Only South Dakota out of all 


the states, doesn’t sell to Canada. 


$3.4 billion a year 


Where does Canada do 
its buying in VU. S.? 


Study shows nearly all states share rich Canadian market 


= Canada buys more from Brook- 
lyn than it does from Argentina; 
more from Louisville than from 
New Zealand; more from Detroit 
than from Brazil. 

Those facts were unearthed by 
the first study to show a geographi- 
cal breakdown of U. S. exports to 
Canada. The study was conducted 
by the Batelle Memorial Institute, 
Columbus, O. Its findings have been 
put into a booklet by the U. S. 
Chamber of Commerce. 

The booklet says that last year 
Canada bought $3.4 billion worth of 


U. §&. makes our 
northern 


tomer, accounting for 22% of all U. 


goods, which 
neighbor our best cus- 


S. exports. 

The Batelle researchers ques- 
tioned more than 10,000 U. S. com- 
panies about their 1954 exports to 
Canada. About 4,150 replied, and of 
these, 2,100 said they exported to 
Canada. 

Here are some of the findings: 
> Forty-seven of the 48 states sold 
to Canada. Only South Dakota 
didn’t. 
> The Great Lakes states dominate 


the Canadian market, accounting 
for 51.5% of all U. S. exports to 
Canada. 

> Illinois, a near neighbor of Can- 
ada, led all states with $111,900,000 
worth of Canadian export business, 
but distant California was in second 
place with $105,000,000 in Canadian 
exports. 

> Smaller U. S. 
correspondingly larger share of the 
Canadian market than big business. 


companies have a 


This conclusion is based on the fact 
that 356 of the largest companies 
surveyed had only 18% of the Ca- 
nadian export market, while the 
same companies had more than 40% 
of the domestic market. 

> Machinery and vehicles account 
for almost 40% of the total exports 
to Canada; non-metallic minerals, 
chiefly petroleum products, are sec- 
ond in importance, and metals and 
manufactures represent about 10% 
of the total. 

The booklet covering the study is 
available without charge from In- 
ternational Relations Dept., Cham- 
ber of Commerce of the United 


States, Washington 6, D. C. ” 





COMMODITY CLASSIFICATION OF U.S. EXPORTS TO CANADA 











Product breakdown . . Chart shows what 
proportion of Canada’s $3.4 billion an- 
nual purchases in U. S. is spent on var- 
ious products. Machinery, vehicles lead 
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Two-way talks. . 


Listening to question 


How to reveal what 
your company’s doing 


Pitney-Bowes lets jobholders, stockholders talk as well as listen 


= A two-way company communi- chance to speak their minds and 
cations policy operates all year get facts (see photos). A week 
‘round for Pitney-Bowes, Stamford, after distribution of the annual re- 
Conn., postage meter manufacturer. port, this year’s tenth annual job- 
But peak time is when manage- holder meetings were held six 
ment talks with stockholders and two-hour sessions in two days, with 
jobholders at annual meetings. 250 employes at each meeting. Sim- 
Then it is that employes and ilar meetings followed for stock- 
shareholders alike get a_ special holders and for field personnel. # 


36th annual stockholder meeting had 
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Jobholders got detailed facts on 


year’s operations and future plans 


a a j oe 


All Stamford employes, divided into six groups, attended PB jobholder meetings 


Written and spoken, al! questions from In pre-meeting talks, stockholders 
jobholders got reply from management oped queries for PB officers 
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Reporting panel of officers gives to 





Wheeler repeats it . . gives the answer. 


Factory men and women totaled 48% of Stam- Teen-age to 70-years-plus, stockhold 
ford jobholders; others, 52% ers present were 35 women 


76% of common stock represented. 


For stockholders, aside from _ routine 
business, content of meeting was same. 


Jobholder questions ranged from pay 


rates to the future of the company 


Stockholder queries touched 
taxes, development, PB’s growth 


as 


stockholders same film employes saw. Jobholders received a full financial accounting. 
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Oola fa! 


Alley Oop’s girl friend Oola demonstrates Dino 


Hoe goes prehistoric 


Comic strip character Alley Oop and his 


dinosaur-driven printing press have landed 


right in the middle of an industrial ad 


sour Press at first showing of unique promotion piece 


= Most companies put pictures of 
their latest equipment in their ads. 
Not so R. Hoe & Co., New York, 
which has dug into the dim past to 
illustrate its current printing press 
campaign. 

A mechanical monstrosity which 
prints the “Dinosaur Press” graces 
this series of ads, running in Amer- 
ican Pressman, Editor & Publisher, 
Printing Equipment Engineer and 





Quick, simpte underside lock up 











Oop . . First ad in series has Oop ham- 
mering plate onto primitive press, and 
driving home Hoe sales point 
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four regional monthlies serving the 
newspaper publishing field. 

The “Dinosaur Press” is a brain 
child of V. T. Hamlin, NEA car- 
toonist who draws the Alley Oop 
Alley, a tough but 
lovable stone age character, is pub- 
lisher of the “Dinosaur Press.” 


comic strip. 


Alley and his unique press got 
into the Hoe campaign for a very 
good reason. “Both Hoe manage- 
Basford had 


acutely aware of a growing simi- 


ment and become 
larity in all advertising of newspa- 
per presses,” says Fred Adams, 
president of G. M. Basford Co., 
Hoe’s agency. “Ads of competitors 
were getting to look more and more 
like Hoe’s ads, and were even read- 
ing like them.” 

Result: the agency decided that 
a new advertising theme, complete- 
ly offbeat and_ distinctive, was 
needed. 


Four requirements .. To carry 
through its decision the agency set 
down four requirements for the 


new advertising campaign. It must: 


1. Be a 
so completely 
advertising in the field 


real attention-getter. And 
different from all 
previous 


that after one exposure it would 


campaign. Here’s offbeat advertising 


with a vengeance . . and a reason. 


immediately identify Hoe ads. 

2. Provide a basis for factual, tech- 
nical copy dealing with the superi- 
of Hoe other 
printing equipment. 


ority presses and 


3. Be merchandisable to the hilt— 
in every available and conceivable 


way. 


4. Present Hoe as the major pro- 














Straight stuff . . Ad copy doesn’t refer 
to Oop illustrations, plays it straight 
with commentary on product features 











gressive factor in the newspaper 
press field today. 


Using these four ‘“command- 
ments,” a team of Hoe top execu- 
tives, including president Joseph L. 
Auer, financial vice-president Mar- 
shall B. Nunlist, vice-president for 
press sales Walter C. Cooper, man- 
ager of press sales administration 
Robert K. Haskell and advertising 
manager George Devyr, joined five 
Basford men to brainstorm ideas 
for the new campaign. 

The discussions went from sche- 
matic drawings to cartoons, at which 
point someone hit on the idea of 
an imaginary rotary press used by 
a prehistoric man—a press that 
would incorporate in rough form 
every major feature of a modern 
newspaper press. 

The brainstorming team decided, 
“This is it,’ and went ahead with 
plans for the campaign. Even if 
cartoonist Hamlin and Alley Oop 
had not been available, the cam- 
paign would have been based on the 
prehistoric theme, with newly cre- 
ated characters. 

But Mr. Hamlin was available- 
and enthusiastic about the idea. He 
did the finished art on the prehis- 
toric press from sketches made by 
the agency and by company engi- 
neers. 


Oola, too . . The ad campaign is 
only the beginning. In addition, the 
Oop theme will be used in direct 
mail to press rooms, publishers and 
editors. 

Biggest “prop” in the campaign 
is a full-scale model of Alley’s 
press, which will be used as an off- 
beat gimmick to lure traffic and 
build interest in Hoe’s exhibits at 
trade shows and conventions. 

Oola, Alley’s prehistoric — girl 
friend (who has decidedly modern 
curves), comes to life in the form 
of a comely model to preside over 
the “Dinosaur Press” at these 
shows. 

Theoretically, the trade show 
version of the “Dinosaur Press” 
should work. But, according to ad 
manager Devyr, no attempt was 
made to build an actual working 
model “because we knew we 
couldn’t find the right size dinosaur 
—a 90-foot-long brachiosaurus—to 
power it.” 
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AVGQ DEPENSE AND INDUSTRIAL PRODUCTS 


Hy 
Ly 
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Prestige piece . . Striking cover of ‘‘The Quest’ sets theme, 


research and development for 


‘The Quest’ 


better defense 


Twice-a-year external 
builds Avco prestige 


= Two years ago Avco Mfg. Corp., 
New York, decided its combined 
publication no 
longer could do both jobs well. 


internal-external 


“So we inaugurated a newspaper 
for employes and decided upon a 
fancy magazine for external con- 
sumption,” says Avco public rela- 
tions man Alred E. Lepow. 

“Fancy” is a good word to de- 
scribe the new external. The latest 
issue, called “The Quest,” is 64 
pages of impressive full-color art- 
work and photographs and im- 
pressive articles. 

Research is the theme of “The 
Quest.” Specifically, it deals with 
the joint efforts of industry and the 
armed forces to seek out better 
weapons and defense methods. 

The piece has articles by such 
men as assistant navy 


secretary 


James H. Smith, Jr.; army research 
and development chief, Lt. Gen. 
James M. Gavin, and air research 
and development commander, Lt. 
Gen. Thomas S. Power. These men 
write of the armed forces’ latest 
weapons and methods. 

“The Quest” was the second issue 
of the new semi-annual external. 
The first dealt with executive air- 
craft. The idea is that each issue 
will have its own theme, tied in 
with Avco’s products—aircraft en- 
gines, communications equipment, 
radio and TV sets and major home 
appliances. 

“The Quest” was distributed to 
some 30,000 defense and industry 
leaders. Responses indicate that it 
was “very successful” in achieving 
its aim of higher company prestige, 
Aveo says. a 
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Jy 1919, when Lawrence Ottinger opened a small 
store in downtown New York, the dominant theme of 
his young, grandiosely named United States Plywood 
Co. was selling. In 1956, when the United States Ply- 
wood Corp. has achieved a sales volume of $202,832,413 
for the fiscal year ending April 30, the dominant theme 
of the organizing remains selling. 

For the first 13 years of its existence, the company 
did not own a single factory, plant, mill or forest. Its 
small sales staff, in the worcs of today’s president, S. 
W. Antoville, one of its early members, consisted solely 
of “merchants who had to go out and beat the bushes 
and develop new uses for plywood.” 

But the efforts of this energetic staff soon resulted 
in a demand that was fast outrunning the company’s 
limited supply of World War I surplus aircraft ply- 
wood, and the growing organization had to go to the 
manufacturers with specifications based on new appli- 
cations for the product that sales enthusiasm had dis- 
covered, or in some cases, created. 

Even the basic glue, so important to the manufac- 
turer of good-quality plywood products, was sold by 
United States Plywood Co. sold to the very manu- 
facturers who were making increased quantities of 
plywood based on the new company’s orders and spe- 
cifications. 

So basic was the lesson learned from Mr. Ottinger’s 
selling policies that the far-flung enterprise over which 
“Tony” Antoville today presides manufactures only 
about 50% of the products that it sells. “First Came 
Sales” is the theme upon which United States Plywood 
Corp. has been built. 

In the early days of the new venture, the men be- 
hind the operation arrived at a number of policy de- 
cisions which led directly to encouraging successes. 
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One of these was the determination to strive con- 
tinuously for improvement in plywood quality, with 
particular emphasis upon the efficacy of the adhesives 
used in its fabrication. 

In addition, by the issuance of catalogs and price lists 

something brand new in the field at that time — they 
made plywood more readily available throughout the 
entire United States, filling all orders from their lone 
warehouse in New York. As demand throughout the 
country began to grow, other warehouses were opened 
elsewhere. The very existence of these new points of 
distribution had the effect of stimulating sales in the 
area in which they were located, a cause-and-effect 
relationship which has proved consistent throughout U. 
S. Plywood’s history. 

A respectable volume of sales had been achieved by 
1932, but the company still was solely a distribution 
operation, dependent entirely upon others for its sup- 
ply of manufactured product. Since such suppliers were 
completely independent of U. S. Plywood, it became 
clear that, with continually increasing volume of sales, 
its own customers could never be quite certain of hav- 
ing their orders promptly filled. A need was felt, too, 
for closer quality control and for product diversifica- 
tion. Accordingly, the organization for the first time 
moved into manufacturing, with the acquisition of an 
interest in a large fir plywood plant in Seattle. 

Thus, U. S. Plywood had achieved the ability to ex- 
ercise control over every step in the production of the 
material it distributed. 

The Seattle mill was taken over completely in 1937, 
and three years later two other plants were acquired, 
at Orangeburg, S. C., and at Algoma, Wis. 

The locations of these plants proved an important 
factor in their operation, since each was close to an 
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extensive supply of timber. From that day on, adequate 
raw material has never been a problem to U. S. Ply- 
wood; today the company owns 4.6 billion feet of lum- 
ber. 

The acquisition of these plants, plus others which 
have since become part of the ever-expanding com- 
pany, in no way changed U. S. Plywood’s fundamental 
outlook. It began as a selling company, and remains 
so to this day. Reversing the more common procedures 
of most American industrial operations, it historically 
has functioned on a policy of manufacturing following 
sales. 

U. S. Plywood, even today, produces as a matter of 
policy, less than it can sell, and makes extensive pur- 
chases from independent manufacturers to fill the or- 
ders its sales staff brings in. 

Essentially the company’s basic operation is one of 
lamination. “We will put together,” says vice-president 
for public relations James J. Dunne, “any combination 
of materials that will meet a customer’s needs.” In this 
connection the company has recently set up a sales 
engineering unit, in which technically trained repre- 
sentatives, working out of U. S. Plywood’s divisional 
headquarters throughout the country, consult with 
design and production engineers on the creation and 
development of products. Many combinations of lami- 
nated materials have resulted — wood and wood, wood 
and metal, wood and plastic, plastic and metal, wood 
and paper, etc. 

To aid in the broadening of this unique service the 
company is currently constructing at Brewster, N. Y., 
a research and development center which is expected 
soon to be in operation. The modern structure will 
house the all-important work of new product develop- 
ment in one completely equipped technical center. 


The use of varied materials in laminated combina- 
tions has grown to such an extent that today, while fir 
plywood for construction and industry still represents 
the company’s single largest product, it accounts for 
only about 40% of total sales. Only 15% to 20% of this 
40% is manufactured by mills or factories owned by 
United States Plywood Corp. 

This constant progress of U. S. Plywood to a never- 
ending trend toward diversification has marked the 
company’s growth. Fir plywood sales accounted for 
56.97% of total sales in 1941; but 15 years later they 
represented only 41%. Hardwood plywood and other 
product sales, which accounted for only 43.03% of sales 
in 1941, had jumped to a 59% share in 1956. 

The company makes or sells innumerable products, 
from its famous Douglas Fir Weldwood through lum- 
ber, chalkboard, moldings and doors to a_ half-dozen 
different kinds of adhesives, pre-sealers and finishes. 
United States Plywood Corporation is also the exclu- 
sive distribution agent for decorative Micarta, the 
laminated plastic which is manufactured by Westing- 
house. 

Among the more spectacular jobs the company has 
turned out, after engineering consultation and develop- 
ment to meet a customer’s specific need, is a series of 
laminated panels and bulkheads supplied to the Budd 
Co., Philadelphia, for installation in railroad cars con- 
structed for the Canadian Pacific Railroad. This work 
brought United States Plywood Corp. a contract run- 
ning well up into six figures. 

Industrial projects of this kind represent a large and 
important segment of U. S. Plywood’s annual sales 
volume. It is a typical industrial marketing operation, 
in that the company’s products are sold to other manu- 
facturers, who in turn employ the various laminates as 
an integral part of their own final output. 

General Motors Research Center tested a series of 
specially designed honeycomb panels under normal 
operating conditions before entering an order similar 
in size to that placed by the Budd Co. And, there are 
six and one-half miles of specially designed, specially 
constructed U. S. Plywood partitions in the new ad- 
ministrative headquarters of the Ford Motor Co. in 
Dearborn, Mich. 

The manufacturing branch of the company’s vast 
activity consists of 27 plants located in such widely 
scattered places as California, Belgian Congo, South 
Carolina, Kentucky, Ontario, Wisconsin, Washington, 
Oregon and New Hampshire. 

With full consideration given both to the types of 
wood and other materials near each plant, and to the 
marketing needs of the area in which it is located, each 
individual factory concentrates on turning out a limited 
number of special products. However, its production is 
not restricted to one particular kind of plywood; it is 
completely equipped and its personnel trained to make 
various products in the company’s line, and it is often 
called upon to do so. 

This built-in flexibility of operation speeds up de- 
liveries, brings in its wake production and transporta- 
tion economies and enables U. S. Plywood to give max- 
imum service to its customers. 

From 1919, when the fledgling organization, devoted 
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Colorful promotion . 


exclusively to sales, dubbed itself “distributors of ply- 
wood and glue,” to the present day has been a story 
of continuous expansion and growth. In 1956, “the 
world’s largest plywood organization” owns not only 
its own factories, mills, forests and warehouses, but its 
own locomotives, repair shops, roundhouses and flat 
cars as well. It operates an extensive fleet of large, 
specially built trucks that run over private company 
highways, the only roads leading to some of U. S. Ply- 
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. These pieces are typical of the colorful promotion pieces produced by U. S. Plywood 


wood’s most remote lumber camps. 

None of this tremendous, spectacular development 
could have occurred of course without the stimulus 
of rapidly increasing sales volume over the years. And 
well directed marketing, advertising and sales promo- 
tion policies and programs have proved the base on 
which the mounting volume of sales has been con- 
structed. At United States Plywood Corp., “First Came 


Sales.” 


The Marketing Organization 


Is AN ORGANIZATION so fundamentally keyed to 
the sales function, it is logical to expect that the sales- 
man would be the solid foundation on whom the mar- 
keting operation is based. 

Through a chain of command that extends to three 
regional vice-presidents, seven divisional managers and 
74 branch managers, the salesmen operate under the 
direction of William H. Hunt, vice-president in charge 
of sales, who supervises the company’s entire sales- 
sales promotion-advertising operation, and who also is 
active as a member of U. S. Plywood’s executive com- 
mittee. 
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Another member of the executive committee inti- 
mately concerned with the company’s marketing opera- 
tions is vice-president Monroe W. Pollack, who super- 
vises and directs the activities of a staff of product 
managers. Working out of the New York headquarters, 
these men serve essentially as sales managers for the 
individual group of products that each represents. Un- 
der Mr. Pollack’s guidance, they discuss with the 
branch managers such basic subjects as potential mar- 
kets, pricing policies and sales techniques, and often 
a product manager will accompany a company sales- 
man as he swings through his assigned territory. In 
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this manner, Mr. Pollack — and through him, the ex- 
ecutive committee — is kept in the closest possible 
contact with the lumber dealers who are one of U. S. 
Plywood’s most important outlets, and remains con- 
stantly aware of the reactions and requirements of the 
nation’s architects, builders and contractors. 

The development of this business, with its emphasis 
on the sales function, has required constant attention 
to and re-evaluation of U. S. Plywood’s basic market- 
ing policies. Alertness to changes in the American 
market has resulted in the jump from a $26,000 net 
profit 36 years ago, to a profit of $11,276,606 for fiscal 
1955-56. 

The formula today calls for carrying complete inven- 
tories of all types of plywood and related products in 
the company’s chain of United States and Canadian 
warehouses, for granting a large measure of autonomy 
to the manager of each of the 74 branch operations and 
23 sub-warehouses, for continuous market analysis to 
determine locations for additional warehouses, and for 
an aggressive advertising and sales promotion program 
aimed both at creating consumer demand and at ob- 
taining maximum support among the nation’s architects 
and builders and the 30,000 lumber dealers who repre- 
sent an important cog in the distribution plan. 

Over 2,600,000 square feet of floor space constitute 
Plywood’s total distribution area. During the fiscal year 
just ended, 12 new branch locations were established 
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and expansion operations were undertaken in 16 exist- 
ing warehouses. 

The basic distribution concept of “mills close to 
forest and factories near raw materials” has been 
adopted to meet the needs of the marketing operation 
Since the company considers markets as the raw ma- 
terials for sales, it has located its warehouse stocks 
and its merchandising activities close to the chief con- 
suming markets. 

Each distributing unit is a fully-equipped, self- 
functioning branch, having its own showroom, its own 
sales staff, its own warehousing facilities and its own 
office staff. Each also serves to provide reserve stocks 
which it can quickly move to a neighboring branch 
should an emergency call arise. There are 97 such 
distribution units operated by the company in the 
United States and Canada. 

Even the street-level floor of the company’s head- 
quarters in midtown New York serves as a showroom 
and sales office, where visitors do-it-yourself con- 
sumers, industrial buyers, lumber dealers, builders 
and architects form a continuous line of interested 
customers and prospects. Paneled in Weldwood of 
varying patterns, the showroom is fitted with conven- 
iently and easily displayed samples of U. S. Plywood’s 
complete line of products. 

But the selling job doesn’t stop on the street-level 
floor. Each executive office, every general working area 
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Consumer advertising . . U. S. Plywood uses an 
extensive program of space in consumer maga 
zines, with most of the ads running in full color 


because of the added appeal it gives paneling 


throughout the entire eight-story New York building 
is a working example of how U. S. Plywood paneling 
products can be used to achieve a variety of decorator 
effects in a practical manner. 

Working out of the company’s 97 branch offices, each 


of which maintains a showroom similar to that operated 
in the home office, are U. S. Plywood’s 400 salesmen. 

Included in this selling army are some 45 to 50 archi- 
tectural service representatives and a staff of builders’ 
service representatives who follow government and 
private reports of planned construction activity in their 
areas, and whose major efforts are bent in the direction 
of convincing designers, architects, contractors and 
builders that U. S. Plywood products should be included 
in their specifications. No direct sales, however, are 
made to contractors or builders; U. S. Plywood sells 
only to dealers and to manufacturers. 

With sales historically taking precedence over manu- 
facturing throughout the company’s years of doing 
business, it is characteristic of U. S. Plywood’s oper- 
ations not merely to supply existing demand, or even 
to attempt to sell only what is produced, but rather to 
create sales and then to fill the order either through 
its own manufacturing facilities or through purchase 
from other fabricators. 

This places directly on the sales division, from Mr. 
Hunt to the salesman in the field, the responsibility for 
stimulating dealers to push the company’s products, for 
uncovering new uses for plywood and other laminates, 
for encouraging the use of the company’s products as 
substitutes for more traditional materials and for un- 
earthing projects involving problems which might be 
solved through the development by U. S. Plywood’s re- 
search organization of entirely new laminated combina- 
tions. 

“First Came Sales” is thus not only a slogan based 
on the history of the company, but an accurate descrip- 
tion as well of the day-to-day operations of U. S. Ply- 
wood’s marketing policy. 


Building the Advertising Budget 


T He $2,000,000 annual combined advertising-sales 
promotion budget at United States Plywood Corp. is 
built up from a study of the sales plan for the fiscal 
year in which it is to be invested. 

The process begins with reports submitted to the 
company’s director of advertising and sales promotion, 
Richard S. Lowell, in which the organization’s product 
managers set forth their plans for the coming period 
and give some indication of what kind of promotional 
support they consider desirable to achieve the sales re- 
sults they anticipate. Working with this information, 
balancing it with his knowledge and understanding of 
over-all company policy and consulting the proposals 
which are submitted independently by U. S. Plywood’s 
two agencies, Kenyon & Eckhardt and E. T. Howard 
Co., Dick Lowell emerges with a total budget, broken 
down into several major categories. 

Each year the agencies are invited to submit their 
own ideas of how U. S. Plywood’s advertising and sales 
promotion program should be carried out. Says Dick 
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Lowell: “Our agencies must always feel that they are 
responsible for the intelligent investing of our money.” 

Some months before the beginning of the new fiscal 
year on May 1, the proposed budget is taken before the 
executive committee, which, in addition to Mr. Anto- 
ville and Mr. Hunt, consists of John P. Schlick, treas- 
urer; C. P. Setter, executive vice-president, and Mr. 
Pollack. Here the figures are studied, discussed in the 
light of management level considerations and aims, and 
a final set of figures is approved. 

Typical of the general allocation of the company’s 
promotional expenditures is this approximate break- 
down of last year’s budget: consumer magazine adver- 
tising, 40%; business paper advertising, 20%; printed 
matter, 15%; sales promotion activities, including dealer 
cooperative materials, displays and exhibits, 15%; and 
miscellaneous charges, such as purchase of mailing lists, 
photography, etc., 10%. 

When working on budget problems, Mr. Lowell con- 
siders his task in the light of a consultative function, 








rather than as purely a staff operation. In essence, he 
acts as a merchandising executive, screening the re- 
quests and the arguments of the product managers 
before asking the executive committee for its consider- 
ation. Nor is this process necessarily limited to the 
annual period immediately preceding the submitting of 
the budget. On occasion the development of a new 
product, the awareness of a new market potential or 


some similar unexpected factor will cause a product 
manager to propose an addition to or a revised alloca- 
tion of the funds previously decided upon for his group 
of items. 

A proposal of this type is discussed with Dick Lowell 
and a mutually satisfactory solution is arrived at. The 
revised program is then presented to Mr. Hunt for final 
approval. 


The Sales Promotion Operation 


Kyacu YEAR, under the direction of sales promotion 
manager Richard J. Brown, United States Plywood 
Corp. stages three major sales promotion campaigns. 
If promotion of a product or product group is involved, 
the drives are directly tied in and dovetailed with the 
company’s consumer and business paper advertising; 
but as often they are dedicated to a project designed 
to show the dealer how he can make more money by 
pushing the entire U. S. Plywood line. 

Such a campaign was the one staged during this 
spring, when an 18-minute color film, “Profits Pre- 
ferred,” served as one of the key tools. Supervised by 
K&E, and made by Transfilm, the motion picture was 
devoted to the story of a lumber dealer known 
throughout the trade, and showed the methods he used 
to meet changing conditions in the building field. 

The film was seen by some 5,000 to 6,000 dealers 
throughout the country in a two-month period, as the 
focal point of a series of carefully planned meetings 
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that presented an entirely new merchandising and dis- 
play concept to them. Here again U. S. Plywood en- 
listed the services of its nation-wide sales force to set 
up the meetings in every one of the 97 branch head- 
quarters cities across the nation. Emphasizing the 
growing interest of women in decorative paneling 
available through lumber dealers, the film demon- 
strated to the dealers how they might increase profits 
in this area by learning to discuss problems of interior 
decoration, styling and beauty of wood. 

Added impact was given to the message by the de- 
vice of “starring” Fred S. Kellogg, well-known 
throughout the field as an officer of C. Kellogg & Sons, 
Utica, N. Y., lumber dealer, and Art Hood, editor of 
American Lumberman. 

To give direction to his three big promotions each 
year, Dick Brown has placed a divisional sales promo- 
tion manager at the headquarters of each of the com- 
pany’s geographical divisions. These are the men who 
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conducted the 97 meetings built around the film. While 
responsible to him administratively, they have a joint 
responsibility to the divisional manager in whose di- 
vision they are assigned, handling many of the details 
connected with local sales promotion activities that are 
carried on by the individual branches falling under the 
divisions. U. S. Plywood’s policy of locally autonomous 
operations extends to its sales promotion activities as 
it does to other areas. Local branches, reacting to a 
need of which they alone may be aware, on occasion 
will sponsor their own dealer meetings, using their own 
judgment as to how they may vary national head- 
quarters’ suggested format. 

Prior to the opening of each major push, Mr. Brown 
calls his divisional sales promotion men to New York, 
where a three-day meeting is held. Elements of the 
campaign are discussed, material to be used is analy- 
zed, and the meetings which salesmen are expected to 
stage at their customers’ shops are actually demon- 
strated by Dick Brown for the benefit of his divisional 
men. 

Upon returning to their own areas, the divisional 
sales promotional managers hold parallel demonstration 
meetings with the sales staffs of the branches within 
their jurisdiction, so that the salesmen are fully pre- 
pared to carry out the responsibilities assigned to them 

At the New York meetings, preliminary plans for the 
next scheduled promotion are also discussed, and when 
the sales promotion men return to their own areas they 
encourage comments and criticism from the men who 
are actually out in the field 

U. S. Plywood’s sales promotion manager feels that 
ideas should not be transmitted on a one-way street 
from a man behind the desk. He spends at least 40° of 
his time on the road, visiting divisions and branches 
often calling on dealers with the salesmen. This pro- 
vides him with an opportunity to learn something of 
the dealers’ problems at first hand and to be aware of 
their needs when working out his sales promotion 
ideas and techniques. 

An important aspect of his method of insuring the 
fullest possible support for his programs on all levels of 
operation is the issuing of periodic sales promotion 
bulletins and portfolios. These are complete packages 
containing samples of all materials available to sales- 
men and to dealers, along with detailed suggestions 
and instructions regarding their use. A unique sales 
incentive plan encompasses the awarding of points to 
salesmen who are successful in getting their dealers to 
set up U. S. Plywood display materials in their shops 
or to participate in the planned program in various 
ways. Point totals lead to valuable merchandise prizes 
for the salesmen. 

To insure complete follow-up on the local level, pro- 
motional packages for U. S. Plywood’s salesmen are 
usually passed out and explained personally by the 
sales promotion manager of each division. Attached to 
these portfolios is an explanatory sales promotion 
letter from Dick Brown for each salesman 

Last fall, for example, U. S. Plywood staged a selling 
program built around a three-minute demonstration 
for its product, Plankweld. This is described by the 
company as a “prefinished Weldwood Plywood panel- 


66 /in justrial Marketing 


Top men 


aft U.S. 


Plywood 


S. W. Antoville 


President 


ing whose grooved edges fit into each other and permit 
easy installation without face nailing.” 

Objectives of the drive were to get dealers all over 
the country to set up displays of this material and to 
arrange for an after-hours meeting during which Ply- 
wood’s salesmen would instruct the dealer’s staff in the 
techniques of actually demonstrating on the shop floor 
to the do-it-yourself customer just how quickly and 
easily any room might be repaneled with this product. 

In line with Dick Brown’s policy, this display was 
first staged by himself before his group of divisional 
sales promotion men at a New York meeting some 
months prior to the launching of the campaign. In 
turn, they put on the demonstration before the sales 
staffs of the individual branches making up their 
respective divisions 

Then the salesmen received their portfolios and were 
on their own. Extra copies of the portfolio were sup- 
plied to the branch managers, so that a complete 
presentation could be left in the hands of each dealer 
who agreed to sponsor the program in his store. 

The portfolio contained actual samples or descrip- 
tions of all promotional material available to each deal- 
er who bought the idea, and it included copies of all the 
elements going into the three-minute demonstration 
itself 

Promotional material in the portfolio designed to help 
the dealer sell the product to his customer included a 
full color reprint of an ad running in American Home, 
Better Homes & Gardens, House Beautiful, House & 
Garden and Sunset; a reprint of a business paper ad- 
vertisement promoting the three-minute demonstration 
as a method of getting “more of the high markup pan- 
eling business:” copy for seven suggested radio spot 
announcements of varying lengths; an instruction folder 
available for dealer distribution to customers purchas- 
ing Plankweld; an offer of three different 50-second tv 
spots, available without charge to dealers; and a folder 
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offering five newspaper advertising mats of varying 
sizes. 

The portfolio also contained a large promotional book 
emphasizing the advantages of the product to both con- 
sumer and dealer; a recap of the advertising support 
being given to the campaign; several copies of a simple 
instructional booklet to help the dealer’s staff sell 
through the use of the three-minute demonstration; 
and a booklet that posed and answered questions most 
likely to be asked by do-it-yourself customers. 

Thus, the single portfolio served at the same time as 
an instrument for the U. S. Plywood salesman, both in 
the presentation of his demonstration to the dealer and 
in showing the dealer how the company was supporting 
the drive, and as a detailed book of instructions for the 
dealer who wished to benefit by setting up the three- 
minute demonstration plan in his shop. 
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Director of Advertising & 
Sales Promotion 


Incentive points of differing amounts were awarded 
to salesmen for each dealer before whose personnel the 
demonstration was staged, for each dollar of sales to 
dealers during the two months that the campaign ex- 
tended, for each display and set of plans sold to a deal- 
er and for other efforts of this kind. Typical of United 
States Plywood’s operations was a sentence in the 
covering letter to salesmen. In connection with the sale 
of display units to dealers, it read, “Your manager can 
establish the dealer price The wide degree of 
autonomy traditionally granted by the home office to 
its local managers is thus carried out in this aspect of 
sales promotion activities. 

An exception to this may be found in the case of 
nationally advertised proprietary products, which in 
most cases carry a uniform price throughout the coun- 
try 


The Advertising Operation 


Tue FUNDAMENTAL POLICY of fully covering 
every important trading area in both the United States 
and Canada makes it possible for U. S. Plywood Corp. 
to engage in a full-fledged national advertising program. 
A consumer magazine schedule, backed by heavy busi- 


ness paper advertising aimed at the dealers to whom it 
sells, enables the company to control the distribution 
of forest products to both retail and industrial users. 

Like sales promotion manager Brown, advertising 
manager John Thompson reports directly to Dick 
Lowell, who holds over-all responsibility for coordi- 
nating the joint advertising-sales promotion program. 
Until about two years ago, these two departments 


functioned independently, but a study of the company’s 
future at that time resulted in a decision to dovetail 
the two sets of activities under one executive. 

U. S. Plywood employs the services of two advertis- 
ing agencies, Kenyon & Eckhardt, New York, for publi- 
cation advertising of the company’s widespread line of 
paneling and laminates, and E. T. Howard Co., also 
New York, for such specialties as Weldwood glues, 
Firzite, Satinlac, Flexwood, Kalistron and Wood-trim. 
The specialty items are handled in this separate and 
distinct operation, since they are products that normal- 
ly do not fit in with U. S. Plywood’s standard market- 
ing operation, many of them being sold as packaged 
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over-the-counter items to the nation’s thousands of 
paint and hardware dealers through hardware jobbers 
who are served by manufacturers’ agents. 

Agency-handled consumer and business paper ad- 
vertising represent a combined total of about 60% of 
U. S. Plywood’s annual budget, but the 40% remainder 
— or about $800,000 annually — is created and pro- 
duced directly by the company’s advertising depart- 
ment. 

John Thompson, assisted by a production manager, 
two copywriters, an exhibit and display manager, a 
company publication editor and a group of clerical and 
mailing assistants, thus turns out a vast volume of di- 
rect mail, printed folders, leaflets and brochures for 
use by the company’s outlets, a series of catalogs for 
each of U. S. Plywood’s products, the corporation’s 
annual report to its stockholders, a monthly publication 
circulating among U. S. Plywood’s 8,000 employes on 
all levels of operation in all parts of the U. S. and Can- 
ada, and a bi-monthly news and promotional sheet 
distributed throughout the building industry. 

Some 50 exhibits and shows include a U. S. Plywood 
booth every year, a schedule that keeps display man- 
ager Walter Kent busy at all times. Added to his nor- 
mal duties are the problems involved in creating and 
supervising the production and distribution of dealer 
counter and floor displays that are an integral part of 
the advertising and sales promotion program. 

As part of its over-all promotional program, U. S. 
Plywood makes some of these exhibits available to 
local builders on a loan basis for a week or two at a 
time. 

In addition to many regional lumber dealer associ- 
ation conventions, the exhibit list for 1956 includes 
such shows as those of the National Assn. of Home 
Builders, American Assn. of School Administrators, 
Painting and Decorating Contractors of America, Do- 
it-Yourself Show, American Institute of Decorators, 
Int'l. Home Building Exposition, American Institute of 
Architects, American Hospital Assn., National Retail 
Lumber Dealers Assn., and many, many others. 

The company advertises regularly in a list of well 
over 100 consumer and business books. Women’s mag- 
azines, the do-it-yourself books and the shelter pub- 
lications predominate in the consumer schedule, while 
business paper advertising is mainly found in the fields 
of building, lumber dealer merchandising, architecture, 
woodworking, display, institutional administration, fur- 
niture, hardware and design engineering, and includes 
many local and regional merchandising books. Business 
Week, The New Yorker, The Saturday Evening Post 
and Time have also been used, while color pages are 
scheduled to appear in Life this fall, a forerunner of 
the company’s trend toward the future use of mass 
circulation magazines. 

Consumer publication advertising is almost always in 
four-color, because of the added appeal it gives to the 
paneling that is shown as the focal point of most of the 
company’s consumer advertising. A typical U. S. Ply- 
wood consumer ad takes on the aspects of a department 
store operation, in that it will feature from six to eight 
different types of paneling, shown in completely fur- 
nished room applications, with each section requiring 


a careful check of illustration and descriptive caption 
by the individual product manager involved. 

It is a rare U. S. Plywood consumer ad that does not 
carry a coupon. Carefully keyed, it is usually designed 
to pull requests for one or more of the company’s 
brochures or booklets on such subjects as “Do It Your- 
self with Weldwood Plywood” or for the handsome 
consumer booklet, “Beautify Your Home with Weld- 
wood Paneling.” The huge volume of responses re- 
quires that the company employ the services of an out- 
side organization to handle these coupon requests. Lists 
of respondents are continuously made up and distrib- 
uted to the proper branch offices, at which point they 
are further broken down and forwarded to individual 
dealers in the proper sales areas. 

While decorator style is the keynote of most con- 
sumer advertising, the price appeal is not neglected. A 
top head reading “Textured Woods give your walls a 
new kind of beauty” is followed immediately by a dis- 
play subhead “. . . 
wall!” Or, a main display line might read “Wood panel- 


at a cost as low as $24 for an 8’ x 12’ 
ing helps you create striking interiors . . . for as little 
as $24.” Every consumer copy block carries a strong 
supporting pitch for the local lumber dealer. 

Coupons run with business paper advertisements 
generally offer either free samples of the product ad- 
vertised, additional printed matter setting forth product 
data in greater detail than it is possible to include in 
the ad itself, or both. Business paper advertising is 
usually in black and white, although color is being used 
to an increasing extent in architect, decorator and 
building ads. 

In addition to the routine coupon returns, both con- 
sumer and business paper advertising pull a large daily 
volume of special inquiries, and a full-time staff of four 
clerical assistants is kept busy filling these requests. 
Careful records are kept of both kinds of responses, 
and each agency is given a complete monthly report of 
how well its advertising pulled. 

U. S. Plywood’s advertising is merchandised. Each 
month a stapled portfolio is put together containing 
preprints of all advertising, both consumer and busi- 
ness, scheduled to run during the following 30-day 
period. A copy of the book is sent to every division, 
mill and branch manager, and to each one of the com- 
pany’s 400 salesmen. This provides them with addi- 
tional ammunition with which to influence their cus- 
the architects, the builders and the lumber 
to specify, use or push U. S. Plywood prod- 


tomers 
dealérs 
ucts. 

The company’s direct mail activity is essentially a 
facet of its program to merchandise its advertising, too. 
Reprints of every U. S. Plywood consumer ad are sent 
to appropriate lists of dealers, architects and builders 
to illustrate company support furnished through the 
consumer books and to add impact to business paper 
copy. 

To score maximum effect in these directions, it is 
necessary that advertising insertions and copy be close- 
ly dovetailed with the company’s three annual promo- 
tional drives, a result which can now be more easily 
achieved through coordination of advertising and sales 
promotion under Dick Lowell’s supervision. 
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About the 
MANUFACTURE 
of Weldwood Plywood 


Wher IS Weldweed Plywood? 


ts it @ COMPOSITION? 


is off Weltwood Plywood the SAME? 
ts plywood « NEW IDEA? 


ts Weidwoed Plywood STRONG? 


‘WELDWOOD 
PLYWOOD 


Not all fancy . . While much of U. S. Plywood’s promotion 
material is printed in full color, there are plenty of fact-giving 


How THIN ore Plywood veneers? 





smaller productions like this simple blue-on-yellow folder 


The company also publishes a catalog of advertising 
literature and display materials available to dealers. 
For the Weldwood line alone, the current booklet illus- 
trates and describes 78 pieces of printed matter, 17 
point of sale displays and six large-size exhibits, all of 
which are designed for dealer use. Included in the 
printed matter available are a number of envelope 
stuffers, each of which is designed to include space for 
dealer imprint. 

Brochure production is a big part of the advertising 
department’s job. Constantly revised and periodically 
reissued, each piece of printed matter is devoted to 
single item in U. S. Plywood’s broad line of products 
They are designed and written so that the dealer may 
show them to his own customers, since quoted prices 
include ample margin for the retailer’s mark up. Like 
consumer ads, many of the brochures’ illustrations are 
printed with process plates in order that color may 
dramatize the quality and appearance of the plywood. 

There are separate booklets available for doors, mov- 
able partitions and partition panels, commercial in- 
teriors, school construction and remodeling and gen- 
eral architectural uses, as well as the annual Weldwood 
catalog listing prices and illustrating the complete 
Weldwood line. 

In addition to writing, editing and publishing “Weld- 
wood News,” the company’s widely distributed monthly 
internal house organ, U. S. Plywood’s advertising de- 
partment bears the responsibility for turning out a bi- 
monthly publicetion, “Building Industry Digest.” This 
four-page paper, of which 22,000 copies are circulated 
among the country’s leading builders and contractors, 
is about equally divided in content between product 
promotion and news of the building trade. It usually 
includes a full page of paragraphs summarizing activi- 
ties and outstanding achievements in the building field 
in several cities and regions, thus keeping local build- 
ers informed of trends which they might exploit for in- 
creased volume. 
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Media selection is left almost entirely in the hands 
of the agencies involved. Mr. Lowell checks and ap- 
proves the recommended publication schedule, of 
course, and occasionally will suggest changes, but he 
believes that the full-time, experienced agency space 
buyers should be charged with the fundamental re- 
sponsibility of drawing up the basic list. For one thing, 
his own multifold duties do not leave him the amount 
of time that he feels should be devoted to this problem, 
so publication representatives who call to see him are 
always asked also to make a call on the company’s 
agencies. 

With the type of marketing policy that U. S. Plywood 
follows, it is inevitable that the advertising department 
is continuously swamped with requests for cooperative 
advertising support from builders placing advertising 
in local newspapers. “If we were to go in for this type 
of program at all,” says Mr. Lowell, “we would have 
to do it with virtually every builder who approaches 
us, and our budget would disappear in a hurry. 

“So far,” he adds, “we have kept remarkably clear of 
cooperative deals.” 

Dick Lowell helps keep his advertising and sales 
promotion programs running at a consistent pace 
through the simple device of holding periodic joint 
meetings of the key personnel in each of these two de- 
partments. Here, in the presence of all the others con- 
cerned, each staff member has the opportunity to re- 
port on the progress of his current task, to talk about 
his plans for future projects within his own area of op- 
eration and to bring forth his own generalized thinking 
regarding overall future policies and activities of the 
company. 

This method gives each person involved a chance to 
get to know all the others working at similar jobs, and 
makes it possible for him to see the traditional “big 
picture” and to arrive at an evaluation of his own place 
within it. In addition to these regular sessions, an occa- 
sional luncheon meeting is scheduled to which every 
member of the entire staff of both the sections is in- 
vited 

The executives of U. S. Plywood, who have guided 
the marketing, advertising and sales promotion pro- 
grams of the organization over a period of years, be- 
lieve that their policies have had a marked effect upon 
the concepts of the American householder. They point 
out that they began their current program in 1943, dur- 
ing the war years when U. S. Plywood had no product 
available to sell to the public through its dealers, gear- 
ing their program with a long-range eye to the building 
boom which they recognized would take place after the 
war. 

“Our advertising,” says Mr. Hunt, “has brought about 
a complete change in the concept of the home, in direct 
terms that appeal to the consumer. The shelter books 
in their editorial presentations are consistently reflect- 
ing a definite trend toward the use of wood; even the 
kitchen has become a ‘wooden’ room. 

“Our promotion of prefinished decorative panel ply- 
wood has brought the nation’s architects and builders 
to a recognition that this kind of material is a definite 
asset in constructing and in selling today’s average 


price home.” ” 








ere's your exhibit 
romoting opportuni 


It makes sense to make capital of your 
Show investment. 


And here’s just the way to do it! Tell of 
your plans, highlight your attractions in the 
Artisan’s February Show Preview Issue. It costs 
little to seize this opportunity — regular space 
rates apply. 

Your story, well in advance of the Show, 
will be in the hands of the KEY contractor- 
dealers and wholesalers who dominate in the 
residential air conditioning, warm air heat- 
ing, and sheet metal contracting field. Prior 
to each Exposition they look to American 
Artisan for a comprehensive Preview. 

Remember, because Artisan readers are 
they KEY dealers doing 80% of the available 
business, more Artisan readers can afford to 
and will attend the Show. 

The February Artisan’s Show Section will 
feature a listing of all exhibitors and their 


AMERICAN ARTISAN 


International 


If this ig YOUR "show. oo. 


Exposition 
Feb. 25- March 1 Chicago 


UE 
FEBRUARY SHOW PREVIEW - 


products, a guide to the many displays, com- 
plete programs of the meetings. An advance 
showing in print! As an additional service, 
each copy will carry a tear-out “Be Sure to 
See” map-type card to guide readers to the 
exhibits they read about in the advertising 


pages of the Artisan’s Show Issue. 


Closing date for this merchandising op- 
portunity is January 20. Hustle along your 


reservation for a choice position. 


IF YOU WON’T BE EXHIBITING... 


then it’s even more important to make a com- 
manding appearance in the February Artisan. 
You'll create wide-spread interest among the 
right people at the right time for successful 


results in 1957. 


#6 N. Michigan, Chicago 


KEENEY PUBLISHING CO. AIR CONDITIONING HEADQUARTERS 
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Want more orders 
from textile mill men? 


New figures show how to reach more customers and prospects 


Charted below is probably the most practical, gives you an advertising coverage of textile 
and certainly the most concise guide to tex- buying power that is virtually one-hundred 
tile mill buying power current today. percent. 

State by state, in number of mills, and in TEXTILE INDUSTRIES teams this coverage 
terms of productive machinery — the only with an editorial content that is more widely 
real measurement of textile buying power— read, quoted and acted upon than that of any 
this chart shows you the relative sales poten- other textile publication. 
tial of any given territory in the country. For producing more orders from more 

This chart also shows you how TEXTIL! mills, advertising in TEXTILE INDUSTRIES is 
INDUSTRIES’ planned and directed circulation the best help you can give your salesmen. 
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Read by more mill presidents, 


se 
,e> superintendents and top executives 

~ WSht than any other publication 
are \t 
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serving the industry 
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Dyeing, Bleaching, | SYNTHETIC FIBRE 
Finishing Plants and MANUFACTURING MISCELLANEOUS POTAL MILLS 
Departments PLANTS MILLS ALL TYPES 


— —_——_—__——_}+—_——— —— 


| 
Number | T. I. Coverage | Number | T. I. Coverage | Number |T. I. Coverage Numbe r| T. I. Coverage 
ol — ot 

% | Mills | No , } % | Mills 

95 4 8 100 | 119 

6 |— |. 3 2. 67 | 15 

80 | 174 Ask us to show you how we cover specific mills that rate 

: 4 = ; ; i high on your customer and prospect list. A breakdown of our 

100 circulation in any named plants will be furnished gladly. 

100 

98 2 90 Includes spinning, twisting, and throwing spindles—all man- 

100 1 BG 2 } ufacturing systems and fibers. 

i” ; > ame @) Includes both broad and narrow looms. 

100 z E ; 23 2 Includes circular, full-fashioned and other type knitting ma- 

100 2 g chines 


34 : : 3 ~ @ Includes printing, coating, proofing, ete. 

4 a J 

100 = ; 29 ; 0 85 *Coverage of the buying pawer is shown in the five major divisions 
of the textile industry. The column showing Total Mills gives the total 
93 2 > number of individual mills in each state, which includes in addition to 
100 | - 7 the mills in the five major divisions, the miscellaneous mills such as 
100 2 2 ; 1 lace, braiding, wool scouring, garnetting, etc. Many mills perform 
r two or more functions such as spinning and weaving and dyeing; or, 
knitting and dyeing. Therefore, the Total Mill column is not a total of 
the previous six columns, but the number of individual mills in each 
state, including the miscellaneous mills. 





Textile Industries 


806 Peachtree Street, N.E., Atlanta 8, Ga. 
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and more manufacturers selling these markets 
use !. H. than any other publication! 


Reach over 18,000 Operating Officials and Executives, Plant 
Superintendents and Shop Foremen, Production Managers, 
Plant Engineers, Metallurgists, Chemists, Combustion and Fuel 
Engineers, Heating Specialists and Heat Treaters through I. H. 
Industrial heating, as a market, is now in a period where 
industry is reappraising all manufacturing operations that 
involve the use of heat, with a view of immediate and exten- 
sive replacement by modern equipment... and I. H. reaches 
every man concerned with industrial heating operations .. . 
100% coverage, regardless of classification. 

I. H. Produces Results . . . Because I. H. is the only publication 
editorially specializing in all the industrial heating processes 
and equipment needed in the manufacture, finishing, process- 
ing and heat treatment of metals and other products, adver- 
tisers have found that I. H. can and does move large and 
small equipment, accessories, materials and supplies 
economically in all classifications. 

On the right is a partial list of the products I. H. has success- 
fully sold. Write today for specific recommendations on how 
to sell your products most effectively through I. H. 
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If you make these products 
sell them through 
INDUSTRIAL HEATING 


Industrial Furnaces of all kinds . . Heat 
Treating Furnaces .. . Forging Furnaces 
Melting Furnaces .... Draw Furnaces 
Billet Heating Furnaces . . . Normalizing 
Furnaces .... . Galvanizing Furnaces 
Soaking Pits .... Annealing Furnaces 
Open Hearth Furnaces and Accessories 
Recuperators .... Galvanizing Kettles 
Rod Bakers . Dryers . Industrial Ovens 
Air Heaters . Dust Collectors . Ventilating 
Equipment .. . Spray Booths .. . Kilns 
Induction Heating . Burners . Pyrometers 
Valves Industrial Thermometers 
Gauges and Meters Controllers 
Thermocouples . . . . Heat Exchangers 
Heat- and Corrosion-Resistant Alloys 
Retorts . Handling Devices . Conveyors 
Blast Gates . . Refractories . . Insulation 
Insulating Refractories ........ Fans 
Exhausters . . . Blowers . . . Boosters 
Carburizing Boxes Melting Pots 
Salt Baths Immersion Heaters 
Quenching Machines . . . . Quenching 
Compounds . Heat Treating Compounds 
Fuels .... Fuel Pumps... . Strainers 











OF INDUSTRIAL 
SALES & ADVERTISING 


DMAA CONVENTION 





Agencies jump into 
direct mail, call 
for more research 


™ NEW yorK — Advertising agen- 
cies have jumped into direct mail 
promotion with both feet, according 
to a report to the 39th annual con- 
vention of the Direct Mail Adver- 
tising Association. 

And most agencies are not at all 
reluctant to dabble in direct mail — 
as has been widely reported. So 
said Ernest L. Byfield, Jr., account 
executive, Ellington & Co., New 
York, in his talk at the DMAA con- 
vention. 

He had figures to back up his 
statement. Mr. Byfield made a sur- 
vey of advertising agencies across 
the nation, asking, among other 
things, if the agencies created con- 
sumer and industrial direct mail 
pieces for their clients. 

The answers to both questions in 
all cases was “yes,’ Mr. Byfield 
said. 

“Many agencies reported they 
prepared direct mail for all their 
clients; some agencies said almost 
all; some, 75%, and some, 50%,” he 
said. 

These were not all limited budget 
accounts that could afford only one 
medium, Mr. Byfield pointed out. 
They included such giants as Alu- 
minum Co. of America, Jones & 
Laughlin Steel Co., Dow Chemical 
Co., General Electric Co. and Min- 
nesota Mining & Mfg. Co. 

His survey also showed that the 
agencies’ billings from direct mail 
has been growing steadily during 
the past several years, Mr. Byfield 
said. In 1955, that billing was 31% 


higher than in 1954, he said, and 
from 1952 to 1955 the total increase 
in the surveyed agencies’ direct 
mail billing was 64%. 


How about an audit? . . Another 
agencyman, Harry J. Deines of J. 
Walter Thompson Co., told about a 
survey his agency made on direct 
readership. 

The survey covered several direct 
mail drives. In the lowest scoring 
program, 34% of the recipients re- 
called having 
mail piece. In the highest scoring 
campaign, 81% of 
membered the piece. The survey 


received the direct 


recipients re- 
also showed that a high percentage 
of recipients (ranging up to 70%) 
recalled the advertiser’s name as 
well as the piece. 


Outdoor internal . . Southern Sash Sales & Supply Co., 


On the basis of this research, Mr. 
Deines concluded that “direct mail 
advertising secures remarkably 
high readership, and, on a cost-per- 
prospect-reached basis, it appears 
to compare favorably with other 
media.” 

He called, however, for further 
research into the effectiveness of 
direct mail. And he suggested that 
direct mail publishers should get 
together and form some sort of an 
auditing service, comparable to the 
various auditing bureaus and the 
readership, listenership and viewer- 
ship services of the other media. 

Such a direct mail audit, he said, 
“could provide a continuing meas- 
urement of the results of direct mail 
use and would enhance the value of 
the direct mail medium in the eyes 
of advertisers.” 

Meanwhile, another speaker was 
predicting that such an auditing 
service will come into being within 
the foreseeable future. 

“We will see the day when an au- 
dit bureau of mailing lists is estab- 
lished, where validity of the list is 
Wood, 


head of the Washington advertising 


guaranteed,” said Lloyd F. 


agency that bears his name. 

Mr. Wood pointed to the impor- 
tance of research to direct mail, 
saying it is the “essence and life” of 


the medium. “The period ahead is 


Sheffield, Ala., building prod- 


ucts manufacturer, uses sign boards with changeable panels in company parking 
lots to supplement internal publication in passing on messages to employes. 
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spotted with methods and equip- 
ment which will bring to this medi- 
um more effective mailings,’ he 
said. “There will be more research 
into readership, and it will show the 
impact that direct mail has on the 
country’s economy.” 


Toledo holds annual Business- 
Industry-Education Day 


® TOLEDO, 0.—The seventh Busi- 
ness-Industry-Education Day was 
held in Toledo in October. The 
event, sponsored by the Toledo 
Chamber of Commerce and 108 host 
companies, is held yearly to provide 
an opportunity for business and in- 
dustrial firms to inform school 
teachers and administrators of their 
operations and products. An at- 
tendance of some 3,350 persons was 
reported. 

The day-long program included 
such activities as a train ride 
around the city, a boat ride in the 
Toledo harbor, a visit through the 
offices of a research company, and 
a tour through a printing equip- 
ment manufacturer’s plant. 


BBDO’s Pleuthner teaches 
brainstorming in Europe 


® NEW yYorRK—Brainstorming now 
has gone international with its in- 
troduction to business leaders in 
France, Italy, Germany and Aus- 
tria. 

Willard A. Pleuthner, vice-presi- 
dent in charge of brainstorming and 
communications, Batten, Barton, 
Durstine & Osborn, New York, 
traveled to Europe in October to 
demonstrate brainstorming to key 
European business men. His itiner- 
ary included Paris, Milan, Rome, 
Innsbruck, Munich and Frankfurt. 

Mr. Pleuthner is part of a six- 
man team of sales executives join- 
ing in “Operation Enterprise,” a 
permanent project of the National 
Sales Executives Clubs, in which 
American business men conduct 
one-day seminars with foreign 
business men abroad to. share 
American ideas in sales, advertising 
and merchandising. 

For details on the brainstorming 
method of producing ideas see the 
article beginning on page 158. 
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Industrial seminar . 


At session of Woodward & Byron seminar are (I. to r.) A. S 


Howe, Jr., president, Howe & Fant, East Norwalk, Conn.; Robert G. Atkins, advertis- 


ing director, Whitney Chain Co., Hartford, 


Conn.; Carl Christensen, vice-president, 


Ready Tool Co., Bridgeport, Conn.; Jerome S. Wilford, executive editor, Production; 
Van Lear Woodward, Jr., president, Woodward & Byron; J. M. Kalins, president, J 
M. Kalins & Co., Bridgeport; H. J. Nelson, president, A. H. Nilson Machine Co., 
Bridgeport; John Pape (standing). treasurer, Howe & Fant; Carl Bettcher, A. H. Nilson 
Machine Co., and Stanley K. Bigelow, Nichols-Morris Corp., White Plains, N. Y 


Seminar finds industry needs 
advertising more than ever 


® WESTPORT, CONN .—Advertising, 
promotion and improved marketing 
methods are becoming more and 
more important to industrial sales, 
because there aren’t enough good 
industrial salesmen and because of 
the number and variety of lines 
handled by industrial distributors. 

That’s the concensus of a group 
of New England and New York 
industrial leaders who attended a 
seminar sponsored by Woodward & 
Byron, Westport advertising agency. 

The seminar also decided that: 
> There is a growing need for a 
change in the concept of the indus- 
trial product from what the manu- 
facturer thinks he is selling to a 
realization of what the customer 
thinks he needs. 
>» Advertising, display and packag- 
ing often can solve the sales prob- 
lems of the smaller industrial com- 
panies. 

Moderator of the seminar was ex- 
ecutive editor Jerome Wilford of 
Production, Detroit, which co-spon- 
sored the event. Eight executives 
including presidents, vice-presi- 
dents and advertising managers 
from five industrial companies took 
part in the seminar. 

The agency announced that be- 


cause of the success of this first 


seminar, similar meetings will be 
held several times yearly from now 


on. 


100 YEARS OLD 





‘Railway Age’ marks 
centennial, will 
‘keep on crusading’ 


® NEW yorK—Railway Age, New 
York, celebrates its 100th anniver- 
sary Nov. 15. 

It was on Nov. 15, 1856, that 
Western Railroad Gazette, the old- 
est ancestor of the present day 
Railway Age, was born. That ances- 
tor, according to a summary of its 
first 100 years in Railway Age’s 
giant 100th anniversary issue, “was- 
n’t much of a paper, to put it blunt- 
ly.” 

The Gazette’s “goal was to tout 
the routes and services of railways 
which advertised in its pages and to 
criticize the routes of the roads 
which did not,’ the summary said. 

The Gazette was not a true busi- 
ness paper because it was edited for 
the traveling public. It became a 
business paper in 1870, when it ac- 
quired a new owner and a new 
name, Railroad Gazette. 

The paper moved to New York 
from Chicago after the great Chi- 
cago fire of 1871 burned it out. Over 









| 






the years it acquired a reputation 
as a crusader for better and safer 
railroad practices. 

In 1908, William H. Boardman, 
president and editor of the Gazette, 
and E. A. Simmons, vice-president, 
bought out the Railway Age, the 
Gazette’s strongest competitor, and 
merged the two papers. 

Thus, Simmons-Boardman Pub- 
lishing Corp., present publisher of 
Railway Age, was born. 

Some of the highlights of Rail- 
way Age’s history: 
> First technical publication serving 
a single industry to use photo en- 
gravings. 
> First technical publication to use 
color on editorial pages (1881). 
> First business paper to use color 
on advertising pages (Westinghouse 
Air Brake Co., 1896). 

Since 1954, Railway Age and its 
associated Simmons-Boardman 
publications have been owned by its 
own employes. In that year, a group 
of long-time employes bought a 
controlling interest in the company. 

Railway Age celebrated its 100th 
birthday appropriately with a 396- 
page centennial issue in September. 
The issue includes 280 pages of ad- 
vertising. 

“Starting its second century, 
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Just how ? 
How fast will it move ? 





| What will it mean to 
road builders cement and 

aggregote ysers and producers 

national defense? 


Leading authorities give their views 


Road report . . Allis-Chalmers Construc- 
tion Machinery Div.’s external publica- 
tion gives detailed report on what the 
federal highway program will mean. All 
articles in the publication are written 
by editors of business papers in the 
heavy construction and allied fields. 


Railway Age looks forward to the 
task of reporting vital news about 
the railroads and their suppliers,” 
says an editorial feature in the cen- 
tennial edition. “And it will keep 
on crusading,’ the editorial adds. 


Wall map is guide to 
feed manufacturing plants 


® NEW yvorK—Feed Age has pub- 
lished a wall map listing the loca- 
tions and annual tonnage for 1,216 
major feed manufacturing plants. 
The map is 38x25” in size and can 
be purchased for $5 from Feed Age, 
71 Vanderbilt Ave., New York 17. 


11 winners picked in Machine 
Tool Builders’ ad contest 


™® CLEVELAND—Eleven winners have 
been chosen from among 129 en- 
tries in the third annual advertising 
awards competition of the National 
Machine Tool Builders’ Association. 

The contest categories and the 
winners are listed below: 


>» Category 1—An operator’s hand- 
book of instructions in machine 
tool set-up, operating, adjusting and 
lubrication. 

e First place, Warner & Swasey 
Co., Cleveland. 

e Second place, National Acme Co., 
Cleveland. 

e Honorable mention, Cone Auto- 
matic Machine Co., Windsor, Vt. 


» Category 2—An operators’ hand- 
book especially compiled for a ma- 
chine tool that is not covered by a 
handbook produced in quantity. 
e First place—Lake Erie Engineer- 
ing Corp., Buffalo. 

e Second place—Micromatic Hone 
Corp., Detroit. 


>» Category 3—A repair parts list. 
e First place—Abrasive Machine 
Tool Co., East Providence, R. I. 
e Second place—Pratt & Whitney 
Co., West Hartford, Conn. 

e Honorable mention—Kearney & 


Trecker Corp., Milwaukee. 


>» Category 4—A handbook combin- 
ing operating information, repair 
parts list and service manual or any 
two of them. 

e First place—Cincinnati Milling 
Machine Co., Cincinnati. 

e Second place (tie)—Giddings & 








PR man? .. Here is a native American 
public relations man blowing his own 
horn. Muskogee, Okla., group presented 
original painting, appropriately, to pr 
man A. L. Percy of Fansteel Metallurgi 
cal Corp., North Chicago, IIl., when Fan 
steel opened plant in Muskogee 


Lewis Machine Tool Co., Fond du 
Lac, Wis., and R. K. LeBlond Ma- 
chine Tool Co., Cincinnati. 

e Honorable mention—Denison 
Engineering Co., Columbus, O 


The 129 entries were made by a 
total of 53 companies. Judges were 
Fred S. Burnside, mechanical engi- 
neer, Farmall Div., International 
Harvester Co., Rock Island, IIL; 
Donald A. Connor, creative depart- 
ment, Lezius Hiles Co., Cleveland; 
W. J. Herrmann, factory manager, 
Vickers, Inc., Detroit, and Robert 
Kessler, manufacturing manager, 
Delco-Remy Div., General Motors 
Corp., Anderson, Ind. 

Entries were judged Sept. 25. 
Award certificates were to be pre- 
sented to winners Nov. 9 at the as- 
sociation’s annual meeting in Chi- 
cago. 

Rowell A. McCleneghan, adver- 
tising manager, Barber-Colman Co., 
Rockford, Ill, general chairman of 
the association’s advertising com- 
mittee, said the purpose of the com- 
petition “is to arouse greater inter- 
est throughout the machine tool in- 
dustry in techniques which make 
handbooks and manuals more use- 
ful sales promotion tools.” 
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TIPTON TELLS 





How air freight 
will sell itself 
to industry 


® cuicaco—Air freight, which al- 
ready is carrying such massive in- 
dustrial products as dies and 
presses, is determined to sell itself 
to industry and thus get a bigger 
share of the freight transportation 
dollar 

That’s the report from Stuart G. 
Tipton, president of the Air Trans- 
port Association of America, who 
spoke at a meeting of the Chicago 
Association of Commerce & Indus- 
try. 

Two big obstacles in the path of 
this selling effort, Mr. Tipton said, 
are that industry often regards air 
freight as a “rush-rush, emergency 

that 
generally are 


type” of service and surface 


transportation rates 
lower than air freight. 

The airlines are trying to beat the 
“widespread notion that air freight 
is for emergency shipments only” 
by selling air freight as an “every- 
day, first class, regular service, to 
be used in transporting goods ir- 
they have 


respective of whether 





Additional 
IM News 
appears on p. 175 





been traditionally regarded as re- 
quiring high speed transportation.” 

As for costs, Mr. Tipton said that 
in some cases air freight rates 
actually are lower than other forms 
of transportation, but the main 
selling point is that air freight cuts 
other distribution costs, such as 
packaging, insurance, pilferage, 
warehousing and inventory. 

Mr. Tipton cited another obstacle 
to selling air freight, which is em- 
bodied in the saying: “If it’s small 
and lightweight, ship by air. If it’s 
large and heavy, ship by surface.” 

Airlines their 


freight service are pointing out that 


seeking to sell 


this is true no longer, he said. 

He pointed to the case of the Cin- 
cinnati manufacturer of precision 
lathes, dies and presses. These ma- 


much and 


“weigh as 


chine tools 
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SAFETY SHORTS for Brewers 


SAM SQUAREHEAD is unwary 





BILL BRIGHTOP is chary 


VW 
A\ 
Ad 
L “ 
r Wisconsin Malting 
Company 











Safety plus Since Wisconsin brewing 
industry is engaged in safety drive, Wi 

consin Malting C Milwaukee, joins in 
with amusing jood will-building ads in 
industry publications 


Chicaas is the 


brewing 


O. Puffer C 


more than a bull elephant,” he said, 
but they are shipped by air because 
“air shipment decreases the hazard 
of jiggling and jarring common to 
surface travel—and also eliminates 
the time and money for specialists 
needed at destination points to re- 
adjust the delicate precision tools.” 

Over-all, Mr. Tipton said, the air 
freight men’s argument for a bigger 
share of industry’s transportation 
dollar boils down to this: 

“That distribution cost reaches fat 
beyond the price tag of transporta- 
tion alone. It includes money spent 


for marketing, sales advertising, 


warehousing, insurance, materials, 
handling, taxes, packaging, elements 
of capital investment and inven- 
tories. It is not only good business 
sense, but it is also just plain com- 
mon sense, that if we can cut down 
on any one of these expenses, the 
reduction is going to have a direct 
effect on the profit side of the busi- 


ness.” 


Correction 


The listing of American Machin- 
ist on page 442 of the Annual Mar- 
ket Data and Directory Number of 
INDUSTRIAI 


MARKETING, published 


June 25, indicated that an insert 
providing additional information re- 


garding the publication was located 


opposite page 430. The correct posi- 
tion is opposite page 432. 


Marketing index available 
on 1,000 industrial companies 






® NEW yorK—Marketing Facts, Inc. 
is offering a file on the 1,000 largest 
industrial corporations in the 
United States. The file lists the cor- 
porations on individual 3x5” index 
cards, each card showing the com- 
plete address of the company, name 
of the top executive and latest fig- 
ures on sales, assets and net profits. 
The companies are placed in rank- 
ing order in terms of sales, assets 
and net profit. 


The set is available from Mar- 
keting Facts, 424 Madison Ave.., 


New York 17, 


quarterly updater giving the latest 


for $50, including a 


information on each corporation. 


AMA takes over Astor Roof 
after big year in fiscal ‘55-56 
® NEW YorK—The American Man- 
agement Association has taken over 
the 10th floor of the Sheraton-Astor 
hotel—once the famous Astor Roof. 
And the AMA’s 33rd annual report 
shows this non-profit group can 
well afford the move. 

The AMA has 
tered at the Sheraton-Astor since 


been headquar- 
last year, with administrative offices 
on the first floor and meeting 
The 10th floor 
adds 23 meeting rooms. 

The annual report shows the 
AMA took in $4,469,107 in the 1955- 
56 fiscal year, ended June 30. That’s 
10°, more than in the previous fis- 
cal year. Expenses were $4,035,561, 
which left a surplus of $433,542. 


During the fiscal year, the associ- 


rooms on the ninth 


ation also: 

® Increased its 
to nearly 23,000. 
@ Established 
Management 
affiliate. 

@ Held 22 national conferences, 580 
meetings and 450 seminars attended 


membership 10%, 


the 


Association as an 


International 


by a total of 84,000 executives. 
@ Launched a three-week market- 
ing course, and started a summer 
program at Colgate University. 
e Handled 16,000 


from information on 


some requests 
members for 


specific management problems. 


BUSINESS 
WEEK 


Advertising 
goes 
where 
advertising 


pays 
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It is written in the PIB* record 


books that, for the past 8 years, 





Business Week has led in total 






advertising pages, not only 





among all general-business 






magazines, but among general- 






news and consumer magazines 







as well. You advertise in Busi- 


ness Week when you want to 






influence management men. 






FIRST 9 MONTHS —1956 
Total Advertising Pages” 







BUSINESS WEEK... . 4:354 


3,291 









. LIFE 









; THE 





NEW YORKER 3,212 











. THE SATURDAY EVENING POST 2,572 








2,506 





. TIME 






. NEWSWEEK. 2,333 









. U. S. NEWS & WORLD REPORT 2,315 










1,444 





. FORTUNE 






Source: Publishers Information Bureau 


excludes trade, technical, and industrial publications). 
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WENTY-FIVE CENTS 


( Advertisement ) 


How to 
Reach and Sell CONTRACTORS 
in the $90-billion roadbuilding market—1957-69 


Almost overnight, the new $33-billion federal-aid 
highway program has projected the construction in- 
dustry into an era of almost guaranteed prosperity. 
Roadbuilding contractors are the most important seg- 
ment of this highway program. They'll be turning the 
many plans and specifications into the finished high- 
way projects, 


Manufacturers of equipment and materials, too, have 
been catapulted into a great new market, with a record- 
high sales potential among roadbuilding contractors. 
For without the necessary and proper equipment and 
materials, they can neither secure the contracts nor 
complete the jobs. 


Many progressive manufacturers (and contractors ) 
have made their plans and are taking big steps to get 
in on the ground floor of the vast roadbuilding market. 
They want to be ready to meet inevitable and keener 
competition of established competitors and the “John- 
ny-come-latelys”. 


What is the scope of the highway market? . . . The 
role of contractors in it? . . . How many contractors 
are doing roadbuilding? . . . How much work are they 
doing? . . . How can contractors be reached? The an- 
swers to these questions are vital to you and every other 
marketing executive who's job is to sell equipment, 
machinery, or materials to highway construction con- 
tractors . .. and to establish a strong position with these 
buyers in the face of growing competition. 


In the remainder of these pages, CONSTRUCTION 
METHODS will give you some timely facts and data 
which will help answer the questions above . . . and 
enable you to evaluate the best means of reaching and 
selling contractors in the $90-billion roadbuilding mar- 


ket. 
CONSTRUCTION METHODS’ Business News De- 


partment has long been the headquarters and nerve 
center for facts and data on the contractor and con- 
struction market. Through field correspondents across 
the nation it maintains a finger on the pulse of the in- 
dustry . . . recording new contract awards, new con- 
tractors and the type of work they do . . . their loca- 
tion. It knows exactly how many contractors are doing 
construction of highways, and all other types of work. 
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But before we discuss contractors and their role in the 
huge roadbuilding program, let’s take a quick look at 
the roadbuilding market as it now stands. 


CONSTRUCTION METHODS’ Business News De- 
partment reported that unspent 1956 funds for some 
3,288 miles of federal-aid roads were approved but 
construction not started .. . and 13,313 miles of roads 
had been programmed as of June, 1956. 


By the end of 1956, the nation is expected to spend 
a record $8.2 billions for all highway purposes. $5.5 
billions of these funds are slated for the construction 
of highways and $2.7 billions for maintenance of ex- 
isting roads and general administration expenses. Ac- 
cording to CONSTRUCTION METHODS’ backlog of 
proposed highway construction, states now have a huge 
$12 billions of highway projects. And, the new federal- 
aid highway program is expected to provide $33 bil- 
lions toward a 41,000 mile highway system by 1969. 

This is just a brief look at the huge roadbuilding 
market ahead . . . but it shows why contractors and 
manufacturers are making plans and equipping them- 





(Advertisement) 


selves NOW to get their share of this market over the 
next 13 years. 


Let’s Take a Look at the Contractor Market 


Contractors are by far the biggest buyers of equipment, 
machinery and materials used for construction. To help 
you understand and appreciate fully the size, scope 
and importance of the contractor market, let’s take a 
brief, but hard look at some rather enlightening facts. 


Recent figures released from the U.S. Dept. of Com- 
merce show that more than 33,100 new contracting 
firms of all types were added to the industry in 1955 
—a gain of 64% over 1954. The number of contractors 
for 1956 is still increasing. CONSTRUCTION METH- 
ODS’ Business News Department reports that a record 
7,986 contractors crossed the $100,000 mark in new 
heavy construction business in 1955. This is a 2% gain 
over the 1954 total. What’s more, 2,518 contractors 
crossed the $1 million mark in heavy construction busi- 
ness, This is 11% higher than the 1954 total. 


In the past five years the total number of contractors 
in the industry is up 19%. But of greater importance 
to marketing executives is the fact that the million- 
dollar contractors have increased a substantial 32% 
during the same period. So not only have the number 
of contractors (your customers) been increasing but 
their volume of work has increased in even greater 
proportion. What does this mean to you? As contractors 
increase their work capacity, their needs for construc- 
tion equipment and materials must also increase. 


Now, let’s analyze the role of roadbuilding contrac- 
tors in the construction picture . . . and in the federal- 
aid highway program. 


In 1955, a total of 2,316 contractors reported 5,375 
roadbuilding projects which cost $1.9 billion. This cost 
is 16% of the total value of all building and other-than- 
building construction. Of all the contractors who re- 
ported $100,000 or more in construction, 29% included 
roadbuilding work. Just in case you got lost in these 
figures, the following table will give you a clearer 
picture of the roadbuilding contractor market. 





$1,000,000 
or to 


ROADBUILDING CONTRACTOR COUNT BY VOLUME OF WORK — 1955 
$500,000 


more 1,000,000 


100,000 % of change 
from 


to 
500,000 total 1954 





No. of Contractors 708 483 
_No, of Roadbuilding 
projects | - 2,567 


Contract Value 


($000) $1,426 





1,125 2,316 3% 


1,635 §,372 —3% 


$1,263 $1,984 








1954 contractor capacity can handle a fast start 

in the new highway program 

Of 950 contractors; 90% dre interested in the new highway program . . 78% are 
highway contractors with more highway capacity than they are now using 





11% not doing 
highways now 


oh work 
in new 
1% are working program 
at full capacity 





tL 


Highway contractors 


78% have more highway capacity 
than they are now using 


“Firms which signeJ up $100,000 or more in “53 heavy construction contracts 


but would bid 


10% not doing 
highways and 

are not interested 
in the new program 


Construction 
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aATIion 
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( Advertisement ) 


CONSTRUCTION METHODS has made a further volume of roadbuilding allocated for each state in- 1957 
analysis of the 2,316 roadbuilding contractors to show and 1958. A close check and study of this analysis is 
you how many there are in each state . . . the volume one way to pinpoint your highway contractor market 
of work they did in each state . . . how many engaged potential . . . and determine the direction of your sell- 


in other-than-road construction . .. and the dollar ing. 





2,316 CONTRACTORS WHO REPORTED $100,000 OR MORE IN CONTRACTS IN 


1955 INCLUDING ROADBUILDING 


No. of 
Value of Contractors 
roadbuilding doing 
Contracts | roadbuilding 1957 1958 
Contractors and other Highway Highway 
doing estimated types of Allocation* Allocation* 
STATE Roadbuilding ($000) construction ($000) ($000) 








Alabama 20,832 15 52,530 52,597 
Arizona 20,181 11 58,614 34,040 
Arkansas 3,162 20,613 19,057 
California 4,836 27,440 * 21 e7e 
Colorado 16,891 55,108 72,434 
Connecticut 17,484 25,111 42,025 
Delaware 15,171 55,886 52,740 
D.C. 131,874 112,349 199,136 
Florida 38,874 55,483 60,133 
Georgia 25,110 99,426 83,249 
Idaho 10,974 31,846 35,716 
Illinois 65,937 134,126 164,901 
Indiana 73,377 112,146 86,606 
lowa 54,219 61,168 75,305 
Kansas 91,758 54,682 69,059 
Kentucky 46,407 56,626 65,948 
Louisiana 49,197 55,438 58,182 
Maine 9,795 28,126 27,858 
Maryland 26,970 58,117 41,172 
Massachusetts 163,680 80,813 71,864 
Michigan 58,591 113,218 ' 126,306 
Minnesota 48 646 56,089 82,949 
Mississippi 18,414 54,618 57,072 
Missouri 33,201 74,198 98,479 
Montana 20,367 56,356 54,106 
Nebraska 25,854 58,704 55,383 
Nevada 7,440 32,525 36,078 
New Hampshire 14,136 21,573 19,447 
New Jersey 59,822 80,004 73,680 
New Mexico 11,532 29,656 44,805 
New York 116,529 224,361 242,404 
No. Carolina 28,564 70,473 89,075 
No. Dakota 15,810 41,445 40,308 
Chio 120,528 147,616 148,896 
Oklahoma 38,223 71,693 66,258 
Oregon 20,274 22,177 50,969 
Pennsylvania 102,021 162,272 183,279 
Rhode Island 8,928 14,478 21,235 
So. Carolina 14,694 51,998 46,985 
So. Dakota 2,046 40,324 42,453 
Tennessee 22,785 79,706 76,092 
Texas 154,845 129,095 211,163 
Utah 12,090 23,939 34,614 
Vermont 4,185 18,091 18,845 
Virginia 23,808 69,555 71,064 
Washington 28,644 51,017 57,984 
West Virginia 9,951 59,230 41,028 
Wisconsin 46,593 68,609 81,855 
Wyoming 13,113 22,575 36,194 


* By previous legislation 1,968,363 3,186,243 3,542,891 
and Highway Act of 1956 
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Here are some rather pertinent observations. Of the 
2,316 contractors who did roadbuilding in 1955, a total 
of 1,515, or 65%, engaged in road work only. The re- 
mainder contracted for work in roadbuilding and other 
types of construction including waterworks, sewerage, 
bridges, earthwork and waterways, and airports. Going 
a step further, CONSTRUCTION METHODS has 
analyzed the 2,316 roadbuilding contractors by size 
of firm, and determined the number who also engaged 
in other types of work mentioned above. 





OTHER TYPES OF WORK 
DONE BY 2,316 ROADBUILDING CONTRACTORS 
Firms with Firms with Firms with 


$1,000,000 $500,000- 100,000- 
or more $1,000,000 $500,000 








contracts in contracts in contracts Total 
Sewerage 110 39 53 202 
Bridges 200 52 48 300 
Earthwork & 
Waterways 126 36 56 218 
Airports 152 31 18 201 
Waterworks 76 32 49 157 





The facts and figures given in these tables spotlight 
your immediate sales opportunities among roadbuild- 
ing contractors for products used in road, and other- 
than-road construction. Marketing executives can't 
afford to overlook or discount the tremendous impact 
of the $33 billion federal-aid highway program on 
construction of all kinds. It has been shown time and 
again that great highways are the forerunner of new 
bridges, sanitary and water facilities, new food-gasoline 
service areas, business and industrial centers, and many 
other types of construction projects. 


Yes, the new highway program means more road- 
building. More contractors will be doing highway work 
exclusively, But just as important are the many other 
contractors who will be entering this tremendous mar- 
ket to meet the huge demands for construction work 


of all kinds. 


Competition will be keen. Contractors will be ex- 
panding their working capacity, stepping up efficiency 
in order to get a fair share of the business. To accom- 
plish this, they will need more and better equipment 
and materials . .. new and improved techniques. These 
are the contractor’s very life-blood. 


Big Sales Ahead for Equipment and Materials 


According to the U. S. Bureau of Public Roads, con- 
tractors will require 34,584 additional units of construc- 
tion machinery and allied equipment, and 22,500 motor 
vehicles for every $1 billion net highway contract con- 
struction in excess of $5.8 billion. 

The outlook for highway materials is equally bright. 
Briefly, the materials needed to construct the vast 
highway program during the next thirteen years from 


( Advertisement) 
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1957-69 include 49,000,000 tons of steel, 1,339,000,000 
barrels of cement, 128,000,000 tons of bituminous ma- 
terials, and 9,710,000,000 tons of aggregates. (CON- 
STRUCTION METHODS’ 6-page ad in September 
‘56 “Industrial Marketing” gives a complete report on 
the roadbuilding market for equipment and materials. 
Reprints available from the publisher. ) 










Manufacturers aren't losing any time. They are al- 
ready expanding their facilities in order to supply the 
equipment and materials needed by contractors for an 
$8.5-billion level of highway construction in 1957. Con- 
tractors, too, have purchased many new rigs to handle 
the record volume of new work in the highway boom. 
A look at the chart above shows equipment shipments 
rising at a jet-like pace . . . and at the highest index 
ever. 













The importance of contractors in the giant road- 
building market cannot be overemphasized. They are 
your prime prospects and customers. They have the 
buying power . . . they hold the key to your profits. 
You must get your product story to them. 
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Construction 
Metheds helps you reach and sell contractors 


in the roadbuilding market 


Contractors (especially those doing roadbuilding) are 
constantly on the move. They finish a job in one state, 
then move to another. They aren't easy to reach. It 
becomes the marketing executive’s job, therefore, to 
use the most effective means of delivering his product 
sales story into the hands of the key men in these con- 
tracting firms. 


CONSTRUCTION METHODS magazine does just 
that. It gives you the most direct route to the most 
important contractor buying influences. 65% of the 
39,969 subscribers are in the contractor category. Each 
subscriber has paid for the opportunity to read CON- 
STRUCTION METHODS. This circulation parallels 
the geographic pattern of the construction activity 
throughout the nations CONSTRUCTION METH- 
ODS goes to the home office, to job sites — wherever 
the buying is done. 


We have selected two contractors out of the thou- 
sands which CONSTRUCTION METHODS covers. 
The listing of titles and location of the subscribers in 
these companies shows how CONSTRUCTION 
METHODS penetrates deeply into the construction 
buying patterns. (Each company reported $1,000,000 
or more in contracts, including roadbuilding, in 1955. ) 





FRUIN-COLNON, St. Louis, Missouri 
Subscriber Address 


St. Louis, Missouri 

St. Louis, Missouri 

St. Louis, Missouri 
Edwardsville, Illinois 
East St. Louis, Illinois 
St. Louis, Missouri 
Webster Grove, Missouri 
East St. Louis, Illinois 
Indianapolis, Indiana 
Creve Coeur, Missousi 
St. Louis, Missouri 

East St. Louis, Missouri 
St. Louis, Missouri 

St. Louis, Missouri 
Kirkwood, Missouri 
University City, Missouri 
Richmond Heights, Missouri 
St. Louis, Missouri 

St. Louis, Missouri 
Alton, Illinois 
Indianapolis, Indiana 
St. Louis, Missouri 


Subscriber Title 


President 

Vice President 
Superintendent 
Superintendent 
Superintendent 
Superintendent 
Superintendent 
Superintendent 
Superintendent 
Superintendent 
Superintendent 
Superintendent 
Construction Superintendent 
Engineer 

Engineer 

Field Engineer 
Carpenter Foreman 
Division Manager 
Chief Estimator 
Structural lron Worker 
Equipment Manager 
Field Accountant 





In 1955, FRUIN COLNON was awarded over $1,000,- 
000 in construction contracts. 22 key personnel in 10 
cities and 3 states pay for and receive CONSTRUC- 
TION METHODS every month, 
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MACCO CORPORATION, Paramount, California 
Subscriber Title Subscriber Address 


Vice President West Covina, California 
Vice President Longbern, California 
General Superintendent Arcadia, California 
Manager Pipeline Division Paramount, California 
Superintendent Hawthorne, California 
Superintendent Strawberry, California 
Superintendent of Construction Manhattan Beach, California 
Job Superintendent Long Beach, California 
Equipment Superintendent Paramount, California 
Pile Driving Superintendent Anaheim, California 
Field Superintendent Inglewood, California 
Engineer Long Beach, California 
Engineer Whittier, California 
Engineer Paramount, California 
Engineer Long Beach, California 
Engineer Long Beach, California 
Engineer Long Beach, California 
Foreman Bellflower, California 
Foreman Long Beach, California 
Foreman of Construction Long Beach, California 
Foreman Redondo Beach, California 
Foreman Wilmington, California 
Foreman Lynwood, California 
Foreman Lomite, California 
Foreman Compton, California 
Field Foreman Long Beach, California 
Foreman Lakewood, California 
Granite Construction Supt. Long Beach, California 
Chief Design, Engineer Arcadia, California 
Operations Engineer Venice, California 
General Equipment Foreman Artesia, California 





31 paid subscriptions to CONSTRUCTION METH- 
ODS go to MACCO CORPORATION personnel in 19 
cities .. . 15 different job titles are reached. MACCO 
Corp. reported over $30 million in contracts in 1955. 


This is the kind of circulation penetration-in-depth 
that CONSTRUCTION METHODS delivers among 
the big contractors who are, and will be doing highway 
work in the $90-billion highway market over the next 
13 years. CONSTRUCTION METHODS covers 13,274 
contractor companies of all sizes. 100 of these firms 
have 12 or more subscriptions . . . 7,609 have 2 to 11 
subscriptions each . . . 5,565 have one subscription each. 


The January issue of CONSTRUCTION METHODS 
offers you a timely opportunity to start an ad cam- 
paign that will pave the way for your salesmen. Your 
ads can create product recognition. They can drama- 
tize your product’s uses. They can develop product 
preference among contractors doing roadbuilding and 
other types of construction. 





( Advertisement) 


CONSTRUCTION METHODS’ January ’57 Issue 
Spotlights ROADBUILDING 


For the first time since 1948, The American Road- 
builders’ Association will sponsor a 1957 Road Show, 
January 27 to February 2nd, in Chicago. The eyes of 
the industry will be focusing on this major event, 
which will bring together contractors, state, county and 
city officials, manufacturers and distributors from every 
part of the world. As a service to the industry, and 
coincident with the 1957 Road Show, the January issue 
of CONSTRUCTION METHODS will be devoted to 
Roadbuilding . . . and the role of the contractor in the 
new federal-aid highway program. 


This issue will be devoted to Contractor Manage- 
ment, and to new and better roadbuilding techniques. 
It will feature a 32-page study of the advances and de- 
velopments in construction equipment. Reprints of this 
study will be distributed at the Road Show. 


McGraw-Hill’s CONSTRUCTION METHODS mag- 
azine and “Engineering News-Record” are combining 
their vast research facilities and editorial know-how to 
publish this timely study jointly, as a service to the 
construction industry. It will be a detailed, analytical 
discussion of the many significant advances and de- 
velopments in roadbuilding equipment. The study will 
help contractors to understand better why certain ma- 
chines were developed, how others have changed, and 
what types are catching on. Trends in size, power, con- 
trol, flexibility, production costs, and maintenance will 
be traced. 


Many practical illustrations of the kind shown on 
this page will be coupled with descriptive text to show 
how equipment is used for roadbuilding. These illus- 
trations will not picture the usual new product models 
accompanied with specifications. Rather, they will serve 
as a practical guide as to what equipment can do in 
road construction. This study will enable contractors 
to evaluate how well different types of equipment will 
meet their specific problem or needs. It will answer 
many important questions on equipment that can help 
contractors construct more miles of roads better, faster, 


7 Peo d 
and more economically . . . for their own advantage 
and profit and the country’s as well. 


CONSTRUCTION METHODS’ January issue will 
be another valuable addition to its regular series of 
educational-type articles on the subject of highway 
construction. These articles give readers basic steps 
and procedures on various phases of highway construc- 


Construction 
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( Advertisement ) 


tion operations including equipment and its use, ma- 
terials and their use, techniques, etc. To date there 
has been a series on Earthmoving, Concrete-Mixing 
and Placing, and Paving. The newest series is on Aggre- 
gates. 


The readers of CONSTRUCTION METHODS have 
shown a high interest in material dealing with the sub- 
ject of roadbuilding. This fact is substantiated by 
monthly READEX Reader Interest Reports. These re- 
ports determine the percentage. of total readers who 
are interested in editorial material and advertisements. 
We have reproduced several typical articles and ads 
on the subject of roadbuilding. The READEX Reader 
Interest Report on each attest to the high readership 
of editorial and ad pages dealing with this subject. (see 
illustrations at right) 


The January issue of CONSTRUCTION METHODS 
will be in the hands of its 39,969 subscribers in advance 
of the Road Show. In this way, contractors attending 
the Show will be able to plan what equipment they 
want to see .. . and better understand what they will 
see. Contractors will find the January issue packed 
with timely tips, practical construction techniques and 
ideas that will help them to increase their efficiency 


and get a profitable start in the biggest year of the 


worlds biggest industry. 





Scrapers Steal Show on Turapike Widening 


8 Placing 


And Finishing 
Concrete 
© 
% 











lata eal tet AEA A Sere 
Placing and Finishing Concrete, the eighth article in the Paving 
Series, interested 47% of CONSTRUCTION METHODS read- 
ers. 60% of all readers were interested in the article on the right. 
It discussed the use of scrapers to widen a turnpike. 


























The Ad on the left interested 43% of the readers. Showed how a 
5'4 yard shovel digs and trims a 284’ deep highway cut. On the 
right, dramatic illustrations and text showed the results achieved 
by the product in highway construction. 33% of the readers 
were interested. 


Tell Your Product Story to Contractors with the January 
Issue of CONSTRUCTION METHODS 


Now’s the time to plan your strategy and make the 
right moves in order to establish a strong foothold in 
the multi-billion-dollar construction market — and to 
retain this position in the face of growing competition. 


Contractor interest in the January issue will be high. 
Because of its special coverage of roadbuilding, at the 
time of the 1957 Road Show, contractors will be search- 
ing its editorial and advertising pages for helpful in- 
formation on this timely subject. 


You'll find CONSTRUCTION METHODS an effec- 
tive, low-cost sales tool to pave the way for your sales- 
men... reach the contractor buying groups . . . and 
sell them on the values of your products. 


So whether or not you are exhibiting at the 1957 
Road Show, make CONSTRUCTION METHODS’ 
January and subsequent issues your show place for a 
guaranteed audience of 39,969 subscribers. Your near- 
est CONSTRUCTION METHODS representative will 
be glad to give you complete facts and data on how 
we can help you market your products and services. 


Wire or Phone your space reservations NOW! Forms 
close December 15th. 
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OFFICES AND REPRESENTATIVES 


Dailas 2, 
New York 36, Adolphus Tower Bidg., 
330 West 42nd Street 


Main & Akard Sts. 
Longacre 4-3000 Prospect 5064 
{R. H. Larsen} 


{Gordon Jones} 
Chicago 11, 


Los Angeles 17, 
520 North Michigan Ave. 1125 West éth Street 
Mohawk 4.5800 Madison 6-935! 
(D. J. McGrath, 


(H. L. Keeler} 
H. J. Mashur, Jt. San Francisco 4, 
J.L. Rice 


68 Post Street 
Cleveland 15, Douglas 2-4600 
1510 Hanno Bldg. (R. C. Alcorn} 
IW. Deanah} Other Sales Offices 
Philadelphia 3, Boston 16, 
Architects Bldg., 350 Park Square Bidg. 
17th & Sansom Sts. Hubbard 2-7160 
Rittenhouse 6-0670 Detroit 26, 
(L. S. Kelly, Jr.) 856 Penobscot Bidg. 
Atlonta 3, Woodward 2-1793 
1321 Rhodes-Haverty Bldg. St. Louis 8, 
Walnut 5778 3615 Olive Street 
(W. D. Lanier) Jefferson 5-4867 


Construction ® 


Methods... 














Chapter activities of the 
National Industrial Advertisers Association 





9-POINT PROGRAM 





NIAA fights Reds 
by telling truth 
about the U. S. 


= NEW yorK—The NIAA has 
launched a nine-point national pro- 
gram to combat communism by 
having admen see that the truth 
about the United States is told 
throughout the world. 

The program is being conducted 
in cooperation with the United 
States Information Agency, which 
has brought out a folder describing 
the program and the need for it to 
NIAA members. 

The folder points out that Russia 
is spending about $2 billion a year 
to influence people throughout the 
world, while the United States is 
spending only $80,000,000. The 
NIAA and the USIA ask industrial 
admen to help make up the differ- 
ence. 

Here is the program: 


1. Letters from America—Adver- 
tising managers, agencies, house 
organ editors and business publish- 
ers are urged to encourage those 
with friends or relatives overseas 
to write them frequently, telling 
the truth about America. 


2. Magazines for overseas—Persons 
engaged in industrial advertising 
are urged to encourage employes 
and others to send both general 
and technical publications to other 
countries when they have finished 
with them. And publishers are 
urged to send over-run or returned 


National headquarters . 27! Madison Ave., N.Y.C 
Ralston B. Reid, chairman 


John C. Freeman, president 


news 


ployes also are encouraged. 





copies of their publications to over- 
seas points. 


Manu- 


facturers and publishers with for- 


5. Overseas advertising 


Technical 


3. Technical 


books in good condition should be 


books 
eign advertising programs are 
‘ge se occasional ads with a 
collected by companies and em- urged to use occasional a é 


ployes for shipment overseas. general educational or good will 


theme. 
4. Company exchange information 


6. Exchange More 


corporate participation in interna- 


oe scholarships 
Advertising managers, house or- 


gan editors and publishers should : 
tional educational exchange pro- 


get in touch with a company in the ; 
P grams is urged. 

same business or a customer in an- 

other country to exchange informa- 7. The American bookshelf—vU. S. 

tion and photographs for their book publishers have compiled a 


magazines. Exchange visits by em- 99-volume library of books that de- 


Confab . . New officers of Texas Gulf Coast NIAA chapter confer with NIAA presi 
dent John Freeman (seated left); North Texas chapter president Clark Fishel (standing 
left), Texas Instruments, and Ernest Sharpe (standing right), professor of advertising, 
University of Texas. Gulf Coast chapter officers (seated |. to r.): president C. A 
Bryant, Baroid Div., National Lead Co., and director Norman Hamner, Corrosion 
Magazine. Standing (I. to r.): director Dan Christopher, Gray Tool Co.; director John 
Spears, Oil & Gas Journal; vice-president Carl Bond, Houston Technical Laboratories 
secretary Dan Reat, Bowen Co. of Texas; director Ken Rice, Reed Roller Bit Co 
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Chef and friends . . Three men wh 


1T 


pict typical American life. The li- 
Industrial 
admen are urged to encourage their 


brary costs $30 a set. 


companies and employe groups and 
clubs to purchase these sets for 
placement in foreign countries. 


8. Make a permanent friend abroad 


Industrial admen are urged to 
write articles and otherwise urge 


those visiting a foreign country to 


make at least one permanent friend 


abroad. 


9. Technical movies—Companies 
and associations are urged to offer 
their commercial and _ technical 
movies to foreign industrial firms, 
schools and associations, after re- 
viewing the films carefully to pick 
those of interest abroad. 

This program had a trial run last 
year as a chapter project of the 
Chicago NIAA chapter (IM, Jan., 
55). It was so successful there that 
NIAA decided to make it a national 
project. 

Keith J. Evans, marketing con- 
sultant of Joseph T. Ryerson & Son, 
Chicago, is chairman of the NIAA 
public service committee, which has 
charge of the national program. 
Public service chairmen have been 
appointed to handle the program at 
the various chapters. 
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Dar Johnson heads Oregon 
NIAA for 1956-57 year 


Dar G. Johnson, 
Jr., advertising manager, Electric 
Steel Foundry Co., Portland, has 
president of the 
Chapter for the 


@® PORTLAND, ORE. 


been elected 
NIAA-Oregon 
1956-57 year. 

Other new officers are: 
president, R. K. Foley, 
manager, Pacific Power & Light Co., 
Portland; Joseph W. 


Bennett, account executive, Pacific 


vice- 


advertising 
secretary, 
National Advertising Agency, Port- 


treasurer, Robert J. 
Agency Litho- 


land, and 
Rickett, president, 
graph Co., Portland. 


Lowly industrial ad manager 
has good future, says Cannon 


® cHIcAGo—The industrial adver- 
tising manager, now at the bottom 
of the management salary scale, has 
an excellent future, but he’ll have 
to work for it, says management 
consultant Warren W. Cannon. 
Mr. Cannon, 


management consulting firm of Mc- 


principal in the 


Kinsey & Co., Chicago, spoke on 
“Industrial Advertising and_ the 
Management Team” at a meeting of 


the Chicago chapter of the NIAA. 


He said that in salaries, adver- 
tising executives are “at or very 
near the bottom” among major ex- 
ecutives in an industrial organiza- 
tion. 

The adman can improve his lot by 
reaching out in several directions to 
take on new responsibilities, and he 
will be aided by a trend toward in- 
creasing emphasis on advertising, 
Mr. Cannon said. 

The industrial advertising man- 
ager will become “of increasingly 
greater value” to his company for 
four reasons, Mr. Cannon said. The 
reasons: 


1. Old prejudices are disappearing, 
and there now is a general accep- 
tance by industrial top management 
of advertising. 


2. With continued improvement of 
advertising methods and media, ad- 
vertising becomes a more effective 
use of the sales dollar 


3. Increasing productivity means 
that advertising will have to take 
the lead in such functions as finding 


new markets. 


4. With 
buying 


continuous refinement of 
methods, 
more and more things according 
to fairly strict specifications, ad- 


toward buying 


vertising must act to create brand 
preference. 


Those four factors will prod the 
industrial advertising manager to- 
ward greater stature in his com- 
pany, Mr. said, but the 
process can be speeded up if the 


Cannon 


ad manager will: 
® Help the 
lending his 


department by 
“creative flair and 
showmanship” to things as 
sales meetings and sales training 


sales 
such 


sessions. 

¢ Aid company branches in pre- 
paring sales correspondence and 
direct mail. 

@ Help the treasurer in preparing 
the annual report and in communi- 
cating new accounting methods. 

e Bring new product ideas from 
the field to the engineering de- 
partment. 

® Give the personnel department a 
hand with employe relations pro- 
grams. 

@ Help the company president in 
carrying through the objectives of 
the company. 





; pubPliers Push Dy 
- Or More Griten s. 
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another 





electronics 


publication... 


but 
this one 


1S 


NEWS 





largest business 


organization 


ELECTRONIC 


Fairchild Publications’ two years 
of research and 66 years of publish- 
ing know-how combine to bring 
the electronics industry an exciting 
new concept —a weekly business 


newspaper. 


ITS RANGE — 


Fulsdilid's modern two buliding pleut in Now York houses 1,190 employees, As wide as the vast electronics industry 


serves industries with annual sales of $100 billion. Besides New York staff, itself 
seit. 


Fairchild has news bureaus in 32 cities. 


ITS SPECIAL PROVINCE — 


Business news, spotlighting the elec- 


tronics marketplace. 


ITS METHOD — 


Fast, accurate reporting, editing, print- 
ing, to place last week’s news on the in- 


dustry’s desk every Monday morning. 


Washington reporters Lloyd Schwartz and Robert Barr (in circle) cover Presiden- 
tial Press Conference. Twelve Washington reporters file news of vital govern- 


ment electronics market. 
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FARCMD TELETYPE 


om _—— 


news-gathering 


introduces 


Ny j WS 400,000 words a week come into Fairchild Wire Room, from 368 correspondents 


in U. S., 50 foreign correspondents in 30 countries. 


ITS CIRCULATON — 


30,000 men who influence purchasing, 
selected from top management, sales and 
production executives, government agen- 
cies, design, research and production 
engineers. Distribution is guaranteed 
from the first issue by the same rigid con- 
trols which made all Fairchild news- 
papers ABC paid. 


200 composing room printers, 65 linotype operators, 40 proofreaders are among 
technicians who prepare 750 columns of news and ads a day. 


ITS PERFORMANCE — 


Proven by Fairchild experience, equip- 
ment, personnel ... the same facilities 
which produce three daily newspapers, 
three weekly newspapers, a twice- 
monthly magazine which, in 1955, car- 
ried 26,628,816 lines of display advertis- 
ing, for 6,799 individual firms. 


Modern 6-unit press can turn out 660 newspapers a minute, averages 125,000 
a day — more copies than 96% of country’s consumer newspapers. 


® e B é 2 + ° % * fa] we es 
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Electronic News 


Suppliers 


BEGINNING 


Push Drive 


January 21 
advertisers 


can 


capitalize on: 


Faster Closings 

Like late news, advertisements receive rush treat- 
ment — can be placed as late as Thursday for Mon- 
day’s paper! 


Greater Frequency 

Every week Electronic News turns the news spot- 
light on the electronics marketplace. Advertise- 
ments, too, can remain in the spotlight 52 weeks 


a year! 


cs s ° 
New Marketing Opportunities 
Carefully aimed circulation gives advertisers new 
coverage-in-depth in all phases of the industry — 
in key government agencies—at all executive levels! 


For the full story, write or wire: 


ECTROMG Mf 


A FAIRCHILD PUBLICATION °°: 7 East 12th St., 











In Ohio . . NIAA board chairman Ralston B. Reid (right), General Electric Co., re- 
ceives Round-Up hat from C. D. Byrd, Dresser-ldeco Co., Central Ohio chapter vice 
president, as chapter president J. E. Konkle, Exact Weight Scale Co., looks on. 


In Indiana . . Officers predicting their Central Indiana chapter will turn in top Round- 
Up performance are (I. to r.) secretary W. J. Dye, Bozell & Jacobs; treasurer, H. L 
Martin, Diamond Chain Co.; vice-president William Pace, Caldwell Larkin & Sidener 
Van Riper; president R. E. Kessler, Diamond Chain Co.; vice-president Jack S. Peck, 
Curtiss, Quinlan, Keene & Peck, and vice-president George Bond, Mallory & Co 


In Texas . . North Texas chapter president Clark Fishel (right), Texas Instruments, 
and Texas Gulf Coast chapter president C. A. Bryant, National Lead Co., square off 
in six-shooter and bowie knife duel to symbolize Round-Up rivalry as Carl Bond (left), 
Houston Technical Laboratories, and NIAA president John Freeman look on 
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ROUND-UP 


NIAA chapters spice 
up membership drive 
with side bets 


® NEW YORK—Scattered—but opti- 
mistic—reports are coming in on the 
progress of NIAA’s' membership 
“Round-Up.” And spicing up these 
statistics are a series of inter-chap- 
ter rivalries. 

The aim of the Round-Up is to 
increase each chapter’s membership 
10 or 15% over 1955-56 by Dec. 1. 
Quotas have been set for all chap- 
ters, and the three chapters that 
make the best showing will win 
cash prizes—$250 for the top per- 
forming chapter (not in number of 
new members, but in percentage of 
its quota), $150 for the second 
chapter and $100 for third. 

Here are some Round-Up high- 
lights: 
> The Central Indiana chapter (In- 
dianapolis) warns that it’s “out to 
cop first place” in the Round-Up. It 
says it will not only meet its quota 
of 36 members, but is shooting to 
double its 1955-56 membership of 
29. To back up its optimistic pre- 
dictions, the chapter reports that its 
first meeting set a new attendance 
record. 
> Toronto reports five new mem- 
bers and 11 prospects at its Sep- 
tember meeting. 

» Chicago reports 37 new members 
toward a quota of 58, and predicts it 
will meet its total membership goal 
of 555. 

>» Texas Gulf Coast (Houston) and 
North Texas (Dallas-Fort Worth) 
have squared off in a duel over 
which will round up more new 
members. President of the losing 
chapter must journey to winner's 
corral to present a _ suitable in- 
scribed trophy. 

>» Youngstown, O., chapter expects 
to pick up 20 new members. 

> Rockford, Ill., chapter reports six 
new members. 

> The Boston chapter has bet New 
York it will make a better showing 
in the Round-Up. The stakes: A 
Boston beanpot and a pair of New 
York knickerbockers. 





FULL COVERAGE 
of Manufacturing 
Industries 


in Canada! 


Never before have industrial ad- 
vertising dollars gone so far as 
they do today in CIEN — the 
only Canadian industrial magazine 
published twice a month. A full 
schedule in CIEN — 24 issues — 
costs only $1,392.00 . . . a cost- 
meter maaan of $3.22... an un- 
eatable value that you'll find 
only in CIEN 


These 
Complete Market 
and Media Data 

Available to 
Advertisers 


and Agencies: 
N.LA.A, REPORT 
CIEN MARKET DATA SHEETS: 


1. Canadian manufacturing plants: size, 
number of employees, value of pro- 
duction 

. 1956 estimated expenditures, by prov- 
inces, on plant and machinery 

- 1956 estimated expenditures, by in- 
dustrial classification, on plant and 
machinery 


Report of Purchases by Readers 
Editorial Requirements 
List of Major Manufacturers’ Representatives 
Rate Card 
C.C.A.B. Statement 
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’56 farm equipment 
sales drop 13% 
below last year 


By Frederick Borden 


# Although total manufacturers’ 
shipments of farm operating equip- 
ment during 1955 were about 20°; 
above totals for the previous year, 
current indications are that this 
year’s production will be consider- 
ably below that of 1955. 

The low level of farm products 
prices during the winter months, 
combined with uncertainty about 
government programs relating to 
price supports and future acreage 
allotments, as well as considerable 
amounts of unfavorable weather, 
are all seen as contributing factors 
in this year’s expected market de- 
cline. 

Cash receipts from farm market- 
ings for the first five months of this 
year were only slightly less than 
those achieved during the January- 
May period of 1955, totaling some 
$10.14 billion against $10.24 billion 
a year earlier. The national picture 
in this respect was spotty, according 
to U. S. Department of Agriculture 
reports, with three of the nation’s 
six regions showing some gain - 
east north central, south Atlantic 
and south central. However, within 
the various regions, many individ- 
ual states failed to follow the com- 
parative pattern set by _ regional 
totals, often showing a gain over 


Who supplied the facts... 


IM asks business 
paper editors 
about conditions 
in their fields. 


the previous year while the ’56 re- 
gional total was smaller than in 
1955, or vice versa. 

While farm operators’ net in- 
comes may this year increase 
slightly over 1955 levels, there is 
still much uncertainty as to the 
effect of such a development on 
farm equipment purchases during 
the months to come. Much will de- 
pend upon the farmers’ appraisal of 
the recently enacted soil bank pro- 
gram, which became effective only 
after plantings were almost com- 
pleted, and therefore is expected to 
have only limited application dur- 
ing the current season. 


Drop in acreage foreseen . . In 
1957, it is expected that operation of 
the program will have an over-all 
effect of reducing total acreage 
planted to crops, although those 
farmers who do not participate may 
increase their plantings and the 
country-wide total reduction may 
therefore prove to be somewhat less 
than most authorities currently 
foresee. 

Those farmers using the soil bank 
program doubtless will attempt to 
obtain higher crop yields per acre, 
a development which will require 
something more than the normal 
per acre use of machinery and 
equipment. Many farmers are ex- 
pected to use their machines for soil 
improvement purposes and for con- 
trolling weeds. 

Agricultural authorities are con- 
cerned also with the possible effects 
of the recent steel strike on the 
farm operating equipment market. 


ntinued on page 96 


Facts for this story were supplied by Robert M. Thomann, editor, Farm 
Equipment Retailing; Bruce Foster, associate editor, Farm Implement News; 
George H. Seferovich, editor, Implement & Tractor, and Redfern Hollins, 


Southern Farm Equipment. 





what he’s 


looking for? 


He’s on the hunt for new and better products... 


There’s nothing else on his mind! 


Every month 66,000 product 
selectors search for improved 
equipment, parts and materials 
in Industrial Equipment News. 

Could there be a better place, 
time or frame of mind in which 
to tell your product story? 

The 40,000 establishments in 
all 452 industries for which they 


buy and specify make 80% of, the 
national product. 

Every NEW market is satu- 
rated; every present market is 
covered. 

Details? Send for COMPLETE 
DATA FILE, and new, YOUR 
MARKETS ARE CHANGING 
booklet. 


CON a: Eighth Avenue, New York I, N.Y. 





Latest Census Figures Show 
Farm Equipment 
sales up 25.7% 

in South-Southwest 


According to the latest U. S. Census fig- 
ures the market for farm equipment in the 
South and Southwest is booming. A fat 
sales increase of over 25% is reported by 
dealers in the important territory below 
the Mason and Dixon line. 

This gain assumed added significance 
when measured against the gain for the re 
mainder of the country, which was only 
15% in the 6-year Census period, 1948-1954. 

4 significant factor in the Southern sales 
gain has been the 16% increase in number 
of farm equipment dealers in this market 
during the Census period. 

No industry-wide figures have become 
available on the increases since the Census. 
Spot checks with leaders in the field, how- 
ever, attribute the continuing brighter as- 
pects of this market to the South’s more 
favorable farm income picture. 

Southern and Southwestern farm income 
for 1955 was ahead of 1954. For the first 
7 months, 1956 was 82% ahead of 1955 
whereas the rest of the country was behind. 


Reach more dealers, sell more! 


SouTHERN Farm EQuipMenrt is the single 
South-wide business magazine that goes to 
ALL of the worthwhile implement dealers 
in this market. Big city and small full 
line dealers, distributors, plus the impor- 
tant farm equipment departments of the 
South’s hardware stores. Over 18,000 total 
circulation! 

Devote to the South a share of your ad- 
vertising in proportion to the potential of 
the market and you will be more than 
pleased with the increased sales you get 


from the territory. 


. 
Southern Farm Equipment 
Southern Hardware 
One of the W.R.C. Smith Publications 
806 Peachtree St., N.E., Atlanta 8, Ga. 
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Increased manufacturing costs, re- 
sulting from higher steel prices 
growing out of the strike, are seen 
likely as resulting in a 5% to 7% 
price hike to the farmer for ma- 
chinery and equipment. Major 
question bothering the industry in 
this connection is whether or not 
farmers will accept such price hikes 
without embarking on buyers’ 
indulged in 
this 


strikes such as_ they 
during 


year. 


the early months of 


Tractor production down .. A 
sharp drop in tractor production oc- 
curred during June and July, and 
while later figures are not yet avail- 
able, industry leaders seem agreed 
that the fall-off is likely to have 
continued during the past few 
months. Thus, wheel-type 
production for 1956, barring a sharp 
and unexpected upswing, may not 
exceed 230,000 units, as compared 
with 330,176 
year. 
Domestic distribution of farm op- 
handled by 


tractor 


manufactured last 


erating equipment is 
some 25,000 
set up to provide repair servicing. 
Faced by a 
earlier this year, which in at least 


dealers, who are also 


serious sales slump 
reported to be as 
off 1955 figures for 


dealers 


case was 
as 80% 
months, 


one 

much 
comparable these 
were urged by agricultural author- 
ities to revise and their 
marketing techniques. Incentive 


plans for salesmen and mechanics, 


improve 


flat rate repair pricing policies, shop 
tool audits, periodic forecasts and 
budgets, and improved financial and 
control methods were some of the 
steps the dealers were encouraged 
to take. Over-all indicate 
that equipment 


reports 


farm sales so far 


this year are about equal to 1954 
figures, or about 13% off last year’s. 


New methods, new products. . 
In addition, many of these dealers, 
recognizing that changing farming 
techniques were creating increased 
demand for new products, have be- 
gun to concentrate their promotion- 
al activities in a different direction. 
Irrigation equipment, for example, 
including such items as pumps, mo- 
tors, tubing, valves and fittings, etc., 
is being pushed by forward-looking 
dealers in line with this new policy. 

Materials handling equipment, 
crop conditioning and storage units, 
liquid balanced fertilizers and ap- 
plication equipment, flow meters, 
sequence timers, sprayers and dus- 
ters, lawn and light farm equip- 
ment, bulk tank coolers for dairies 
and chemicals for insect and disease 
control are some of the products 
which dealers see as possibly off- 
setting the that has 
taken place in more conventional 
farm operating equipment. 


sales slack 


Marketing potential for manufac- 
turers of farm equipment lies also 
in the fact that much of their total 
production is often for non-farm 
use, both domestically and for ex- 
port. This is principally true in the 
heavy construction industries, an 
outlet which has had a very favor- 
able history during the past few 
years. The recently enacted federal 
road building program should pro- 
vide an increasing market for this 
type of use of the non-farm prod- 
ucts of these manufacturers. 


Export market still high .. A 
bright spot in the over-all picture 
is the continued high level of ex- 
ports of farm machines, equipment 


ntinued on page 9 
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. News and Views—Ideas—Facts and Figures . . . 
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Evaluating 


IRON AGE 


The National Metalworking Weekly 


WhenWill Aluminum Output MatchDemand? P.51 
Foreign Ores: Insurance For Steel Supply P.56 
Digest of the Week P-2 


3 MAGAZINES IN 1: Technical articles, 
news of industry, market and price data 
make up IA’s 3-way editorial approach. 
Sept. 13 cover above highlights some of 
the varied diet appealing to all segments 
of metalworking’s buying-specifying team. 


As specialty coating 


NEW APPLICATIONS of old materials, 
applications for new materials are regular 
features of The IRON AGE technical 
editorial section. Illustrated here is a Sept. 
6 report on new uses of vacuum metal- 
lizing as a low cost specialty coating. 


echnical Developments 


HOW [eel 
TO GET MORE 
FOR YOUR 
METALWORKING 
DOLLAR 


OVERALL PERSPECTIVE on key areas 
of metalworking is an important com- 
ponent of The IRON AGE’s technical 
and engineering editorial. This “Inspec- 
tion Dollar” story in the Sept. 27 issue 


is typical of these periodic major reports. 


Offer production pomuses 


The Case for 


Precision 


NEW TECHNIQUES, new processes 
also receive major emphasis in IA’s 
weekly evaluations of new technical de- 
velopments. Engineering and production 
men got valuable tips on cutting stamping 
costs in this Sept. 13 carbide dies article. 


Engineering, Production 
Are Vital Parts of IA’s 
3-Way Editorial Coverage 


Evaluating technical develop- 
ments for metalworking executives 
is one of three basic editorial serv- 
ices provided by The IRon Ace. The 
other two: interpretive reporting of 
all major news affecting metalwork- 
ing; up-to-the-minute market and 
price data on key metals and scrap 

IA engineering and_ production 
articles keep metalworking execu 
tives posted on the significance of 
new materials, new applications of 
old materials, new techniques and 
processes. They also prov ide an 
overall picture of developments in 
such metalworking areas as inspec- 
tion, tooling, materials handling 

Recent examples of the various 
types of technical articles are illus 
trated on this page. 


983 Technical Pages in 1955 

Because The IRon AGE is a week- 
ly, scores of technical and engineer- 
ing subjects can be presented fully 
in a year’s time and presented 
while a material, technique or pro¢ 
ess is still newsworthy 

Topics include those common to 
all metalworking: metal finishing 
metallurgy, fabricating. New tech 
niques are discussed in machining, 
welding, testing and inspection. In 
metals, coverage includes iron, 
steel, aluminum and many alloys 

In 1955 IA offered engineering 
and production men 983 pages of 
technical news and evaluation 


3 Magazines in | 

Equally as important as Engi- 
neering-Production Articles are The 
IRON AGE's two other major editorial 
sections: News of Industry and 
Markets and Prices. By using all 
three editorial approaches, IA de- 
livers to its advertisers metalwork- 
ing’s entire buying-specifying team 
—administration, engineering-pro- 
duction, and purchasing. 
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METALWORKING SALES WILL HAVE ZOOMED from $61 billion in 1947 to more 
than $135 billion by the end of the current year. They are expected to soar further to 
$200 billion by 1965. The IRON AGE “Metalworking’s Growing Markets” issue will 
deal with some of the problems of marketing the ever-increasing volume of metal- 
working products. If your product has a future in metalworking, the ideal place to tell 


> 


the story is in the “Metalworking’s Growing Markets” issue. Out Jan. 3; closes Dec. 15. 


What's the Size of Your Stake in 


Metalworking’s Growing Markets? 


AcE will help bridge 
this gap by devoting more than 100 
fact-filled pages to this vital sub- 
ject. Included will be the 1957 mar 
kets for leading metals and metal 
spec ial reports on the 


If you are typical of the firms 
selling to metalworking, your stake 
in metalworking’s markets has more 
than doubled in the past 10 years 
U.S. Office of Business Economics 
figures show that metalworking 
sales jumped from $61 billion to 
over $125 billion during the period 
1947-55... will reach at least $135 
billion in 1956 according to IRON 
AGE estimates. 


$65 Billion Growth in Next Decade 


And that stake will increase by 
half again with metalworking sales 
expected to hit $200 billion by 1965 
prediction by Director of Research 
]. Walter Thompson, The [Ron Acer, 
January 5, 1956) 

That's why you have a big stake 
in The IRon Acer’s “Metalworking’s 
Growing Markets” issue. This guide 
for management planning will deal 
with some of the problems of mar 
keting the ever-increasing volume 
of metalworking products 


Marketing Lags Behind 


Metalworking management frank- 
ly admits that it knows far less 
about markets—their size, location 
changing trends, who does the buy 
ing—than it knows about the pro- 
duction of metalworking products 


The IRon 


products 
iutomotive industry and the West 
Coast _a look at the long-range 
markets for steel, aluminum, cop- 
per, brass analysis of population 
trends as they affect expansion and 
plant location tips on doing 
business with Uncle Sam how 
to tap the Govt.’s storehouse of 
market information plus pro- 
duction and price data, a trade as- 
sociation directory, and other refer- 
ence-value features essential to 
management planning. 
Repeat Traffic for Advertising 

Because it will contain over 100 
fact-filled pages of market data so 
basic and vital to metalworking, 
buying-specifying executives will 
be reading and rereading it for 
months to come. And each time 
they do, it means intense reader 
traffic for your selling message 

If your product has a future in 
metalworking, the ideal place to 
tell that story is in The IRON AGE’s 
Annual Issue on “Metalworking’s 
Growing Markets,” out Jan. 3. Final 
closing, Dec. 15. 


Growth of Metalworking 
Will Push IA Circulation 
to 50,000 by Jan. 1957 


To keep step with the dynamic 
industry it serves, IA is increasing 
its circulation to approximately 
50,000 effective Jan. 1. Dictating 
this increase are metalworking’s 
many new plants, plus continued 
growth within existing plants. 


IA Census Finds New Metalworkers 
Current revision of The IRON AGE 
Census of Metalworking ( first since 
1954) is turning up scores of new 
plants whose coverage is a must for 
advertisers. In California alone, IA 
located 124 new metalworking 
plants with 40 or more workers: 


New Plants Since 1954—California 
Plants Over 

S.LC. Industry 40 Workers 

Ordnance & Acc 

Metal Furn 

Primary Metals . 

Fab. Metal Prod 

Machine ry 

Electrical Equip 

rrans. Equip 

Instruments 


Misc. Mfg. (Met . 2 
TOTAL CALIFORNIA 124 


The IA reveals 
growth within many existing plants, 
indicating the need for greater cir- 
culation penetration in these plants. 
Thus new plant coverage; greater 
penetration in existing plants will 
cause [RON AGE circulation to grow 
as follows by January 1957: 





Census also 


June Jan. 

1955 1957 
Potal Qualified Circulation 42,340 47,400 
Total Distribution 15,140 50,000 





This increase means that IA ad- 
vertisers will continue to reach vir- 
tually the entire metalworking mar- 
ket, while still enjoying the lowest 
cost-per-thousand rate in the field. 


“| didn’t just drift into this way of life—I 
took a series of vocational aptitude tests.’’ 














Editorial 
Evaluation 
Boxscore 








373 Pages for Buying Team 

In its five issues from Sept. 6 
through Oct. 4, IA provided 373 
pages of interpretive, weekly re- 
porting to attract metalworking’s 
entire buying-specifying team—ad- 
ministration, engineering, produc- 
tion, and purchasing. The 1956 
editorial boxscore through Oct. 4: 
2982 pages covering all significant 
metalworking developments. In- 
cluded in the latest five issues were: 








PIGIOTIANIS. 22.5 oo ecb cca caso. pages 
You Who Are About to Retire 

Things Will Be Rough This Fall 
Long-Term Shortsightedness 

It’s Imbecilic to Trust the Reds 

Plate Shortage Overtones 


News of Industry 70 pages 
Business Benefits from Aid to Education 
Plastic Coated Steel Hits the Market 
Aluminum’s Banner Year: 1958 

Steel’s Big Problems Still to Come 
Taconite Strides into the Big Time 
Business: It'll Be Even Better in 757 
How to Beat Factory Noise Problem 
What Are the Real Taft-Hartley Issues? 
Refractories Bet on Basic Brick 


News Analysis 35 pages 

Who’s Expanding in West Coast Industry? 

Capital Looks for Steel Price Hikes 

GM Strikes First with Fuel Injection 

Tough Times Ahead for Steel Consumers 

Congress Moves Towards Administrative 
VP 

Machine Tool Equipm«e nt Sales Higher 

Industry Fights for Atomic Energy Rights 

Money Squeeze Hasn’t Hurt Spending 

Ford Guns for °57 Lead Over Chevrolet 

Technical Articles ccle 64s < SO OS 

Tougher Vacuum Coatings Find New 
| SCS 

How to Pick Electrodes for Production 
Welding 

Stampings: The Case for Carbide Dies 

Simple Feed Increases Deburring Output 

Over-Lubrication Shortens Bearing Life 

Job-Hopping Presses Keep Pace with 

eedas 

How to Get More for Your Inspection 
Dollar 

Let Ultrasonics Probe for Proper Part 
Thic kness 

What Do We Know About Hydrogen 
Steel? 

Markets and Prices 74 pages 

Coin Machines: Growing Metalworking 
Market 

Appliances: Easy Living Hits New High 

Tractor Industry Faces Slump 

20 Million New Households by 1975 

Oilfield Equipment: Rigs to Riches 

Why San Francisco Is Good Market Bet 

Canmakers Preserve Healthy Level 

Tight Steel Market Will Carry Into 1957 

How to Tap the Atomic Energy Market 

Other Editorial 

Total Editorial (5 Issues*) . . 

Total Editorial 1956 

*Sept. 6 through Oct. 4 


..373 pages 
2982 pages 








MARKETING AID for advertisers and agency men is available in this IA brochure tell- 
ing how to pinpoint your metalworking market. Brochure explains the IRON AGE Mar- 


keting Assistance Program, summarizes 


the information presented to over 1000 


marketing men at IA’s series of 40 market research seminars held during the first six 


months of this year. 


How-to-do-it Brochure Helps You 
Probe the Metalworking Market 


How do you determine potential 
for your product in the metalwork 
ing market? How do you analyze 
sales performances, establish ter 
ritories, or explore new markets? 
How do you pinpoint good _ pros- 
pects? 

Over a thousand advertisers and 
agency men in key metalworking 
cities got the answers to these ques 
tions earlier this year in a series of 
10 marketing seminars conducted 
by IA Research Director Oliver 
Johnson. 


Information Available 

If you didn’t attend one of these 
seminars and would like similar 
marketing assistance, you can get 
it from the IA brochure How You 
Can Pinpoint Your Marketing to 
Metalworking. 

Summarizing the information pre- 
sented at the seminars, this brochure 
shows you how to make profitable 
use of IA’s two unique research 
tools: Basic Marketing Data—a 
statistical picture of 23,000 S.I.C.- 
coded metalworking plants—and its 
companion IBM facilities for pin- 
pointing any segment of this market. 

You learn how to use Basic Mar- 
keting Data to organize your mar- 


ket by plant size, location, S.1.C 
classification, product, or any com- 
bination of these. You learn how to 
employ the IBM facilities to con 
duct market research by mail; how 
to check the validity of your return 
and then expand it into national or 
regional potential. You also learn 
how to determine sales potential in 
any one of 148 key industrial areas 
without making a survey. 
Case History Traced 

Of special interest is a step-by 
step case history showing how one 
company successfully used [RON 
AGE research tools to develop such 
firsthand information about their 
size and location 


manufactured 


market as name 
of plant, product 
materials processed, whether or not 
a prospect, future purchasing plans 
and name and title of man supply- 
ing the information. 

Copies of How You Can Pinpoint 
Your Marketing to Metalworking 
are available in limited quantity on 
request. Cost figures for using [A's 
market 
cluded. Write on company letter- 
head to Oliver Johnson, Director of 
Research, The Iron AcE, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 


research services are in 
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Profiles of the Metalworking Market... 


HEAT TREATING is a basic production operation in one out of every four metalwork- 
ing plants employing 20 or more plant workers. A primary market for furnaces and 
flame hardening equipment, heat treating departments are also major consumers of gas 
generating equipment, bulk gases, lubricating oils, molten salts, heat treating chemicals, 
materials handling equipment, safety devices, testing apparatus, and recording and 
controlling instruments. The IRON AGE reaches 5294 of the 5876 worth-while heat 
treating shops and last year published 96 pages of technical articles and scores of pages 
of news on this segment of metalworking. Valuable data on the heat treating market and 
its buying habits can be found in IA research reports, available on request. 


NEW COLOR FILM 
ON TOOL STEEL 


+ 


SETHLEMEM TOOL STEEL 
¢ \ ENGINEER Says 


Blanking Die of Lehigh H Proguces 
world’s largest forging press 15,000 Shotgun Hammers Between Grinds 


cuts costs of aircraft parts 


y” 


oa LOEWY-HYDROPRESS 
D) BALDWIN LIMA HAMNTON 


LONG COPY OR SHORT COPY? If the two ads above are any indication, it doesn’t 
make much difference. Appearing in the June 28 IRON AGE, both scored equally well in 
Mills Shepard ratings. The Baldwin-Lima-Hamilton page (Loewy-Hydropress Division) 
with its relatively short copy scored 28% Remembered Having Seen, 19% Read Partially, 
and 14% Read Thoroughly. Bethlehem’s page, carrying over 3 times as much copy, 
scored 31% RHS, 23% RP, and 11% RT. Conclusion: what you have to say is far more 
important than how long you take to say it. 


Chestnut & 56th Sts., Philadelphia 39, Pa. 


How Advertisers Are 
Using IA to Reach 
MetalworkingMarket 


One sure way to measure The 
IRON AGE’s value as a medium for 
reaching the complex metalworking 
market is to analyze IA ad content. 

The page totals below represent 
thousands of decisions by men 
whose job it is to inform metal- 
working’s buying team — adminis- 
trative, engineering, production, 
and purchasing officials—about a 
wide variety of industrial products. 


Pages Pages 
June ‘55- 1952-55 
Product Classification June ‘56 





1. Ferrous Metals & : 
Mill Products 913 
2. Nonferrous Metals & 
Nonmetallic Materials 
Steel Mill & 
Foundry Equipment 
Machine Tools & 
Metalworking Equipment 
Machine Tool Accessories 
Fastening & Joining 
Metal Treating 
Metal Cleaning & Finishing 
Manufactured Parts & 
Components 
Materials Handling 
Equipment 
Power Transmission 
Equipment & Components 


Plant Service Equipment 
Engineering Products & 
Services 

Other Products & Services 


Classified Advertising 


TOTAL 


Planning Pointers 


A Review of IA Advertising and 
Marketing Aids... 


e@e Ad Readership Studies — Sum- 
mary reports of Mills Shepard ad 
readership studies for IA issues 
dated 1/12..2/2 2/23. 3/15. 4/5. 
1/26, 5/17, 6/7, 6/28. and 7/19/56. 


e 4-Digit S.C. Breakdown — IA 
June 1956 Circulation. 

e How to Pinpoint Your Market- 
ing to Metalworking—A market re- 
search approach to metalworking. 


(For copies—available in limited quan- 
tities—write on company letterhead to 
Promotion Department, The IRON AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa.) 





TRENDS .. 


continued from p. 96 
and tractors. Although the total 
number of wheel tractors shipped 
overseas during 1955 was less than 
half of the high annual export rate 
enjoyed in 1948 and 1949, it meas- 
ured up well to 1954 totals. During 
the first half of this year, 32,230 
tractors were exported, as against 
33,762 during the January-June 
period of 1955. Domestically, how- 
ever, shipments fell off to 127,347 
for the first half of this year, com- 
pared to 189,760 during the first six 
months of 1955. 

Of the eleven major classifications 
of farm machines and equipment on 
which government reports are reg- 
ularly issued, only two showed any 
increase in value of manufacturers’ 
shipments during the second quar- 
ter of this year over the April-June 
1955 period. These were sprayers 
and dusters, running at 106% and 
milking machines and milking ma- 
chine equipment, showing a 121% 
relation between this year’s second 
quarter totals and those of 1955. 
Other classifications of farm operat- 
ing products showed these percent- 
ages in comparison to 1955 April- 
June value figures: 

Plows and listers 

Harrows, rollers, ete 

Planting, seeding, fertilizing 

machinery 

Cultivators and weeders 

Harvesting machinery 

Haying machinery 63 

Crop preparing machinery 

(for markets) 72 

Farm elevators and 

blowers 73 

Farm wagons, trucks, etc ...84 

Total figures for all 11 categories 
show first six months shipment val- 
ues for 1956 at 78% of last year’s 
equivalent period, with 72% as the 
figure for comparative second quar- 
ters. s 


The Ever-Changing Farm Economy 
Means New Mechanization 


, 


Farmers today are alert to cost-cutting ‘machine tools” for live- 
stock and crop production, quick to see the savings that can be 
made in the home. New farm mechanization to cut costs and save 
labor may mean added sales for you — if you place your advertis- 
ing now in the magazine that goes to more of the men who foster 


new, effective farm mechanization. 


FARM IMPLEMENT NEWS leads the way to the most im- 
portant buyers in the farm equipment field because: 
1. FIN leads all farm trade publications in circulation to 
farm implement dealers and jobbers. 


2. FIN leads all farm trade publications in circulation to farm 
equipment manufacturers. 


3. FIN supplements this leading manufacturer paid circula- 
tion with additional distribution to insure substantially com- 
plete coverage of design engineers, purchasing agents and 
others who influence the selection of material and compo- 
nents in tractor and farm equipment manufacturing plants. 


The lifeblood of any publication is reader interest created by 
editorial skill and authority. For only editorially can a publication 


be individual . . . attract readers . . . arouse interest. 


Advertisers find that high reader interest in editorial content 
carries over effectively to the advertising message... YOUR 
advertising message. That’s why your advertising sells more in 


FARM IMPLEMENT NEWS. 


*the results of independent surveys 


FARM IMPLEMENT NEWS 


608 S. Dearborn Street © Chicago 5, Illinois 


Farm Implement News sells the salesmen 
and designers in this basic market 
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50 BILLION DOLLARS WAS ONLY THE 


When Congress 


HOW TO TAP THIS MARKET AT 


ASSOCIATED 


CONSTRUCTION + CONSTRUCTION BULLETIN - CONSTRUCTION DIGEST - CONSTRUCTIONEE INSTRUCTION NEWS MONTHLY + DIXIE CONTRACTOR ~ MICHIGAN CONTRACTOR AND BUILDER + MID-WEST CONTRACTOR 


98 / Indust 





When Congress approved the new highway program, the cost of this biggest public 

works program in U. S. history was widely publicized at 50 billion. Actually, that fig 

ure was comparatively modest . . . In addition to the Federal Aid program, States, cities 

and local governments are expected to add at least another 

BEGIN NI NG lien is 50 billion to their own projects plus more billions for Federal 
roads thru public lands . . . Road machinery manufacturers alone expect to sell 90,000 


additional units annually and the total of component and auxiliary items is almost 


beyond imagination! 


Passed the Bill! 


Your product may be road machinery, trucks, tires, petroleum products, steel, cement 
lumber, explosives, pipe, paper products ——or—any of the hundreds of items used 
by the road building industry .. . You can be sure that potential sales will be at least 


50% higher than at present ... To help you to get your full 


ITS ROOTS... Share of this tremendous market, the ACP group can imme 


diately offer invaluable marketing and distribution counsel, the largest circulation of 
any single medium plus a unique advertising and editorial approach that reaches buyers 


at the ‘grass roots’ level! 


CONSTRUCTION PUBLICATIONS 


Most Complete Coverage in the Nation 


MISSISSIPPI VALLEY CONTRACTOR + NEW ENGLAND CONSTRUCTION - PACIFIC BUILDER AND ENGINEER + ROCKY MOUNTAIN CONSTRUCTION - SOUTHWEST BUILDER AND CONTRACTOR - TEXAS CONTRACTOR - WESTERN BUILDER 


Director of Advertising Services: David M. Hyde, 505 Fifth Ave., New York 17, N. Y., Phone: Murray Hill 2-0326 
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. .. the one on the right looks far 
bigger .. . but it’s not! Measure 
both cards or actually cut them out 
and compare them! They‘re the 
same size! 


First or casual impressions can be just as misleading in media selection. And 
costly, too! Protect your metal advertising investment with a careful examina- 


tion of all the facts. 


From the advertisers’ viewpoint, MODERN MACHINE SHOP meets all 
requirements. It has 48,000 circulation, largest in the industry. It has the 
largest plant circulation, over 30,000 plants. And its cost is lowest, just $6.08 


per thousand. 


From the readers’ viewpoint, MODERN MACHINE SHOP has equally 
high acceptance. In its modern, convenient pocket-size format it is filled with 


authoritative, helpful articles . . . there’s something of interest for every reader. 


Use MODERN MACHINE SHOP to present your advertising message to 
metal working. You reach the industry’s largest, most influential audience 


at minimum cost with maximum effectiveness. Write for latest media data. 


modern machine shop 


Aliso Publishers of Products Finishing 


431 Main Street Cincinnati 2, Ohio 








which ad 
attracted 
more readers? y 








‘A 


llied 


hemical 


Our Technical Service Laboratory Will Help 
Yow Build Better Products With Neville Resins 


ik Re eae ETHANOLAMINES 


40 Rector Street, New York & WT. 


4 


Benefit vs. label headline 

® These two chemical ads appeared in the same issue of Chemical 
Engineering. Although the ads are similar in layout, the headlines 
are radically different. The smaller Neville headline presents a claim. 
whereas the large Allied Chemical headline simply states the name 
of the advertiser and product. Which ad attracted more readers? 


See page 102. 























ELECTRONIC 
INDUSTRIES 
offers a 
special coverage 
option for 
advertisers 
aiming at the 
communications 
market 


f For more details 
| turn to page !73 


ELECTRONIC 
INDUSTRIES 


and TELE-TECH 


A Chilton Publication 


Chestnut and 56th Sts. 
Philadelphia 39, Pa. 
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7 Although both ads 
cessful in attracting 
Allied Chemical ad 
with a 33% 
most’, 


were suc- 

readers, the 
took the lead 
“noted” and 13% “read 
compared to a 27% “noted” 
and 6% “read most” for Neville 

The 
a red background in the 
Chemical ad 
catcher. Futhermore, the 


“Allied Chemical’ 


the illustration at an 


against 
Allied 


is certainly an eye- 


outline photograph 


name 
boldly cuts into 
unusual an- 
gle, so that the reader did not 
fail to 
producer with the ad. Thus, the in- 


associate the name of the 


terest of approximately one out of 


llied f — 
hemical 


| aD which ad 


attracted 
more readers? 


Below is 
the answer 
to the problem 


on page 101 





\Y 


three noters was retained through- 
out the ad. 

Only one out of five noters, on 
the other hand, most of the 
Neville ad. Although the 
abstract illustration is interesting, 
it does not have the Allied Chem- 
ical’s clarity and “stopping” 


read 
rather 


power. 
More important, however, the ex- 
pository headline in small print 
tends to be subordinated to the il- 
lustration, and fades into the back- 
ground. 

The scores, reported by Daniel 
Starch & Staff, Mamaroneck, N. Y., 


are as follows: 


Allied Chemical 
Seen- 


Noted Asso. 








Neville 


Noted 





NEVILLE 


QO Noted denotes the percentage of 
readers who, when interviewed, said they 
remembered having seen an ad—whether 
or not they associated the ad with the 
name of the product or aavertiser. 


S) Seen-Associated denotes the pe: 


cent of readers wno said they remembered 
seeing the ad and associated it with the 
name of the product or aovertiser 


[R} Read Most denotes the per cent o7 


readers who read 50% or more of the 
copy 


Cost Ratio tells the relationship between 
the cost per hundred reaaers (who ‘noted,’ 
for example) for a specitic ad and the 
corresponding median average cost for 
all the aas in the same issue. A “Noted” 
cost rano of 175, for examvie. would mean 
that the ad ” 

per doliar than par for the issue, par being 
100 ano representinc the median average 
cost. Thus a cost ratio above 100 is above 


averace: below 100 is below average. 








Are your 
construction ads 
hitting home? 


CONSTRUCTION EQUIPMENT?’s new reader 
research method —‘'Target Reports” — shows 
advertisers how and why their ads hit home — 
or don’t; provides clues to improved ad sales 
performance. 


Here’s a great new opportunity to find out what 
kind of a sales job your advertising is doing for 
you in the construction field. Find out — not in 
terms of how many people note or read them— 
but how well your sales message gets across to 
them. Get real evidence of your advertising’s 
effectiveness, valuable clues to its improvement. 


Target Report® surveys 
in 1957 can tell: 


e If your message is unders.ood 

¢ If prospects believe your claims 

e If you’re giving the kind of information they want 
¢ If your ads are helping to sell the product 





How “Target Reports” Reader Research Works 


A team of experts in depth-interviewing from 
Harvey Research goes out into the field and 
reviews an issue of CONSTRUCTION EQUIPMENT, 
page by page, with a cross section of its readers. 
These men are asked to tell just what they get 
out of each advertisement, full page or larger; 
to describe what it tells them, in terms of their 
own interests and needs. Their comments are 
carefully recorded and that’s how you get them 
— word for word. You'll know how well these 
men get your sales message — learn what kinds 


of information they want and look for, what 
they believe and what they doubt. You will find 
out what they want to see in advertisements, 
how they feel about photographs, drawings, 
specifications, performance features. You'll 
have a great new tool that will not only tell you 
how you're doing—but give you clues on how 
you can do it better. You’ll get them fast, too 
Target Reports will be ready about 30 days 
after the end of issue month. 


No charge is made for this unique service. Ad- 
vertiser and agency each gets a complete bound 
set of comments on a full-page or larger adver- 
tisement ... plus all the additional comments 
on their general information needs made by con- 
struction men. Regular issues of CONSTRUCTION 
EQUIPMENT in February, June, August, October 
and December 1957 will be studied. 


“or further 


information write 


Construction 
Equipment 


A CONOVER-MAST PUBLICATION 
205 East 42nd Street - New York 17, New York 
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IN 

PAPER AND PULP 
PLANTS 
NOTHING 


SELLS 
LIKE... 





fe 


“i 


This big industry has big needs for all 
kinds of chemicals and raw materials to 
improve methods, increase production, de- 
velop new products. Chemical Materials 
Catalog serves this need by distributing 
1,013 copies to 805 paper and pulp plants 
throughout the U.S. and Canada. CMC alone 
makes it possible for research and produc- 
tion men in these plants to learn quickly 
and in confidence how your products can 
fill their needs. 


Exclusive plant coverage 


CMC is often the sole reference source 
inside plants. Process men depend on it 
to guide them to the answers to their 
problems. And this initial guidance paves 
the way for a low-cost production call by 
your sales engineer. CMC gives your prod- 
uct literature this kind of coverage for 


example with: 


83 copies in 64 plants in Mass. 
129 copies in 106 plants in New York 





63 copies in 55 plants in Canada 
67 copies in 52 plants in Wisconsin 
plus many others throughout the 


country 








CMC sells all process industries 
From chemicals and rubber to food and 
plastics, 18,000 copies of CMC pave the 
way for low cost sales inside more than 
10,000 process plants of all kinds. Write 
on your letterhead for a copy of the latest 
report showing how CMC stimulates buy- 
ing action. 


CHEMICAL MATERIALS CATALOG 


REINHOLD 


Publishing Corporation 
430 PARK AVENUE, NEW YORK 22, N. Y. 
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' WASHINGTON 


SWAP ’EM 


How to make Reds 
pay for U. S. 
technical data 


= Many companies may not know 
it, but they are in a position to help 
our government, and U. S. industry 
generally, to obtain useful technical 
information which the Russians 
have been refusing to send to this 
country 

While the Russians have virtually 
cut off the flow of their technical 
publications to this country, an 
endless stream of U. S. information 
in the form of sales literature, cata- 
logs, photographs and other non- 
classified material flows freely be- 
hind the iron curtain. 


like to 


industry 


Our government would 
stop this giveaway. U. S 
can help simply by contacting the 
Office of Strategic Information, De- 
partment of Commerce, Washington 
nD, 2. € 
bloc request 

While the 


anything a 


before filling any Red- 
Reds may not have 
particular company 
needs, OSI has a lengthy list of 
Russian periodicals it would like to 
get. Even though the materials are 
shows 


not classified, experience 


Russians will generally give us 


something we want if we insist on 
a trade before giving them some- 
thing of ours 

This is no cloak-and-dagger act. 
The swaps are all open and above 


board, and all U. S. industry bene- 


REPORT 


by Stanley E. Cohen 


fits because an index of the Rus- 
sian material is maintained by the 
Library of Congress, together with 
directions indicating where it can 
be inspected. 

Let’s stop being an easy touch 
for the Reds. 


$650,000,000 worth of atoms. . 
Want a clue to the prospects open- 
ing up in nuclear industries? 

Latest estimates indicate that no 
less than 18 big nuclear power 
plants will be coming into operation 
in the U. S. between 1957 and 1962, 
with total new investment well over 
$650,000,000, according to the atom- 
ic energy commission. Six plants 
which are to be built by private 
interests completely without gov- 
ernment subsidy will account for 
upwards of $200,000,000 by them- 
selves. 

The first of the nuclear power 
plants to go into operation is at 
Shippingport, Pa. next year. The 
nuclear portion of the plant repre- 
expenditure of at least 
$40,000,000. It is interesting to note 
that fully a fourth of this sum is 


sents an 


going to small firms, with nearly 400 
companies employing less than 500 
persons each, participating in the 


project. 


U.S. 


It looks as if the machine tool in- 


to buy machine tools . . 


dustry is finally going to get definite 
action on the program for orderly 
replacement of outmoded govern- 
ment-owned tools. 

Under a new program recently 
introduced by defense secretary 
Charles E. Wilson, all of the three 
services are under instructions to 
include in their annual budgets a 
sum approximately equal to 2 to 
5° of the value of their tools, in 
order to assure continuing replace- 
ment. 

The program applies to approxi- 


r 








More than 80% of subscribers have requested that The Tool Engineer be 


sent to their homes. 


Jealous wombln, Toso WU... 


(of a husband’s concentration on his profession) 


Looks intent, doesn’t he? Yes. He has always con- 
sidered himself a well-informed professional 
Doctor? Lawyer? Nope; one of those men who calls 
himself a tool engineer. 

He didn’t achieve his presenti stature without burn- 
ing plenty of midnight oil. He'll tell you, “It takes a 
lot of reading to keep up on new methods and equip- 
ment.” It’s a point of pride with him that he checks 


nearly two dozen publications every month. Which of 


Watch him 


these does he study with great care? It’s the one he’s 
reading now. It’s the magazine of his profession. 

It’s the one publication with editorial copy of 
sufficient depth to satisfy the trained professional. 
To such men, The Tool Engineer is the same as a 
technical journal to the physician, the lawyer, the 
architect. Such reading is a habit of men whose 
judgments are based on up-to-date developments: 


Their future depends on it. 


at work next day—in a committee meeting ———> 





oye 


“By using this new equipment, 
we'll trim 12% from production costs’ 


“Automatic dispatching is the answer to our material 
handling cost in this department . . .”” He’s laying his 
engineering reputation on the line—asking a decision- 
men group to follow his recommendation. The out- 
come might determine the Board of Directors’ 
yes-or-no on a dividend payment this quarter. 


Incidents like this show why informative selling 


WHAT IS A TOOL ENG 


His title varies. His importance to you is shown by 
what he does. Interviews in 84 major metalworking 
plants indicated this: 

84°) of a tool engineer group recommend the pur- 
chase of machine tools. 

67°) specify the type to be used. 

197, approve the purchase; and— 

20.5°¢ actually purchase. 

AS FOR DESIGN: 

90°, recommend in the design stage of standard machine 
tools. 

68°7 select the design. 


Soc 


d= /¢ approve the design. 


copy gets such unusually high readership in The 
Tool Engineer. Professionals study it. They’re fact- 
hungry. What better place to tell your product- 
stories than in a publication which safeguards the 
professional status of its readers—some 33,000 of 
them—men who are in so strong a position to swing 


buying decisions? 


INEER ? 


Right now, some group of tool engineers may be 
influencing the purchase of the kind of product you 
manufacture. Do they know the advantages of yours? 
Viake sure they do by placing your selling messages in 


the publication of their profession. 


Iulool 


Engimeer 


PUBLICATION OF THE AMERICAN SOCIETY OF TOOL ENGINEERS 
ASTE BUILDING, 10700 PURITAN AVENUE, DETROIT 38, MICH. 
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mately $3 billion worth of tools 
actually in use, and does not cover 
tools which are inactive and stock- 
piled. Experts estimate annual 
spending for replacement tools un- 
der the program would probably 
run about $100,000,000. 


Too many textiles . . Department 
of Commerce hopes it has found 
formula to curb the seemingly ir- 
resistable increases in exports of 
unwanted Japanese textiles to this 
country. Under an agreement nego- 
tiated with Japan, total volume of 
Japanese goods shipped here re- 
mains at 1956 peak levels; but Ja- 
pan promises to diversify the prod- 
uct “mix” so that the impact is 
spread throughout the industry, in- 
stead of concentrated on a few 
produce lines. 

Settlement of vexing internation- 
al trade problems of this kind gets 
top-level attention, because trouble 
spots like the textile industry have 
given enormous support to the high 
tariff groups which have tried to 
weaken the administration’s liberal 


trade programs. 


Exports up .. New tabulations 
just published by Bureau _ of 
Foreign Commerce show exports 
contributed dramatically to boom 
times here. While national product 
increased 8% in 1955, for example, 
exports exclusive of military aid 


increased 11%, accounting for 
of gross national product. 

Exports take a fifth to a third 
many agricultural crops. In addi- 
tion the new seven-page report 
“Exports in Relation to U. S. Pro- 
duction 1955” shows they took a 
third to a half of all tracklaying 
tractors, graders, civilian aircraft 
and many other items, and at least 
a tenth of all trucks, agricultural 
machinery, machine tools and coal. 


ntinued on page i 


..+- ANYONE can do 
NOW PROFESSIONAL QUALITY 
— PLASTIC BINDING! 


with these HAND-OPERATED 


PLASTICO 


PUNCHING & BINDING UNITS 


Model 24 
Punching Unit Model 24 

Precision-punches pages fast and easy Binding Unit 
with powerful SHEARING ACTION! 


Just insert cover and pages 
pull lever . . it’s PLASTICO-BOUND! 


Imagine 


being able to produce genuine PLASTICQ, ound booklets, 

catalogs, etc. — right in your own office! Single copies . . Exclusive 
dozens ... hundreds — these two handy machines will give 

your literature extra prestige and selling power by adding ARCH DESIGN 
colorful PLAST! Ogindings. Rugged, compact, and easy to fer ne Tanai 
use, PLASTICOp and- operated units are ‘at home” in every 

office or business — pay for themselves in savings of time and 

binding costs. 


FRE Colorful 8-page booklet tells you how to get more out of your printed literature 
Fill out and mail this coupon TODAY! 


a a OM 1 Pd, ce ele) ite) Fy vile]. 


Originators of Plastic Binding in America 
732 Sherman St., Chicago 5, Ill. @ 15 West 24th St.. New York 


PLASTIC BINDING CORPORATION 
Dept. IM 732 Sherman St., Chicago, 5 Illinois 


Please rush FREE BOOKLET giving me full information about 
the new PLASTICO Hand-Operated Punching and Binding 


Units for office use. 


Name Title ———— 





Firm 





Address 


F 
BOOKLET chy 











our job as personnel consultants 


is to find the job that fits... 
TECHNICAL WRITER 


ayeyaal ways AND PUBLICATION SUPERVISOR 


. For experience and ability in writing 
A competent advance job 
saves executive and appli- 
cant interviewing time— vals, a leading manufacturer of indus- 
prevents costly mistakes trial machinery in California will ex- 
- on both sides, 


and producing technical service man- 


change excellent opportunity, conditions 
and climate. Write fully including ed- 


i ucation, experience, photo, references 
tarjorie and salary requirements. Box 530, c/o 
industrial Marketing, 200 E. Illinois St., 


Chica 1 inois. 
Personnel Consultants in Advertising-Sa.es Go tt, [nels 


Promotion-Marketing-Public Relations 


415 Lexington Avenue, New York + MU 2-7136 
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WHAT’S A “MIXED FORCE?” 


It's a handy name for a_ highly 
complex set-up . an airpower 
package made up of varying types of 
piloted aircraft and different kinds 
of missiles under different kinds of 
control. 

The men who manage airpower are 
using it now in AIR FORCE—where 
they're currently engaged in analyzing 
weapons and missions, and talking to 
each other about the best, most effec- 
tive “mix” for 1957, 1967, and beyond. 
Ihe discussion is fascinating to AIR 
FORCE readers — 67,000 of them. 


Whip-sharp reporting keeps them on 
top of it. 


And when, phase by phase, the prob- 
lem is settled, the specifications and 
contracts. for planes and missiles, 
weapons systems and concrete, tran- 
sistors and zippers will start to flow. 
That has a lot of interest too—fo1 
AIR FORCE advertisers. Of the top 
15 detense contractors in 1955, twelve 
were AIR FORCE advertisers. Nine 
of them have been, for eight vears o1 


more. 


lf you want to reach the men who 
manage airpower, you need only 
remember 


AIR FORCE 


THE uM F AMER CAN AIRPOWER 





Sanford A. Wolf, Advertising Director, 114 East 40th Street, New York 16, N. Y., OXford 7-5646 





Urben Farley & Company, 120 S. LaSalle Street, Chicago 3, Ill., Financial 6-3074 





Hugh K. Myers, Manager, 685 S. Carondelet Street, Los Angeles, Calif., DUnkirk 2-6858 
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The report, of substantial inter- 
est to market managers, exporters 
and producers, has been issued as 
no. 56-31 in part 3 of BFC’s world 
trade information series, and can 
be obtained from the Superintend- 
ent of Documents, Washington 25, 
D. C., or any Commerce Depart- 
ment field office, for 20 cents. 


More demand, less money .. 
Fiscal experts still haven’t found an 
answer to the “tight money” prob- 
lem, and they are particularly con- 
cerned because all signs point to 
heavier rather than lighter demands 
for expansion loans in the years 
ahead. 

Supposedly the shortage of money 
for loans stems from the inability 
of savers to keep pace with increas- 
ing demands of business men and 
others embarking on _ expansion 
programs. Increased interest rates 
are not dampening this enthusiasm, 
not attracting significant increases 
in the total volume of saving. 

While home building has been 
curbed, total construction this year, 
including maintainance and repair, 
is estimated at a record-smashing 
$60 billion. Yet, with industrial ex- 
pansion and public works programs 
just getting underway to meet the 
needs of expanding population, the 


Fe 


construction industry estimates its 
volume will be a minimum of $78 
billion by 1965 

The highway program, which in- 
creases 50% to an $8 billion rat 
by 1960, is only part of the picture. 
Non-residential building, consisting 
of industrial, commercial and insti- 
tutional structures, is to expand by 
34%, from $12.8 billion to $17 bil- 
lion, and utilities and major flood 
control and reclamation projects are 
all slated to contribute substan- 
tially to the construction load. #8 


























HEATING-PLUMBING and 


ee Most effective 

















Dun & Bradstreet makes a monthly check of its 
nation-wide records to locate and evaluate the more 
than 60,000 heating, plumbing and air condition- 
ing establishments. Then, to receive the NEWS, 
the Contractor or Wholesaler must... 





of the seven Standard Industrial Classifica- 

tions (SIC) covering Heating, Plumbing 
and/or Air Conditioning contracting or whole- 
saling. 


] be in a business directly identified by one 
* 


tions as follows: A Contractor must have 


7 —and must also fulfill financial qualifica- 
a Dun & Bradstreet Net Worth Rating of 


Circulation Plan 
yet devised 





- exclusive with 
the NEWS! 


By means of a unique Circula- 
tion Plan—which makes exten- 
sive use of the Dun & Bradstreet 
organization and resources—the 
NEWS assures complete and ac- 
curate coverage of its $1.5 billion 
Market. Here’s the Plan.... 


from $5,000 to $1,000,000 plus. A Wholesaler must 
have a Dun & Bradstreet Net Worth Rating of 
$20,000 to $1,000,000 plus. 


fied coverage of Contractors and Whole- 

salers, the publisher, using the Dun & 
Bradstreet directory and other sources, locates 
and evaluates the most important buying or speci- 
fying influences in three additional categories: 
Manufacturers — of any of the above equipment 
... Manufacturers’ Agents — who sell the above 
equipment... House Heating Engineers — with 
large Gas Utility Companies. 


3 To supplement the Dun & Bradstreet-veri- 
® 











J@xN PUBLISHED BY THE INDUSTRIAL PRESS, 93 WORTH ST., NEW YORK 13,N.Y. [pid 


As a result, the NEWS’ unique Circulation Plan 
delivers up-to-the-minute coverage of the complete 
chain of merchandising and distribution, including 
the important buying influences in every phase of 








the industry. Total Effective Circulation 


36,200 
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Si Senor, Este Intorne 


(Yes, this South American report makes great reading, sir!) 


No matter how you express it, PLANT ENGINEERING’s ex- 
tensive study of plant engineering practices in South America 

NTIAGO IBA is mighty important, rewarding reading for any plant engineer. 
And it’s just another phase in the continuing program of pre- 
senting outstanding editorial fare that serves the specialized 
interests of all plant engineers. 


CARACAS 


AMA cry 
\~\ VENEZUELA 
MEDELLIN , 
% T> 
COLOMBIA --~ oe 


2 a 
~-\ GUIANAS // 
\ / / 


- 


~— <e ak oe 

~-j Two experienced industrial con- 
sultants Walter McIntosh and 
John Krummell were sent to 
South America to bring back a 
story on “How South American 
Industrial Conditions Compare 
~y>--- ties With Those in the United States.” 
\ After several months, eight coun- 

* tries and twenty-five plants 
‘ (representing 23 different in- 

LA PAZ my dustries) later, they turned in a 
\ first-rate, authoritative docu- 

BOLIVIA ile | mentary on the recent achieve- 
\ pull ‘ ments of Latin American indus- 
4 i 1 try. The adjoining columns will 
sahnuado jVOLTA REDONDA give you a clearer insight into 
| the type of information § un- 
covered in this project. Of course, 

| ’ PLANT ENGINEERING readers 

| have the full story in current 
/ 


BRAZIL 


November issue. 


This South American research study is just another qualify- 
ing step in PLANT ENGINEERING’s often-stated objective 
to serve intelligently and wholeheartedly the needs of its 
readers. Avid, loyal readership is the readers’ way of ex- 
BOX SCORE pressing their appreciation. And as an advertiser, you can 
IRSRaa eines to Sataretow capitalize on this reader-interest in PLANT ENGINEERING. 
141 Industrial Leaders in 
25 Plants with 
23 Types of Manufacture in 
10 Cities in 
8 Countries 
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WALTER McINTOSH, Consultant, Chicago 


After a hitch in the Navy and graduation from North- 
western University, Walter entered the domestic con- 
struction field in 1947. Three years later he joined Hanna 
Engineering Works, eventually becoming responsible for 
sales and advertising. In this capacity he came in contact 
with a broad cross-section of industry; he left Hanna to 
take part in this survey of plant engineering practices in 
South America. Mr. McIntosh has also made similar sur- 
veys and studies throughout Europe. 


Two top-flight 
industrial consultants — 
on assignment for 
PLANT ENGINEERING 
studied plant engi- 


neering practices in JOHN D. KRUMMELL, A. T. Kearney & Co., Chicago 


A mechanical engineering graduate of the University of 
Wisconsin, Mr. Krummell later supplemented his educa- 
tion with advanced study in business administration anc 
accounting. He has been employed since 1946 by A. T. 
Kearney & Company, a leading management consulting 
firm located in Chicago. It was in this connection that Mr. 
Krummell gained experience in maintenance cost reduc- 
tion work. He has also traveled extensively in Europe. He 
will soon join Reliable Electric Company, Chicago, as 
production manager. 


3S South American 
countries . . . reported 


their finding to readers 


This is the type of information these researchers were after... and got * 


1 
2 
3 
4 
5 
6 
g 3 
8 


. Name of plant 

. Location 

. Products . 

. Area under roof, sq. ft. 

. Total number of empfoyees 

. Number of productiori‘employees 
. Number of maintenance 


employees 


. Who is responsible for plant 


engineering? 

a. Is there a plant engineer? 

b. Who is responsible for main- 
tenance if not plant engineer? 

c. To whom does he report? 


. What is included under plant 


engineering? 

a. All maintenance and minor 
adjustments? 

b. If not, who makes minor 
adjustments? 

c. Buildings and ground main- 
tenance? 


d. New construction? 

e. If not, who supervises new 
construction? 

f. Janitors and sweepers? 

g. Machine shop? 


. What about preventive 


maintenance? 


a. Is maintenance ‘“‘preventive” 


or “breakdown” ? 

b. What maintenance is ona 
regularly planned schedule? 
1. Lubrication? 
2. Electric motor inspection 

and overhaul? 

3. Machinery inspection? 
4. Roofs and buildings? 


. What stock of spare parts is 


carried? 

a. Available locally or abroad? 

b. Delivery time? 

c. Are parts in separate 
maintenance storeroom? 


d. Are parts in card-type 
inventory control? 


2. Are maintenance shop facilities 


adequate? 

a. One general shop or crafts 
separate? 

b. Number of shop employees? 

c. Type of shop equipment? 


3. Who selects new equipment? 


a. Who supervises its 
installation? 

b. Where is equipment 
purchased? 


. How about building? 


a. Wall construction material? 

b. Steel beams or concrete? 

c. Open air; heating, 
air-conditioned ? 

d. Age of buildings, years? 


. Are there special facilities for 


employees care, housing, or 
recreation facilities? 


% All the answers will be found in the November issue of 
PLANT ENGINEERING. Reprints of this article 
will be available. Address your request to the publisher. 


Plant Engineering = 


TECHNICAL PUBLISHING COMPANY ¢ 110 S. DEARBORN ST. * CHICAGO 3, ILL. 
Publishers also of POWER ENGINEERING 


bik Obhlbtttiee 8 


* PIR bidaeess. 


‘ 





exclusively serving the specialized job interests of the men 
in charge of plant engineering and maintenance 














“Your articles are 


Typical Reader’s Response... 


excellent and well 


chosen. Your adver- 
tising forms an 
interesting part 

of the magazine and 

| look at every page.” 


63% to 75% of our Readers say: 


“Your Editorial 
is right for us” 


— Mechanical Engineer, 
New York City 





The latest survey proves it .. . ACH&V’s editorial content 


is carefully, correctly planned to deliver (1) a con- 


SURVEY RESULTS PROVE 
ACH&V EDITORIAL BALANCE IS RIGHT 


Percentage of Readers indicating preference 
for the following subjects 





sistently high percentage of Reader Interest in every 
page, plus (2) an audience naturally receptive to your 


advertising message— because, logically, Reader Interest 
£ : 





carries over in strength to the advertising pages. 
Here’s the proof: 


Air Conditioning 64.5% 
Heating 15.8% 
Ventilating 69.6% 
Piping (other than plumbing) 63.7% 
Plumbing 69.3% 








AiR CONDITIONING IN BP] 
HEATING anp VENTILATING 


Published by the INDUSTRIAL PREsS, 93 Worth St., New York 13, N. Y. 
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AVERAGE mm 10,107 
RENEWAL PERCENTAGE 66.92% 








“SALES 
PROMOTION 


Ww 
Common Sense... 
is not common. ” 


FOR ‘PEANUTS’ 





Ready-made ad art, 
plus ideas come 
in new portfolio 


High-priced advertising art now 
can be had practically for peanuts, 
according to Idea Art, a New York 
company which has brought out its 
second portfolio of stock advertising 
art. 

The portfolio includes copy sug- 
gestions as well as drawings. It has 
more than 100 
costs $25 per 
reproduction privileges. 


illustrations and 
portfolio, including 

Idea Art says its portfolio has 
four advantages: (1) use of “top- 


flight Madison Avenue talent in 


creating light touch illustrations”; 
(2) the 


drawings; (3) 


situation content in the 
the flexible quality 
of the art can produce a great vari- 
ety of effects, and (4) the ease with 
which drawings can be changed to 
handle special situations 


New look in employe service 
Pins. . make ‘em useful 


wear the 
their 
companies. More often they don’t 

But Permacel Tape Corp., New 
Brunswick, N. J., has launched a 


Sometimes employes 


service pins given them by 


service award program which 


should reverse the trend toward not 


wearing service pins. 











We're making no tall claims 
To make a long story SHOR 




















Flexible . . 


Idea Art portfolio page has amusing drawings with 


Voltaire 


Common sense says you 
should write to one per- 
son, not to a shapeless 
multitude. 

Yet, how uncommon it 
is to receive a direct 
mail letter you can feel 
was meant for you! 
Every Reply-O-Lette 
you've ever received 
was truly meant fo 
you. Your name ap- 
pears at the top where 
it should be. Your name 
is pre-signed for you on 
the Built-In reply card. 
Your name beckons to 
you through the win- 
dow of the mailing en- 
velope. And, as you 
know, all this is done 
with but a single ad- 
dressing operation! 
Further, Reply-O-Let- 
ter users have free call 
on our creative staff — 
talented writers skilled 
in making mass mail- 
ings seem like personal 
letters between two 
people who are inter- 
ested in each other. 
It’s just common sense 
to ca]l us in if you have 
a continuing need for 
good, resultful direct 
mail. 


23rd year of emt. % 


organizations in every field 


\ 
\ 


INVESTORS PLANNING CORPORATION 


NATIONAL ASSOC. OF CREDIT MEN 
LONG ISLAND COLLEGE HOSPITAL 
MUTUAL LIFE OF NEW YORK 
U.S. CAMERA MAGAZINE 
THE BORDEN COMPANY 
REMINGTON RAND 
WESTINGHOUSE 


— 





reply-o-letter 


7 CENTRAL PARK WEST 
NEW YORK 23, N.Y. /' | 
CIRCLE 5-8118 7 


A 


} 


/ 


/ 


/ 


f 


Sales Offices 


copy suggestions to fit various ad situations BOSTON « CHICAGO - CLEVELAND - 





Useful New Permacel awards make useful gifts that will 


prom 


a 
3 


ting company name wherever they Traditional pin 


J 


cigaret lighters 
“For the 


company says, “the customary pins 


the is to make 


Key to 


the service awards useful. When an 


program 
the 


tradition lovers,” 


employe has completed five, ten, 


are still available.” 
The 


t- ceived enthusiastically 


fifteen, twenty or twenty-five years 


of employment, he can pick his own new awards have been re- 


service award from an array of a As one em- 


jewelry, including tie ploye put it, “Now I have something 


key chains, cuff links, com- 


tractive 


clasps I can always use rather than keep 


pacts, bracelets, money clips and in the drawer or on an old suit.” 


The compact showroom japprox. 1.000 sq. 


h details of 


which 


dealer Ww r ms, 


This 


ic ! c 7 _ 
General Electric oklet shows 


Display he!p 
pread another, 


show 


to display home lighting fixtures most effectively 
4 e 


aids dealers with limited space ‘thers feature de luxe advertising, sales 


tc 


Traditional cigar in unusual 
wrapping announces ‘new baby’ 


“Boy-oh-boy! We've a new 
baby!” proudly shouts a direct mail 


Mining & 


got 


piece from Minnesota 

Mfg. Co., St. Paul. 
Attached to 

a cigar. But there is some- 


the mailer is—of 
course 
thing unusual about this new prod- 
uct announcement. It’s enclosed in a 
transparent plastic envelope. 

On the back the promotion 
piece, visible through the envelope, 
“Tear this envelope 
if you can!” (You probably 


of 


is this line: 
open 
can’t unless you’re a part-time cir- 
cus strong man.) 

Once you've given up trying to 
tear the envelope and have cut it 
open, you find, as it says inside the 
three-fold promotion piece, that the 
the new 


packaging 


envelope is made _ of 
“Scotchpak” 
film 

The piece 
“Scotchpak” 


reply 


polyester 


lists the qualities of 
tear-off 
inquiries 


and has a 


business card for 
from recipients who see possibilities 
ot the 


packaging. 


using new film for their 


Waste basket mail piece 
gets high readership 


If you want to get high readership 


for your direct mail—put it in the 


waste basket. 
So 


says American 


Mail Adver- 


For the dealer with very little space 


lays. This booklet was accompanied by 


disp 


Id how to merchandise fixtures, covering 


promotion, sales training, publicity 





All Your Literature 
right in Your Own Office 


Now—with this remarkable new plastic bindings. You can create 
GBC system you can quickly plas- your own modern prestige-build- 
tic bind in professional style your ing plastic bound books. Every 
own manuals, price lists, presenta- page lies perfectly flat, without 
tions—in fact, anything typewrit- wasted space. Can be used in loose 
ten, duplicated or printed from 1__ leaf binders too. You can do all 
page to 500 pages. You can bind this—in your office—with no skill 
one book or as many as you need oF experience required. The GBC 
—_when you need them—with any system is used and approved by 
type of GBC cover material—in thousands of large and small or- 
your choice of striking colorful i 





ganizations alike. 


ee 
Now easier! Now faster! 
7 OTHER MODELS 


Now more economical than ever before! 
AVAILABLE FOR 
EVERY SIZE 


/ ! New CBC Eee 12-D \ : OPERATION 


7 = punching and binding machine 


\ 


Ss 


+ 


Ny ° ™ 


| 
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Business to know about 
this New System Re SE 


Send for your 


New FREE book! 


General Binding Corporation *? “- Belmont Ave “ig 
Chicago 14, Illinois : : Sgt 


BAAAAY 


VIA AIR MAIL 
ee 4) {ge General Bindi ‘ 
FIRST CLASS Obi “ade. tei Corporation 


Permit No. 36621 as 
Perm No. 96621 st: cago 14, Iinois IM-116 
an SO Gos men: Please rush me with 
| . i ation our plastic bound Pree 
—. sa ce astic Binding Can 
USINESS REPLY CARD ray orf vias Sane ene : ite 
apeattten mar: «Sy beneficial to 


No posta 
ge stamp necessary if mailed in the United States 














Name-_ 


Rex-O-Graph Division 
General Binding Corporation 
812 West Belmont Avenue 
Chicago 14, Illinois 


Position 


Organization 


Address___ 


citi niretinniis 
a SS ane Zone State 
principal cities in the U.S. A., Canada, Mexico and European Countri 
ries 












Rex-O-Graph duplicators are engi- 
neered with a new “Rex-Flow” multi- 
i é roller printing press system for 
distribution of fluid. It eliminates 
messy wicks, assures uniform 
moistening and quality repro- 
duction from first to last print. 


e Longer Runs... More Copies . 
e Clean Sharper Prints 

e Prints on Any Paper, Even Tissue 

¢ Faster, Cleaner, Easier Operation 





at one im 


Yes, with the amazing new Rex-O-Graph duplicator 
quality reproduction is assured. The new “‘Rex-Flow’”’ fluid 
distributor does away with critical adjustments. You 

get perfect reproduction from the first to the last print . . . 
a quality reproduction never before believed possible on 
spirit duplicators. It eliminates waste—saves time and 
money. It gives you the help you need when you want to 
produce quantity copies quickly. Prints any size from post 
card to 14x17” in one, two or up to five colors at one 

time. It can do all this, for you, for less than !4¢ per copy. 
Anyone can operate it. 


Rex-O-Graph Division 812 W. Belmont Ave. 
General Binding Corporation Chicago 14, Illinois 


RAARRA ‘. General Binding @ 


VIA AIR MAIL _— Pate ag te Avenue 
, Minois 
FIRST CLASS | ei imert6 
Permit No. 36621 
(Sec. 34.9 PL&R) Gentlemen: Please send me new free 
Chicago 14, il! plastic bound book on how Rex-O- 


Graph duplicators can be helpful to 
BUSINESS REPLY CARD 
No postage stamp necessary if mailed in the United States 


my organization. I understand there 
is no obligation. 

General Binding Corporation 

812 West Belmont Avenue 

Chicago 14, Illinois 


Name 


Position 


Organization 






Address 


City Zone State 
Offices in all principal cities in the U.S. A., Canada, Mexico and European Countries 
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tising, Inc., Boston, which has orig- 
inated a direct mail piece with a 
built-in waste basket. 

The mailer consists of a double 
folded piece of heavy stock paper 
with a picture of a waste basket on 
the front fold. The mouth of the 
basket is die cut so that the adver- 
tiser can slip his promotional letter 
in, where it appears to be some- 
thing tossed into the waste basket. 

This is no drawback, it’s an ad- 
vantage, says American Mail Ad- 
vertising. “The same natural curios- 
ity which causes people to test wet 
paint also causes them to remove 
your sales letter from AMA’s waste 
basket,” 


the company says. 


Bates sets up assembly line 
in hotel to promote staplers 


Guests of the Hampshire House, 
New York hotel, did a double take 
recently when they walked past the 
hotel’s “Cottage Room.” There was 
a factory operating in the room. 

The “factory” was a 30-foot-long 
assembly line transplanted from the 
Bates Mfg. Co.’s Orange, N. J., 
plant to the hotel. The purpose: to 
promote a line of Bates sta- 
plers. 

Seven girls 
were the miniature factory’s work- 


new 
white-uniformed 


ers. Stationed along the assembly 
line, they put the staplers together 
from sub-assembled parts. 

When the finished staplers 
reached the end of the line, they 
came off neatly packaged in colorful 
green and blue boxes. « 


HERE’S WHY DEALERS 


READ FER 
MORE 


INTENSELY! = 


aad 


ONLY FARM EQUIPMENT RETAILING HAS 
SUCH WIDESPREAD EDITORIAL COVERAGE 


In addition to a large, traveling editorial staff, only FER has 
33 Association field editors situated at strategic points. These 
field editors are on a “hand-shake” basis with thousands of 
dealers. And they report regularly to FER, providing un- 


matched editorial advantage. 


FER KNOWS EVERY PHASE 
OF THE FARM EQUIPMENT 
BUSINESS INTIMATELY 


In compiling the exclusive annual 
“Cost of Doing Business” study, 
the semi-annual “Trade-In” man- 
val, and the first official “Farm 
Equipment Retailer's HAND- 
BOOK”, FER editors have up-to- 
the-minute facts on current activ- 
ity—right at their finger-tips. And 
FER has access to confidential 
information not available to any 
other publication. 





FREE! 


DEALERS EVERYWHERE 
LOOK TO FER AS THEIR 
MANAGEMENT GUIDE 


At a time when better business 
management is so important, 
farm equipment dealers look first 
to FER for management guid- 
ance. Issue after issue stresses 
sound management practices. And 
FER stresses management help 
even further — by underwriting 
Business Management Clinics, at- 
tended in person by more than 


2,000 dealers during 1955 alone. 


And Remember! FER is your 
most Economical Buy! 


Get your free copy 
of FER’s “Sales Plan- 
ning Program,” which 


Your advertising budget is stretched the 
long way in FER. As the only MONTHLY 
publication in the field, FER keeps your 
message alive twice as long. And from 
the one to the 12-time rate, FER costs 
you less per thousand. 


FER HAS AN EXCLUSIVE 
“KINSHIP” WITH DEALERS 


FARM EQUIPMENT 
RETAILING 


Dept. 11, 2340 Hampton Ave., St. Louis 10, Mo. 
“Actually owned by the dealers who read it” 
»vember 1956 /119 


shows the best sales 
months for 89 differ- 
ent implements . . . 
and the percent of 
of dealers who sell 
them. 











No pins . . Convention badge holder of 
double folded plastic place 
without pins. Manufacturer is the Baw 
Co., Pittsburgh. 


stays in 





How Electric Light and Power 


WATCH... WATCH... VATCH... WATCH... 
how EL&P editors cover for distribution and trans- EL&P editors go to work how EL&P’s Industry Re- 


the subject of power mission news in EL&P. on the subject of load port Issue covers the 
plants and generation. What’s new in high volt- building. The industry events and developments 
You want to keep abreast age? What’s the latest has a ten-year program that affect the Industry 
of the latest trends and new construction news? on residential load build- as a whole. Research, 
practices? You get them How about conductors? ing alone. EL&P is sup- production, new products, 
in EL&P. Yeu want Anything new about porting this program with marketing, purchasing, 
application information? maintenance? EL&P edi- frequent editorial arti- manufacturing develop- 
You get it in EL&P. You tors cover them all. cles. Commercial and in- ments, and many other 
want data on new devel- dustrial programs get subjects are covered in 
opments? You'll find it equal support. crisp editorial style. 

in EL&P. 


Plauned Safety A TEN-YEAR RESIDENTIAL Modern Design 2 ’ 


LOAD-BUILDING PROGRAM Plastns ~ More Apphicotions 


in Transmission and ee Cation = Gee Sate 
Distribution Construction 
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creates sales action 


Sales action comes from reader interest. You get it from EL&P. 
And you can see why you get it. 


Before you spend your advertising dollars to sell the multi-billion 
dollar electric power market, reach for a copy of EL&P. Put yourself 
in the place of an industry key man looking for information -—— for 
help — for ideas. Watch how EL&P serves you. Watch how the 
carefully edited articles hold your interest. And then, remember, it 
is this kind of reader interest that gets sales action from the key men 
in the nation’s leading electric utilities. The circulation sample at 
the right will show you who these men are. Haywood Publishing Co. 
of Delaware, 22 East Huron St., Chicago 11, Illinois. 


EXCLUSIVE EDITORIAL RESEARCH 


Electric Light and Power is the only magazine serving the electric 
power industry that employs EASTMAN EDITORIAL RE- 
SEARCH SERVICE. This service gives EL&P an insight on its 
readers’ interests that no other magazine serving this field can 
match. It is one of the reasons why EL&P editorial material consist- 
ently holds high reader interest. 


ELECTRIC LIGHT AND POWER 


The Only Magazine a The Electric Power Industry EXCLUSIVELY! 


ZN Ood eam 


SALES itiensiead 

Chicago 11, Ill., 22 East Huron St., WHitehall 4-0868, 

Walter J. Stevens, G. E. Williams, Rudy Bauser 

New York 22, New York, 130 East 56th St., PLaza 1-1863 

W. A. Clabault, Clark Daly 

Cleveland 15, Ohio, 1836 Euclid Ave., PRospect 1-0505, Orrin A. Earnes 
West Coast: McDonald-Thompson, San Francisco, Los Angeles, Seattle, Dailas 


EL&P gets reader 
interest with 
the right people 


Electric Light and Power 

Reaches These Key Men in The 
gle and Power Company 
President 
Vice President 


District Superintendent 


Assistant Electrical Engineer 
Vice President 
Operation r 
Assistant Vice President 
Superintendent of Power 
Vice President, Production 
Vice President 

Assistant Engineer 
Engineer 

General Storekeeper 
Chief Engineer 

Assistant Meter Engineer 
Engineer 

Engineer 

Vice President, Sales 
Transmission Engineer 
Chief District Engineer 
Construction Manager 
Engineer 

Steam Engineer 

Vice President 

library 

Manager Real Estate 
Engineer 

Merchandise Manager 
Vice President 


Power Sales Manager 
Director Agricultural Dept. 
District Engineer 
Superintendent 


. Division Superintendent 


Production Superintendent 
Supervisor of Construction 
Local Purchasing Agent 
Division Superintendent 
District Engineer 

Relay Engineer 

Head Transmission Dept. 
Vice President 

Assistant Engineer 

Vice President 

District Supervisor 


Our representative will be glad 
to show you the actual list for the 
above company, including indi- 
viduals’ names, or a similar list 
for any electric utility you care 
to name, 
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farketing 


too often! 





He makes too many calls on cold prospects. Any 
salesman does... unless your marketing program 
is geared to put him, by invitation, across the desk 
from men who are ready to buy. 


In such a marketing program, good catalog pro- 
cedure is a fundamental must. 


Industrial buyers almost always use catalogs to 
sift suppliers and decide whose salesmen to call in. 
So the salesmen who spend the most time with 
ready buyers are those whose catalogs are imme- 
diately and conveniently accessible in the offices 
of all good prospects. 


This year Sweet’s has distributed in pre-filed, 
bound, indexed form, 51,700,000 copies of cata- 
logs for more than 1,600 companies, to over 120,000 
important buying offices in the building and indus- 
trial fields. All of these catalogs are assured of im- 
mediate and convenient accessibility to men whose 
invitations to call represent welcome chances at 
important business. 


If you want to make sure your catalog helps to 
put your salesmen in the right place far more often, 
ask us for full details. They will be quickly and 
gladly supplied. 


Sweet’s Catalog Service 
a division of F. W. Dodge Corporation 
119 West 40th Street, New York 18, N.Y. 
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PLUSH OR TABLOID 





Oil industry issues 
best (and most) 
company externals 


® The objective analyst of the 
company external—for sales per- 
sonnel, prospects 
and other publics outside the plant 


walls—likes to do some sampling 


customers and 


every once in a while, to note de- 
velopments and trends. Conclusions 
normally should come at the end, 
but this time—possibly just to agi- 
tate an argument—they come at the 
beginning. 

A study of the external product 
for the past several months prompts 
these opinions: 


1. Externals continue to fall into 
two sharp divisions, and each takes 
on firmer characteristics. The plush 
magazine-type external is getting 
plushier; the tabloid newspaper of 
simple, workmanlike format is 
getting even more workmanlike and 
practical in appearance and copy 


approaches. 


2. Writing generally appears to be 
improving, particularly in the cost- 
lier externals. Even in the external 
designed for the gas station, the 
machine shop and the service 
representative, copy is taking on a 
new breeze—it’s crisper, more to 
the point, better documented. 


3. The biggest advances continue to 
be made in the oil industry, which 
comes off best by sheer number of 
publications alone. But the quality 
of the oil externals is consistently 
better than the quality of others. 

4. Reader interest is coming in for 
much more attention. This seems to 
be the most significant development 


of all. Comparison with externals a 
year old reveals that today’s ex- 
ternal is shooting more for reader 
interest; editors are no longer in- 
sistent upon the strong product tie 
in every article. Some of the de- 
partures from the company story, 
into new and completely unrelated 
fields, are downright radical. 


One of the cleanest and _ best- 
edited jobs in the external field 
comes not from this country, but 
from Imperial Oil Co. in Canada. 
(Editorial headquarters are at 56 
Church St. Toronto.) A 


typical issue led off with an inform- 


recent 


ative article on detergents; on the 
face of it, this sounds like some- 
thing to pass over, but with a bril- 
liant and provocative lead, author 





sales spotlight 


Oil Burner 
Serviceman 








Pocket size Standard Oil Co. of 
Ohio's 5 3%" x 8 3%" 
subjects from sports car racing to con- 


external covers 


tests for oil burner servicemen 


Hal Tennant gets his reader ap- 
provingly into the text. A quick 
change of pace results in something 
called “Seagoing Mailman,” the 
bright and readable account of how 
“Uncle” Norm Jones 
150-mile mail route along the north 
shore of the St. Lawrence. 


operates a 


Inoffensive ties . . This particular 
issue features a 16-page offset in- 
sert in color on the subject of Nova 
Scotia. This one has a tie, but not 
an offensive tie, to the oil industry 
and to Imperial. The author, Earle 
Beattie, has written a strong chap- 
ter on the history of Imperial. The 
rest of the magazine touches lightly 
upon company affairs and heavily 
on human interest. In short, if Im- 
perial Oil is interested in making 
friends, it knows how. 

Over in the tabloid division, one 
finds the “Electric Sales Generator” 
of Houston (Texas) Lighting & 
Power Co. This is a simple four- 
page publication, with emphasis on 
two factors common to externals 
the how-to-do-it approach and 
plenty of photographs. Houston has 
linked itself with the “housepower” 
campaign of the electrical utilities, 
but the 
merely to pass along the syndicated 


editors are not content 


material from headquarters. The 
campaign is given the backing of 
local editing, so that readers learn 
how to talk and sell housepower 


locally. 


80% tip sheet. . In the same en- 
ergetic community, sales employes 
of Humble Oil & Refining Co. re- 
ceive a bi-weekly tab called the 
“Sales Lubricator,’ which is how- 
to-do-it from beginning to end. The 
front page of a recent issue is given 
over entirely to “Twelve ways to 
make your station ‘Football Head- 
quarters.” While there is plenty of 
recognition accorded sales repre- 
sentatives, the publication is prob- 
ably 80° in the “tip sheet” category 

telling the reader how to do his 
job better 

Another marketing publication is 
issued by Standard Oil Co. of Ohio. 
It’s called the “Sales Spotlight” and 
is edited at 1881 Midland Bldg. in 
Cleveland. It is unusual with re- 
spect to size (534” x 854’) and to 
the high human interest of its con- 
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STEEL PROCESSING 


is your direct line to the 
steel fabricating market 


STEEL PROCESSING speaks directly 
and with authority to the key buy- 
ing power in forging, pressworking, 
heat treating, stamping, forming and 
welding plants in the United States, 
Canada and foreign countries. 

Editorially, STEEL PROCESSING 
keeps plant management and _ pro- 
duction personnel abreast of the 
latest developments in steel fabri- 
cating equipment and methods. 
These people rely on STEEL PRoc- 
ESSING for monthly news and fea- 
tures that keep them well informed 
about their industries. 


Each issue of STEEL PROCESSING 
reaches over 7,500 interested readers 

the key buying authorities of the 
steel processing market. No other 
business paper covers the forging 
industry so completely and so eco- 
nomically. Circulation is audited 
by BPA. 

Find out how STEEL PROCESSING 
can be your direct line to the expand- 
ing steel fabricating market. For 
more information as to how you can 
include the selling power of STEEL 
PROCESSING in your 1957 budget 
plans, write or phone: 


STEEL PROCESSING 


Steel Publications, Inc. 
624 Grant Building, Pittsburgh 30, Pa. 
Phone COurt 1-1214 
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tent. It has a livelier, more informal 


pace than some oil externals, is 


strong on features yet far from 
short on “sell” copy. 

A quick run-down on contents of 
a typical issue might prove inter- 
esting: First, a forthright editorial 
by the vice president in charge of 
marketing on the controversial 
topic of trading stamps (he’s against 
‘em); then recognition for Sohioans 
who made out well in a national 
contest for burner servicemen; an 
end-product use yarn on sports car 
races in Akron where Sohio fuels 
used exclu- 


and lubricants were 


sively; a department on_ service 
station supervisors, and quotes from 
the general press on Sohio; a driver 
education program article; a color- 
ful yarn on some Sohio-made wax 
and its long journey to Rotterdam, 
with photos, followed by a crisp and 
personal section 


informative news 


and a questions-and-answers de- 
partment. Safety records wrap it up 
The lively content and the con- 
venient size invite the recipient to 
put it in his pocket for later, full 
reading. This is one of the best of 
the current crop. 

Mohawk Carpet Mills, at Amster- 
dam, N. Y., uses a multiple-edged 
approach with its standard size 
“Mohawk Pow Wow,” sent to deal- 
ers and prospects. This is a sharp 
looking publication without ornate- 
continuing 


ness, and some of its 


features are worth examining: 
Front covers are generally cartoons 
little 


known as “Mohawk 


in two colors featuring the 


Indian figure 
Tommy,” tied into some company 
product or event. Inside front cov- 
ers are ad reproductions in four 
colors 

In general, the leaders in the ex- 
lead, with 


ternals continue’ to 


everyone else apparently tagging 
along behind the oil companies. In 
the past year or so, some of the 
rubber companies have been com- 
ing forward with high-grade ex- 
ternal products, and the electrical 
appliance manufacturers are also 
There is one com- 


made, 


surging ahead 


ment that may safely be 


however, on the whole external 
field: It 


asleep s 


editing certainly isn’t 








Why Paper Trade Journal is rated as Here’s a typical month’s editorial 


fare from PAPER TRADE JOURNAL. 
Note how well it serves the job 







| the ‘‘most useful’’ publication by the _ 22s 274 interests of the men 
e . i and paper industry — engineers, 
mill men of importance to you nan yao a 





A Board Mill Stock Cleaning System 








Articles b How & Why of Rubber Covered Rolls 


3 or4 





Fibreboard Develops Porosity Tester 
per week 





How Bergstrom Stabilizes Softened Process Water 





Current Pulp Situation and Intermediate Outlook 





Couch Roll Growing Pains 





Calender Stack Maintenance 





Establishing a Quality Control Program in the Paper Mill 





Four Principles for Electrocution of insects 








Outlook for Paperboard Demand 








Should Paper Export Remain a Stepchild? 





How Drafting Boards Reduce Maintenance Costs 





industry Capacity, 1955-1958 





What Causes Dissolving Tank Explosions? 





Conveyors and Other Handling Equipment 





Lower Finishing Room Costs Through Time & Motion Study 





How to Maintain West Coast Woodrooms 





Industry Expansion Continues Acceleration 








Complete Description of East Texas Mill 












News Briefs 


Features> New Equipment, Supplies, Literature 


every week Prices of Fibers and Materials 











News of Suppliers, Converters, Paper People 








Figures of the Week 

























PAPER TRADE 
JOURNAL D 


“the most useful paper” @ 


15 West 47th Street, New York 36, N. Y. 
PITTSBURGH * CHICAGO © DENVER 













This breakdown of editorial content 
. tells more eloquently than anything 
J else why mill men vote PAPER TRADE 
JOURNAL “most useful,” pay $5 a 
year for subscriptions, and renew at 

better than 80% (ABC figures). 












HOUSTON © SEATTLE © SAN FRANCISCO * LOS ANGELES 
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WHY YOUR ADVERTISING 
SHOULD REACH 
PURCHASING AGENTS 


because As industry places more and more 
emphasis on the purchasing function, the purchasing 
agent becomes increasingly important in buying, and 
therefore in your selling effort. 


He is the one executive your salesmen call on most. 


He is the one man always in the buying decision (and 
remember, he can’t buy your product unless he 
knows about it). 


More and more the purchasing agent is making his 
department into a clearing house for ideas...which 
means he’s wide open for any new ideas or approaches 
you can suggest in your advertising. 
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WHY YOUR ADVERTISING 
REACHES THEM BETTER 
THROUGH PURCHASING MAGAZINE 


because Purcuasinc is the one national mag- 
azine edited to the exact requirements of the indus- 
trial purchasing agent. Its exclusive editorial service 
covers the basic areas essential to modern purchasing 
—materials, products, processes and equipment, 
systems, methods, records, policies, ethics, legal, eco- 
nomic, price trends. 


In the most extensive readership survey ever made, 
covering 983 industrial publications, PURCHASING 
Magazine was voted “most useful.” Many other 
independent readership studies confirm this out- 
standing position. 


PURCHASING’S continuing company-by-company 
Buying Pattern Study assures you of the greatest 
available coverage of purchasing agents in all im- 
portant industrial plants. Circulation as of February 
1957 will be 25,000. 


tell your story 
to purchasing agents... 


through the pages of 


URCHASING 
MAGAZINE S&@# 


205 East 42nd Street 
New York 17, N. Y. 


a Conover- Mast Publication 





CEC 


pre-sells 
for-you 
in793 
petroleum 
refineries 


How to smooth the way for low-cost calls 
that lead to big orders. 


Petrochemicals—big business area for manu 
facturers of process equipment—has no ena 
of research and development activities that 
will materialize with purchase orders. 910 
copies of Chemical Engineering Catalog serve 
this big process industries market by paving 
the way for productive, low-cost sales calls 
inside 793 refinery operations 


Available for quick reference to up-to-date 
product literature, CEC pre-sells for manu 
facturers inside 


100 California petroleum refineries 


38 Louisiana operations 
45 refineries in Illinois 
133 Texas installations 


51 Pennsylvania refineries 


36 New Jersey petroleum operations 
and so on throughout the country 


CEC calls everywhere 


Whatever you sell—equipment, materials of 
construction, engineering services 

wherever you sell — 22,000 copies of CEC 
are strategically placed inside 15,000 top 
rated process plants throughout the States 
and Canada to help bring business your way 


Complete facts available 


Ask our District Manager to tell you how 
CEC serves as an effective marketing too 
to backstop your advertising-selling program 


CHEMICAL ENGINEERING CATALOG 


> | REINHOLD = 
Publishing Corp. 


~-= 
7_| \ 430 Park Avenue 


New York 22, N. Y. 
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PROBLEMS 


IN INDUSTRIAL 


MARKETING 


by BOB AITCHISON 





# I’m in line to be the 1957-58 pro- 
gram chairman of our local NIAA 
chapter. Inasmuch as the success or 


failure of a _ chapter’s activities 
hinges largely on the quality of the 
monthly programs, I’d like to round 
up, in advance, any ideas that might 
help me do a good job when I be- 
come program chairman next year 
A year or so ago, one of your col- 
umns dealt with the mechanics of 
working with the speaker after he 
had been booked. However, I’m 
more interested in ideas on how to 
plan and arrange for outstanding 
speakers. What can you suggest? 


Advertising Manager 


“Big names,” snappy titles 
spark chapter programs 

First of all, I'd suggest that you 
ask your “customers” what they 
want. Send a letter to your mem- 
bership asking for program sugges- 
tions. You'll probably get a few 
pretty good ideas along with a lot 
more that aren’t so good 

If at all possible, get at least one 
(Your 


chapter is one of the larger ones, so 


or two “big names” a yea! 


if necessary, make the treasury jar 
loose with enough money to pay for 
a name speaker.) Examples: Came- 
advertising 


ron Hawley, forme: 


man and author of “Executive 
Suite:” Sloan Wilson, 
“The Man in the 


Suit.” 


author of 
Grey Flannel 


Try to ride the “fads” or what- 


ever is currently hot or popula 
For example, you might be able to 
arrange for a good speaker on mo- 
tivation research or brainstorming 
Panel programs are always popu- 
lar. Line up a panel of about fou 
specialists on a given subject 
perhaps four business paper editors 
who could cover some of the do’s 


and don’ts of publicity or fou 


artists on “what’s wrong with in- 
dustrial advertising art.” 

It is not necessary that all of your 
talks be by advertising people, or 
about advertising. Perhaps you 
have an articulate mayor or senator 
or governor who could deliver an 
interesting message at one of your 
meetings. 

Write the various NIAA chapters 
to determine what outstanding 
speakers they had last year. 

Try a “Copy Chasers” program, 
where members submit ads for dis- 
section by these anonymous critics. 
(Criticism is by previously pre- 
Then give the 
advertiser an opportunity to defend 


pared recordings. ) 
his advertising. (The Chicago chap- 
ter had two or three such programs, 
and played to sell-out houses on 
each occasion. ) 

Be sure that your programs re- 
ceive ample advance publicity via 
direct mail, newspapers and radio. 

Dream up imaginative titles for 
the talks to be given. Remember, 
you're competing for one entire 
evening of a member’s time. If the 
program doesn't sound interesting, 
he’d much rather go home to the 
wife and kids. A title like “Trends 
in Marketing” probably won’t take 
his breath away, but he might be 
intrigued enough to attend if the 
title is, “Advertising Men are Sis- 
sies,” “10 Reasons Why Advertising 
Managers are Underpaid’” or “Do 
You Really Know Where Your 
Market Is?” 


# For years all of our ads have 
been in black and white. This year 
our agency is recommending that 
we use color. One of our v.p.’s 
thinks it’s a good idea, another is 
against it. 

Is color worth while? . . Assistant 


to the President. 





HERE’S HOW TO AIM YOUR 
RELEASES FOR MORE AND 
PLACEMENT ! 


Here it is! Bacon’s 1957 Publicity Checker. 

Completely revised to give you the latest correct 

magazine, business paper and farm journal 

listings for preparing your publicity release lists. 

Over 2,000 changes — addresses, editor’s names, 

circulations, issuance dates, all brought up-to-date 

for 1957 use. Actually compiled and coded by the 

% } editors themselves. Each editor filled out complete 

“eee on ' so ‘ data sheet on his own publication. Fool-proof coding 

nah system enables you to direct your releases to the 

publications using that particular type of material. 

, End “hit-or-miss”’ methods! (see typical 61/2" x 9Y/." 

3,356 consumer, farm and business ie, <cgicstonnd page at left). 3,356 publications listed and classified 
listed in 99 market groups ... no repeat listings under 99 separate market headings. 

. . » completely cross-indexed. 
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Bacon’s Publicity Checker has been proven in use 
Completely revised for 1957. Over 2,000 vital by top-flight agencies, public relations men, adver- 
changes in listings. tising managers, associations, research organiza- 
tions, and manufacturers. Write for your copy today! 
Compiled with the help of over 3,000 editors. 
Coded to help you aim your publicity better. 


SENT-ON-APPROVAL... 


Proven in use by top public relations houses, 
ad agencies, manufacturers, associations. 


BACON’S CLIPPING BUREAU 
343 South Dearborn, Chicago 4, Illinois 


Please send me (_ ) copies of Bacon’s 1957 


BACON’S CLIPPING BUREAU “a8 ee 


| Bill me {_] Bill my firm 
343 South Dearborn Street, Chicago 4, Illinois 
Telephone: WAbash 2-8419 


Owned and operated by R. H. Bacon & Co. 


Business Papers ° Farm Magazines 
Consumer Magazines City Zone State 


Name 





Firm 





Address 

















14.5% CIRCULATION INCREASE 
... that’s what MODERN CASTINGS offers 
advertisers. It’s a factual figure, supported 
by ABC audits. 


Since factual figures tell a factual story, use the 
figures to judge the increased strength of MODERN 
CASTINGS in sales-producing channels. Better yet, 
compare the two publications serving the foundry 
field, and you'll see why the “king-size” MODERN 
CASTINGS is your best advertising buy. 


CIRCULATION COMPARISON 

ncludes controlled circulation for both magazines. 
MODERN CASTINGS MM ABC AUDIT, MAY ‘56 ISSUE. 
Foundry “SAA BPA AUDIT, JUNE ‘56 ISSUE. 


i+) 
PRODUCTION Yo GAIN 
MODERN CASTINGS 8,721 14.5%, 
Foundry 4,994 0.5%, 


ADMINISTRATIVE 
MODERN CASTINGS — 1,845 17.2% 
Foundry 3,932 2.3% 


PROCESS CONTROL 
MODERN CASTINGS — 1,079 5.0% 
Foundry 809 2.6%, 


SUPPLIERS 
MODERN CASTINGS Ga 3,086 9.4%, 
Foundry 1419 3.7% 


ALL OTHERS 
MODERN CASTINGS a 2,972 23.0%, 
Foundry HB 4,677 1.3% 





Goin hose “For whom 
LOST NMAC IISIN ccbicction i edited.” 
December 1955 June 1956 % Gain 
MODERN CASTINGS 15,456 17,703 14.5% 
Foundry 15,812 15,831 0.1% 


COMPARISON OF ADVERTISING RATES 


Total Circulation 12-Page Rate Cost per 1000 
MODERN CASTINGS 17,703 $360.00 $20.34 
Foundry 15,831 $430.00 $27.16 


GREATER COVERAGE... 
GREATER IMPACT! 


Along with increased quality coverage 
every ad in MODERN CASTINGS is dra- 
matically displayed alongside reading 
matter. No ads are “buried’’—none are 
hidden in solid advertising sections. This 
means that our readers—your market— 
can’t miss a single advertisement! 

That’s why MODERN CASTINGS shows 
constantly greater reader action — that’s 
why MODERN CASTINGS can sell your 
product. Let MODERN CASTINGS do a 
“king-size’’ sales job for you in 1957! 


modern castings 


published by: AMERICAN FOUNDRYMEN’S SOCIETY 
GOLF AND WOLF ROADS, 
DES PLAINES, ILLINOIS 


MODERN CASTINGS REACHES EVERY FOUNDRY 
IN THE UNITED STATES AND CANADA. 
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PROBLEMS... 


continued from p. 122 


Color is fine . . but only 
when you use it well 


Yes and no. Yes, if you use color 
functionally; otherwise, no. A re- 
cent study conducted by the Mc- 
Graw-Hill Laboratory of Advertis- 
ing Performance indicates that col- 
or, functionally used, will attract 
15% more readers than will black- 
and-white advertisements. 

But advertisements that do not 
use color functionally will rate 
about the same as black-and-white 
ads. 

How to use color functionally? 
The Laboratory of Advertising Per- 
formance suggests that the addition 
of color may increase readership 
when it is used to perform specific 
functions such as to: 

1. Emphasize or highlight key 
words. 

2. Visually relate copy to headline 
or illustration. 

3. Focus attention on special fea- 
tures or parts of the product. 

4. Illustrate structure or design of 
product. 

5. Point out or dramatize the way 
the product works. 

6. Diagram installation of product. 
7. Indicate a route for reader at- 
tention. 

8. Distinguish elements of graphs 
and tables. * 








OCTOBER 1936 


The magagera of danger and manufactsre 


| lectroni¢ 
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Big and different . . Electronic Equip- 
ment, White Plains, N. Y., has ex- 
panded circulation to cover 31,000 men 
in all phases of electronic manufacture 
and has adopted new editorial format 
to relate text more closely to pictures. 





YOUR NAME HERE 


YOUR NAME HERE 


Howto sell your company 


Some company managements — far-sighted in most 
respects — nevertheless have a blind spot about corpo- 
rate advertising. Either they scorn it as being completely 
useless, or they tolerate it as an expensive way of giving 
the Chairman of the Board a nice warm feeling all over. 

Unfortunately, some corporate advertising has no 
higher purpose or value — because its potential purpose 
and value are not understood. 

Actually, a corporate campaign can be just as prac- 
tical, as productive, and as profitable as product adver- 
tising —and for the same basic reason. Good advertising 
makes people want to buy. 

It is important that people want to buy your com- 
pany. And the time to sell your company hardest is 
when you have no intention of giving it up. 

That is obviously important when you are trying to 
get more people to invest in your company’s future. It 
is important in getting the most favorable financing 
terms, in hiring (and holding) good employees, in get- 
ting (and keeping) good distribution, 

And it is also extremely important in selling your 
product to the ultimate user! This is a fact too often 
unrealized or underestimated. 

Yet every one of us—in weighing the relative value 
of two comparable products —also unconsciously 
weighs our opinion of the companies behind the prod- 
ucts. And we can’t help favoring the company toward 
which we have the greatest feeling of friendliness or 
respect or trust. 

But in order to be profitable, corporate advertising 
must be planned and created as a fool of marketing 
rather than as a way to please the “old man.” Like 
good product advertising, it must be aimed at definite, 
attainable objectives and coordinated with all of the 


other selling tools being used. And like all advertising, 


its effectiveness (or lack of it) should be evaluated 
regularly to keep it going in the right direction at the 
right pace. 

We believe in the practical sales value of corporate 
advertising prepared with understanding and skill. 
Since ady ertising is not yet an exact science, that belief 
is based partly on faith growing out of long experience. 
But it is also based in good measure on tangible results 
from the corporate campaigns we produce for a number 
of our clients. One in particular has been documented 
in a booklet called, ‘‘Five Year Report on an Unusual 


Advertising Campaign.” We'd like to send it to you. 


areleller Kckard 
Gebhard and Reed, Inc: 


A DOVER TF S N G 


NEW YORK * CHICAGO * PITTSBURGH 
AFFILIATES 
PUBLIC RELATIONS * BURSON-MARSTELLER ASSOCIATES, INC 
MARKETING COUNSEL * MARSTELLER RESEARCH, INC 
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MAX E. SHIPPEE— capable advertising manager of 
Oil Well Supply Division, U. S. Steel Corporation, 
carefully plans specialized ads for specialized divi- 
sions of the gigantic oil industry. 
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WORLD OIL 


OILwet.’ 


UNITED STATES STEEL 


This ad copy, slanted to appeal to oil men in the 
drilling-producing division of the industry, reached 


22,200 readers in WORLD OIL. 


44.500 Petroleum 


Firms like “OILWELL” have been using Gulf 
Publishing Company’s specialized plan for many 
years to reach specialized divisions of the petro- 
leum industry. 


This combination rate plan gives you blanket 
and selective coverage. Here is largest all-industry 


circulation, a combined total of more than 44,500! 
With this plan, you get the impact and economy 
of horizontal coverage, plus the effectiveness of 
vertical specialized monthly publications. You 
may buy one, two or all three of these at special 
combination rates. Ask your nearest Gulf repre- 
sentative for the details today. 


SOME FIRMS NOW USING THE GPC PLAN e@ American Recording Chart Co. e Bergman Safety-Spanner Co. e Bethlehem Steel/Supply Co. @ Bucyrus- 
Erie Co. @ Casting Repair Service e Chicago-Wilcox Mfg. Co. @ Clark Bros. Co. e W. H. Curtin’& Co. @ Delta Engineering Sales Co. @ Dresser 
Industries, Inc. @ Fisher Governor Co. @ Gunite Concrete & Construction Co. @ Ingersoll-Rand Co. e Jet-Lube, Inc. @ Jones & Laughlin Steel 
Corp., Supply Division @ Magnetrol, Inc. e The Mercoid Corp. e Mixing Equipment Co. e National Tube Division @ Oil Well Supply Division e 
Petroleum Electric Power Assoc. @ Rockwell Mfg. Co. e Ross Heat Exchanger Division, American-Standard e Tretolite Co. e Tulsa Gauge & Instru- 
ment Co. @ Union Wire Rope Corp. @ Universal Atlas Cement Co. e Walworth Co. @ Wickwire Spencer Steel Division e Worthington Corporation. 





NEW HANBY = [85 gye- /400 Wiloon-Snyder 
HOT-TAP VALVE ES and ESC Process Pumps 


. +» PROVEN and ACCEPTED 
in 175 different Refining 
and Petrochemical Plants 


IN ALL TYPES OF PROCESSING UNITS acting 





SELECTED BY ENGINEERS 
GAS TRANSMISSION COMPANIES 
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This advertisement for new pipe line equipment The refinery equipment ad was written to appeal to 
appealed to men in the pipe line division of the readers of PETROLEUM REFINER, men employed in 
industry. It ran in PIPE LINE INDUSTRY, was seen by the refining division of the petroleum industry. Here 
5,200 pipe liners. 17,100 readers in that division were reached. 


Industry Coverage 


In the three huge (but separate) divisions of the oil industry, 
manpower is highly specialized for each division. Logically follow- WRITE TODAY for complete de- 
ing, survey after survey has proved that purchasing, too, is tails about Gulf’s Combination 
specialized in each division. Reader interest also is specialized in Rate Plan, or call the Gulf office 
publications that deal specifically with the problems of each nearest you. 
division. 


The GPC Plan gives greatest collective coverage of the industry, 
plus maximum specialized individual division coverage—a total of 
44,500 circulation, with less than one percent duplication among 
oil men! 


GULF PUBLISHING COMPANY 


for Greater Petroleum Coverage 


e Houston (19), 3301 Buffalo Drive, JAckson 9-4301 
@ New York (17), 250 Park Avenue, YUkon 6-6558 e Tulsa (3), Hunt Building, Diamond 3-1844 
© Chicago (4), 332 S. Michigan Avenue, WAbash 2-9330 ¢ Dallas (1), 518 Santa Fe Building, PRospect 7344 
e Cleveland (15), 1010 Euclid Avenue. MAin 1-3295 e Los Angeles, W. W. Wilson Bidg., Huntington Park, LUdlow 7-1219 
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Top executives say you can reap 
plenty of benefits from group selling 


There’s some evidence that more industrial companies are concentrating on “group 
selling.” that is gathering together the men who comprise the major purchasing in- 
fluences within a customer or prospect company and presenting the sales message to 
them as a group. To find out how well established this kind of selling has become— 
and what kind of a job it does—IM asked several industrial top executives: “What do 
you think of group selling? Is your company doing anything in this direction?” 


The executives’ answers appear below: 


Builds custom-tailored group 
sessions with customers, 
warns: don’t rehash old stuff 


By Harold B. Smith 


= Our company is a strong advo- 
cate of group selling. Our sales 
representatives work closely with 
engineers and production men, as 
well as purchasing personnel, since 
specification of our products is a 
direct result of such personal con- 
tact. 

In order to be sure that all per- 
sonnel in a position to specify fas- 
teners and special tools are fully 
acquainted with the advantages and 
proper use of our products, we 
have, since the war, conducted en- 
gineering meetings with more than 
200 major customers. These meet- 
ings have a very flexible program, 
geared to the interest of the com- 
pany and its industry. The meetings 
are held preferably at the com- 
pany’s place of business on com- 
pany time. Dinner meetings were 
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used exclusively in the earlier years 
of the program and are still used 
where the circumstances warrant. 
Generally speaking, however, meet- 
ings at company locations are at- 
tended by many more men than 
can be included in an outside meet- 
ing. 

The program is an engineering 
presentation of the fundamentals of 
fastening or tool design and _ use. 
Engineering principles are _ pre- 
sented, backed by illustrative case 
material proving the benefits to be 
derived from an analytical approach 
to fastening and tool problems. 

It is essential that the programs 
of such meetings be tailored to the 
specific audience, including basic 
principles and methods, as well as 
specialized, new develop- 
Above all, the 
cannot be a rehash of old material, 


more 
ments. programs 


but must incorporate fresh, new 
developments and ideas which will 
contribute to the knowledge of the 
group. 

We also have participated exten- 
sively in customer and government 
programs designed to educate per- 
sonnel in our fields of activity. Ob- 
viously, we believe such group sell- 
ing is effective and expect to con- 
tinue this activity as a major factor 
in our future sales plans. 


Says group selling is ‘best’ 
way to sell machine tools 


By John E. Storm 
Vice-President & 
General Sales Mgr 


rman 


® Two years ago the Van Norman 
Machine Co. decided that in order 
to sell in a highly competitive field, 
as well as a highly specialized mar- 
ket, it was imperative that a closer 
relationship be realized between 
the customer, dealer representative 
and the company. With this end in 
mind, we appointed district sales 
managers for the sole purpose of 
working in closer contact with the 
dealer salesmen in discussing any 
customer’s machine tool problems 
involving production estimates, de- 
sign, methods, etc. 

The Van Norman district sales 
managers are supported by the 
company’s engineering force, as 
well as its sales executives. Because 
of this it is not unusual to have 
three, four or more representatives 
of the Van Norman Machine Co. 
“sit in” with a prospective custom- 
er’s personnel in a general discus- 
sion of any particular machine tool 
problem in which the customer is 
concerned. 

The day is long past when a deal- 
er salesman can walk into a plant 
and show its purchasing agent a 
walk 
away with an order. As a result, 
we have adopted the group method 


manufacturer’s catalog and 


of selling. By this we mean that if 
a customer has a particular prob- 
lem in connection with machining 
a specific part or parts, the dealer 
salesman will call on the subject 
prospective customer so that he 
first-hand basic in- 
formation. The 


may obtain 
dealer salesman 


will then contact Van Norman’s 
district sales manager covering this 
particular territory who, in turn, 
contacts the subject customer direct 
in company with the dealer repre- 
sentative. Our dealer salesman and 
the Van Norman district sales man- 
ager will meet with the prospective 
customer and discuss his problem. 
If the necessary information cannot 


tinued on page 129 
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* Buying action has to be fast in the foundry industry 
where equipment wears out fast, creating one of the 
biggest replacement markets, per plant, of any indus- 
trial classification. 
A $6 billion market... FOUNDRY magazine opens doors 
... parades your product advantages in front of over 
66,000 key buying influences. 
FOUNDRY reaches every foundry employing over 20 and 
85%, of all others—over 5,700 plants which together pro- You do more business with foundries 
duce 98% of all castings. 
Foundrymen read FOUNDRY from cover to cover. But that’s — 
only one part of FOUNDRY’s complete Sales Develop- when you advertise in Mj FOUNDRY ! 
ment Service. Ask us for details. 





a |PENTON Publication / Penton Building, Cleveland 13, Ohio 








Another big gain in coverage” that counts! 


N.E.D. scores again! Now it gives you more contacts 
with worthwhile buying influences in all industries 
than ever before. A thousand more copies than 
last month reaching today’s bigger-than-ever 


buying group in plants employing 500 or more. Get 


“NOW! 79,000 COPIES (Total Circulation) in 43,000 PLANTS 


A PENTON) PUBLICATION 


NB|P. PA 
1213 W. Third Street 
Cleveland 13, Ohio 


further proof that N.E.D. is your best advertising buy 
today for effective coverage and readership that pays 
off in immediate buying action. Request a copy of 
“How to Reach More Links in Today’s Industrial 


Buying Chain”. 
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continued from p. 128 


be supplied at this meeting, ar- 
rangements are then made to hold a 
group meeting with the customer. 
This group usually consists of the 
customer’s purchasing agent or 
buyer, the master mechanic, shop 
foreman, processing engineer, tool- 
ing engineer, methods engineer and 
any other men who are concerned 
with the prospective customer’s op- 
eration. 

Also in attendance at this meet- 
ing would be the Van Norman dis- 
trict sales manager, dealer salesman 
and, if necessary, the sales manager 
or assistant sales manager and/or 
the company’s chief engineer. 

At a “round table” discussion, all 
phases of the proposed equipment 
would be discussed, all possibilities 
of the equipment explored, produc- 
tion figures estimated. Tooling re- 
quirements, design, etc., also would 
be discussed, after which a quota- 
tion is submitted for approval. All 
the details will have been ironed 
out, any questions will have been 
answered and the customer will 
know exactly what equipment will 
be installed in his plant if the 
equipment is purchased. 

By handling sales in this manner, 
the customer’s personnel is familiar 
with the type of equipment to be 
supplied by Van Norman, and the 
salesmen and Van Norman district 
sales managers become better ac- 
quainted with the customer, result- 
ing in a closer relationship between 
buyer and seller. This creates trust 
and confidence in the seller’s equip- 
ment, eventually leading to addi- 
tional sales. It is only natural that 
a customer would lean toward the 
equipment in which he has the most 
knowledge and confidence. 

We only feel that the efforts of 
our salesmen are successful when 
the prospective customer requests 
that our representatives be called 
in again to participate in a group 
meeting to discuss his problems just 
as though they were Van Norman‘s 
own problems. 

The Van Norman Machine Co. is 
working toward this end and firmly 
believes that group selling is by far 
the best method of selling machine 
tools to the trade today. 


Inviting customer groups 
to factory pays dividends 


By John W. Hebert 


President 


s Invitational group selling at our 
factory and offices has been in 
practice for several years, and has 
paid dividends in better customer 
relations through a better under- 
standing of our common problems. 

This method provides customers 
and potential customers with direct 
and visual information in all de- 
partments from top 
through production. 

It gives them an opportunity for 
their top converse 
with any and all of our important 
personnel plus observation of our 
operations including demonstra- 
tions. This results in the type of 
understanding and personnel rela- 
tions that is beneficial to both the 
customer and ourselves and could 
not be duplicated otherwise. 

Having gained this first-hand 
knowledge of our organization and 
facilities, creates a confidence and a 


management 


personnel to 


dependance on us for the quality 
and service they expect. o 





Advertising Expanded 
to Aid Sales Efforts 


Paper Launched for 
Parker Distributors 











‘Sparker’ Parker Appliance Co., 
Cleveland, has launched new quarterly 
publication to give distributors product 
news, application stories and help in 


finding customers, making sales 


If you sell... 


@ EQUIPMENT 
e@ MATERIALS 
e@ SUPPLIES 


eee 
DRILLING 
PRODUCING 
REFINING 
FIELD PROCESSING 
PIPELINE 
PETROCHEMICALS 
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LOWEST 
RATES 


$100 per unit 





As low as 


HIGHEST 
CIRCULATION 


i] industry 
Over 35,000 » bayer 


equipmen 
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Equipment 


The Magazine of 
PETROCHANICS 


Published Monthly by 
THE PETROLEUM PUBLISHING CO. 
211 S$. Cheyenne @ Box 1260 
Tulsa, Oklahoma 
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“, «Nothing helps our salesmen more 


Q Just how would you describe the 
AP Parts Corporation? 


A The AP Parts Corporation is the 
world’s largest manufacturer of replace- 
ment mufflers, pipes, and other exhaust 
system parts lor cars, trucks and trac- 
tors. Our manufacturing subsidiary has 
been designing and manufacturing 
mufilers longer than any other firm in 
the United States, having built nothing 
else since it was founded in 1904. We 
furnish considerable original equipment 
to motor vehicle manufacturers and also 
serve thousands of automotive parts 
wholesalers and, through them, hundreds 
of thousands of car dealers, repair shops, 
and service stations. A separate division 
does an extensive job of making and sell- 
ing graphited lubricants to the Armed 
Forces, car manufacturers, and the trade. 


Q How long have you been using busi- 
ness publications in your advertising 
campaigns? 


A As I recall, we began a regular trade 
paper program on a small basis in 1937. 
As our sales grew, and business papers 
became more and more important to us, 
we stepped up our efforts in this medium 
until now, on muffler advertising alone, 
we are spending over 10 times as much 
as we did in 1946, the year I came here. 
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Albert Joseph was educated at the Univer- 


sity of Toledo, came out of the Navy a 


Group Commander with the Amphibious 
Forces to join The AP Parts Corporation 
in 1946 as Assistant Advertising Manager. 


Today he is Advertising Manager, a post he 


has held since 1948. He is responsible for 


all AP Parts advertising, sales promotion, 


and public relations. Mr. Joseph is also a 


member of the Board of Governors of the 


Automotive Advertisers Council, and Vice- 


Chairman of the Industry-Wide Committee 


of the AAC, He has spoken extensively be- 


fore important automotive service industry 


groups. We recently had a very interesting 


interview with Mr. Joseph, and we think 


you'll find the highlights informative. 


Q How do you think business papers 
help you? 


A In the trade, we have a twofold selling 
problem. The first is getting wholesale 
distribution. Unlike other important in- 
dustries, where a few hundred whole- 
salers cover the country, the automotive 
service industry has about 14,000. Our 
ady ertising to wholesalers can’t make the 
sale—the salesman must do that. But by 
building an attractive corporate image, 
by getting inquiries, by hammering at the 
market story month in and month out, 
we've helped our salesmen get a very 
receptive audience. Then there are over 
300,000 retail service outlets served by 
the wholesalers. Qur men do detail o1 
missionary work but simply can’t see 
300,000 people in a year. And the whole- 
saler salesmen must sell scores of lines 
(some carry 89 lbs. of catalogs). No 
sales force can sell the national market 
personally in this industry. So our ad- 


vertising to the dealer must do most of 


the hard selling at the dealer level. 


Q How do you know advertisements 
are so widely read? Can you think of a 
specific instance or experience which 
has proved this to you? 


A Yes. From the outside most mufflers 
look alike. Both wholesalers and dealers 
for years felt that one brand was literally 
as good as another. But for many years 


we have been putting from 25-40% more 
steel in our mufflers, making them far 
more resistant to corrosion than others, 
and selling them at the same price as 
competition. Our salesmen told their 
quality story to wholesalers, but it never 
really got across to the dealer trade—as 
I said, the wholesaler salesman is busy 
with scores of complicated lines. 

About two years ago, we decided to 
dramatize this extra quality and longer 
life in our trade ads, using heavy 
schedules. We literally took the mufflers 
apart and showed the difference—proved 
that all mufflers are not alike, told the 
reasons for the heavier steels. Our al- 
ready high volume jumped so high you 
wouldn't believe the figure. Dealers now 
often insist on “that heavy job”—mean- 
ing AP—and this has helped us land 
scores of new distributors. Only trade 
papers enabled us to tell the story so 
well, and in so short a time. 


Q How would you define your audi- 
ences? How many audiences do you 
have? 


A Broadly speaking, we have three audi- 
ences: wholesalers, dealers and, of course, 
the motoring public. By dealers I mean 
gas stations and garages as well as car 
dealers. Our campaigns to these three 
groups are tailored to fit the needs of 
each. Our wholesaler and dealer adver- 





than our business paper advertising 


tising are our most important, however, 
since the average motorist willingly ac- 
cepts the advice and judgment of the 
mechanic trained 1n servicing his car. We 
want the motorist to be familiar with our 
name and the quality of our products 
when the serviceman recommends our 
products; hence consumer advertising. 
But it’s the dealer and the wholesaler 
who determine brand preference in our 
industry, and they’re too numerous to be 
properly covered without advertising. 
So most of our space budget goes into 
trade papers. That’s why nothing helps 
our salesmen more than our business 
paper advertising. 


Q Just what is your general advertising 
philosophy? 

A We believe in maintaining a high and 
steacly level of advertising at all times to 
achieve long-range objectives. We in- 
crease from that steady level as market- 
ing conditions of a given period dictate. 
In short, we are not in and out of adver- 
tising. And we stress factual ‘reason 
why” copy, written for readers who are 
technically minded and who are in busi- 
ness to make money. 

Q Your engineers, then, can create a 
situation overnight in which you must 
rely on unallocated advertising dollars? 
A Yes, that’s the idea. Our steady ad- 
vertising is designed to maintain our 
prestige and sell the merits of our prod- 
ucts. A new product or market develop- 
ment, on the other hand, requires a more 
intensive announcement and educational 
campaign. 


Q Does your advertising stress your 
company’s know-how, or is it primarily 
product advertising? 

A We stress our company’s long ex- 
perience in the field in all of our adver- 
tising, but the main theme is the product 
itself. You see, in our business, we not 
only have to keep the name and the 
products constantly in front of present 
customers, but new mechanics and serv- 
ice station operators, constantly coming 
into the field, need educating on what 
lines are profitable and which are the 
best quality. Consequently, we not only 
have to explain who we are and what we 


make, but we have to give the merits of 


our products and its profit opportunities 
in some detail. Our business publica- 
tions are by far the best way in which to 
reach the newcomers in the automotive 
and trucking industry. 


Q How many business publications do 
you use regularly? 


A Well, we use about nine—which may 
sound like a good many, since we are 


active only in the automotive and truck 
field. But you'd be surprised how spe- 
cialized the automotive service business 
is in this country. We used to pick what 
we considered the several key publica- 
tions, but we’ve learned from experience 
that it is wiser to cover the whole audi- 
ence in our field. There’s some duplica- 
tion, but we regard it as repetition. 


Q What, in your opinion, is the role of 
business publications? 


AL think the job of business papers in 
any industry is to inform, keep their 
readers up to date in new developments, 
new techniques, new products in their 
field. A business paper can do much to 
define and develop the standards of the 
industry it serves. 


Q What is your opinion on length of 
copy in an advertisement? 


A There is no magic formula that will 
apply in all industries. Business paper 
readers want information. They want to 
know as much as we do about our prod- 
ucts, and very often we cannot tell a 
product story that will satisfy our 
readers in a few short sentences. All the 
rating services show that “mood” adver- 
tising, so often successful in certain con- 
sumer fields, fails miserably when applied 
to trade advertising in technical fields. 
I believe that any copy which is well 
written, well organized, and well illus- 
trated is never too long if it performs a 
service for the reader. 


77 Wey 


Pen / 

~ 
Qdo you merchandise your adver- 
tising to your salesmen? 


A I personally travel about 20 thousand 
miles a year in the field, and we are 
naturally in close touch with our men all 
the time. We confer with all regional 
managers at scheduled meetings during 
the year. They know well in advance 
what we plan to do, and they in turn let 
us know what they think of our adver- 
tising and other plans. Our men are well 
armed with proofs of our advertisements, 
program resumes, etc., and use them to 
assure their distributor customers and 
AP Parts is doing the 


biggest job in the industry. 


prospects that 


Q Do you have any further comments 
to make on any points | might not have 
touched on? 


A Yes—there’s another reason why we 
know how necessary it 1s for us to utilize 
business publications as the primary ad- 
vertising medium for reaching our cus- 
tomers and prospects. We recently 
conducted a nationwide dealer survey 
and were astonished by two things: (1) 
the response to the survey was over 
42% '; 


publications in their own industry was 


(2) their opinion of the business 


extraordinarily high—these people read 
ads—92% claimed they read the ads 
regularly; and over 65% said they felt 
that trade publications were their most 
important source of technical informa- 
tion; they favored them over technical 
bulletins put out by car manufacturers, 
parts manufacturers, and paid technical 
information services to which they sub- 


scribe. 


Through the use of business publications you are able to communicate with 


your customers and prospective customers in an atmosphere that is natural 


to them and most productive for you. In this respect, responsible business 


publications serve a purpose unduplicated by any other selling force. 


Chilton publications cover their chosen fields with an editorial excellence 


and a strict control of circulation that assure confidence on the part of readers 


~ Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


and advertisers. 


CHILTON PUBLICATIONS: Department Store Economist « Hardware Age 
The Iron Age « Jewelers’ Circular—-Keystone « Distribution Age « Motor Age 
Automotive Industries « Optical Journal and Review of Optometry * Spectator 
Commercial Car Journal « Boot and Shoe Recorder « Hardware World 


Gas « Electronic Industries 


Butane-Propane News « 


Book Division 
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First ten months of 1956 


Advertising Volume gains 6.6% over 1955 
® For the first ten months of 1956, 
in Business Papers advertising volume increased 6.6% 
(24,944 pages) over 1955, and the 
month of October showed a gain of 
6.0% (2,454 pages) over the pre- 
vious year. This was reported to 
INDUSTRIAL MARKETING by some 305 
business publications. 
NOTE: The following figures must not be quoted or reproduced without permissior Industrial publications gained a 
October / volume 6.0% (in pages) over 1955 total of 7.1% (1,901 pages) for the 
1956 1955 page change % change month, and 7.4% (18,471 pages) for 
the first ten months of the year. The 
group of product news publications 








Te] 


hides reported increases of 7.7% (281 
Tra z¢ sich ‘ : iid units) for October, and 7.7% (2,393 
3,07 3,4 y T ; units) for the year to date. 
Ex; 1,179 ( 00 Trade publications showed a gain 
Total 43,423 40,969 + 2,454 + 6. of 1.2% (71 pages) for the month of 
October, and an increase of 2.8% 
Year to Date/volume 6.6% (in pages) over 1955 (1,589 pages) for the year thus far 
1956 1955 page change % change in 1956. An increase of 2.9% (101 
pages) was reported in October by 
class business papers, who also 
33,49 31,104 Seeatatp ' showed an increase of 7.2% (2,089 
7 7,38 pages) for the year to date. Export 
papers gained 9.3% (100 pages) in 
11,19 10 October, and 3.7% (402 pages) thus 
402,840 377,896 + 24,944 + 6.6 far in 1956. 





268,045 249,574 + 18,47] 


October pages pages to date October pages pages to date 
Industrial group 1956 1955 1956 1955 Industrial group 1956 1955 1956 1955 


45 65 467 48 Yonstructioneer (bi-w. '257 213 2325 1968 
Review 2 80 835 7 + ‘tion Equipment gc 32 1319 1108 
Air Conditioning, Heating & ction Methods Equipment 15 15] 1764 1598 
Ventilating uction News M 102 1029 888 
Air Force stor 60 58 757 672 
American Aviation (bi-w.) 149 67 1215 1179 Yonsulting Engineer 5¢ 726 448 
American Brewer 43 4( 433 AA! Yontractors & Engineers (93/4x] 
American Builder 197 197 1955 38 (7x10 a its) l 14] 1739 1483 
American City yf 1577 Yontr ring 1087 655 
American Gas Journal 28 2 316 201 D Record ( 1S 639 608 
American Machinist (bi-w.)° 493 490( 4987 I 1 News 1i-m 32 2879 2506 
American Printer 4 3 344 D Power : 2 545 475 
Analytical Chemistry 527 459 
Appliance Manufacturer’ i 44 Distribution 83 63 1006 889 
Architectural Forum 223 23 : 2009 Dixie Yontractor (w 154 J 4 1609 1412 
Architectural Record’ } : 3 Drilling 122 l 1264 1195 
Automotive Industries (semi-m 4 23 2671 ; Electric Lig wer (bi-w 188 153 1695 1681 
Aviati Age 24% 2C 223 848 Electrical Construction Mnitce '207 161] 1745 1644 
403 394 3429 Electrica ; j 22 /] 967 745 
2593 2564 
669 600 
935 906 
4006 4018 
1974 1317 
731 541 
421] 3868 
1744 1626 
4013 3756 
428 398 
2532 2415 








Aero Digest 
Aeronautical Engineering 


Aviation Week 

Bakers Weekly 

Ba 3 Industry (bi-w.) 

Bedding 

Better Roads 

Boxboard Containers 

Brick & Clay Record 

Bus Transportation 

Butane-Propane News 

Canner & Freezer (bi-w.) zi 

Ceramic Industry J] 34 18 10 Excavating 

Chemical & Engineering News (w a 29 297] 2484 Factory Management & Mntce. 

Chemical Engineering 35€ 349 3486 397 Fibre Containers & Paperboard 

Chemical Engineering Pr 3 2 1035 1002 

Chemical Processing 23 d 2124 21% 616 649 

Chemical Week "322 3] 326 295 Fire Engineering’ 143 44 624 604 

Owner 151] 158 1449 1356 

Coal Age Engineering [3% 146 1316 1373 

Combustion 5] 6 | 52% 5 ood Packer 67 232 242 

Commercial Car Journal l ~ 1789 i Processing 101 ag 947 856 

Construction (bi-w.) “oundry 194 202 1983 1961 

Cons n Bulletin (w.) 224 21¢ 241% 221 3as 144 172 1010 1034 

Construction Diaest (bi-w.) 217 ] 245 xraphic Arts Monthly (41/2x6!/2 '221 216 2190 2059 
Continued on page 134 
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To sell metals, 
use the sales 
power of the 
metal industry’s 
‘eames DAILY 
== AMERICAN METAL MARKET “= NEWSPAPER 


The Marker deshorisy o/ the Senet and Menai Mutmatrsee 




















Heras Ss Tal dd dan Ft ed Tied al Sc To hes oF 
Promise For More sil | "MBE SAE For Hard Yeu!" Ot | Ml Production Etna A LYN Tors 
Development Than Pat a pane } "| Actual Output May Be Larger And Set Record 








| Mew vor 


CARRIES MORE 
ADVERTISING TO 
TONNAGE BUYERS 
THAN ANY OTHER 

PUBLICATION 


YEAR 1955 (Source: Industrial Marketing) 
PAGES OF 
ADVERTISING 
Oil & Gas Journal 


American Machinist 

Steel 

Product Engineering .......... 
Machinery 

Machine Design 

Foundry 

Metal Progress ....0.000.0.0....... 
Materials & Methods ............ 





American Metal 
Market... 8,841 


(7x10" equiv.) 














SAMPLE COPY AND NIAA MARKET & 
MEDIA PRESENTATION ON REQUEST 


American Metal Market 


18 Cliff Street, New York 38, New York 
ABE) 


Since 1899 The Daily Newspaper of ARD 
the Steel and Metal Industries 
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October pages pages to date October pages pages to date 
Industrial group 1956 1955 1956 1955 Industrial group 1956 1955 1956 1955 





October pages pages to date 
1956 1955 1956 1955 





juct news information publications are re- 
lits (approx. 314x434") . . not in standard 


Electrical Equipment 224 
Equipment 340 
Equipment News 
1 Maintenance & Plant 
ation 21 215 2102 2118 
Product News 92 784 170 
1ipment Digest ) 7626 7037 
/ 77 3426 3086 
3760 3560 
2613 2301 
33,497 31,104 


October pages pages to date 
1956 1955 1956 1955 





648 
1252 


2002 
1607 
2371 


357 


1332 
1279 
350 
635 


274 

989 

1697 1629 

507 552 

48 1817 

5 1021 992 

49 574 652 
Continued on page 136 
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use the design 


publication 





to help you sell 


Be R 


the OEM market 


Product designers are busier than ever keeping ahead of 
their competition, which makes it more important than 
ever that they keep up with new developments in the 
Original Equipment Market. More news to keep up with 
... less time to do it in. These are conditions that make 
PD&D more important than ever, for PD&D was designed 
as a news service to save readers’ time. For instance: 


wide range of editorial coverage on new and improved 
components and materials; progress reports on practi- 
cal use of recent developments; engineering laboratory 
equipment; new literature. 


quick identification of the product, service, or literature 


48 49 50 51 52 


ertisers invest in PD&D is a measu 
the services rendered to product de 


1 1946, has shown a steady growth ever 


During the past year an average of 5,730 men sent in 
an average of 30,000 inquiries per month. More than 
half of these referred to advertisements— tangible evi- 
dence of advertising readership. 


Send for PD&D’s Market and Media Facts which in- 
cludes data prepared in accordance with NIAA recom- 
mended form: market, circulation, readership, editorial, 
rates and specifications, current data. 


data in brief 


Circulation, BPA, 34,216 individually addressed copies. 
Cost, flat rate of $200 per 1/9th page unit. Sold only in 
1/9th and 2/9th page units to protect readers and adver- 
tisers. Advertisers can buy as many separate units as 
they need. 


that was designed 





described — illustrated whenever feasible. 


condensed items on what’s new, how it works, where to 
get it— including name of individual and telephone num- 
ber, when available. 


condensed ads Standard 1/9th and 2/9th page sizes put 
emphasis on facts. Makes it easier for the reader to find 
what he wants. 


reader-service cards help design engineers get additional 
information. 


tabloid style for fast reading. 


red numbers 
indicate 
inquiries cleared 
through PD&D 





Product Design & Development 


PUBLISHED BY FRANKLIN H. JOHNSON, INC. 

216 East 49th Street, New York 17, N. Y. « MUrray Hill 8-3493 
representatives: 

New England + Cleveland + Detroit + Chicago + San Francisco + Los Angeles 
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October pages pages to date October pages pages to date 
Trade group 1956 1955 1956 1955 Export group 1956 1955 1956 1955 





ement 1461 
Re view 
1343 
602 
786 
265 


1d€ 


“American Machinist 
y Ma hing Fr sh w issue WwW 


Appliance Manufacturer .. 8 mos 
in September issue, was incorrectly 
969 pages 
“Architectural Record . . 
October pages pages to date 60 mones in enecial mi 
group 1956 1955 1956 1955 Diesel Pyeqvens % pies: 
ported as pages r 





“Finish . . Fel 
section inciudl 
peated in 1956 
‘Fire Engineering . 
not a specia le 
‘Iron Age. . 


sue n repeated in 
achinery . . 1955 yea 
‘Manufacturers Record . 
n May, 1956 as a 13th is 
‘National Safety News . . 
Safety Congress & Exy 
“Railway Age. . 
n three Mechar 


Signal ‘ 


ie 496 


‘Western Machinery & Steel World q my 


Wood Worker . : 
"Woodworking Digest 

Southwest Builder & Contractor . 

ntra rs Guide feature issued as 
October pages pages to date I t issue 
Export group 1956 1955 1956 1955 Plumbing-Heating-Air Conditioning Wholesaler 


ITe ly 





6: 42 pages; Sept ] 6 pages 
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“The Mountaineer” 
DOUBLES Capacity Record of Any Meet “The Mountaineer 
Previous Strip Mining Shovel 


At its Georgetown #12 strip mine, Hanna Coal 
Division of Pittsburgh Consolidation needed to remove 
overburden up to 90 feet in depth to get at coal re- 
serves previously impossible to strip. In handling 
7,200 tons per hour, this 155-foot high monster dou- * 


eee ; 
bles the capacity of any previous power shovel. 


GEORGE H. LOVE 
Pre ide nt 


Pittsburgh Consolidation Coal Co. 


“Many men must share the credit for building 
today’s mammoth earth-moving equipment. 
In the case of our own $2,600,000 machine, 
design engineers at Marion Power Shovel Co., 
our Own mining engineers and designers, 
designers and production men of the many 
companies that supplied components for the 
shovel . . . all played an important part. 
“Whenever industry buys major equipment, 
several thousand people may be involved 
between design and delivery. And just as in the 
coal business, the key men who produce for 
industry are the men who read technical and 
business magazines. I believe it is one of the best 
ways for them to achieve the interchange of 
vitally-needed information that makes their work 
simpler in the long run. It is this meeting of minds 


that moves mountains—and creates markets.” 


3,229 Key Men Among Earth-Movig Equipment 


Providing business and industrial leaders 
with the kind of news they need 1n today’s 
rapidly-changing economy is the job of 
McGraw-Hill magazines. Spearheading 
the McGraw-Hill staff are 485 full-time 
editors — backed by 575 field correspond- 


ents and 15  strategically-located offices. 











y 


\ l 1k A 


These men and facilities produce 34 mag- 
-azines bearing the McGraw-Hill name on 
their mastheads In the sixteen specialized 
fields and industry functions they serve, 
over a million men subscribe to one or 
more of these magazines. 

Collectively, these subscribers represent 


a market for billions of dollars of products 
and services cach year. They are the decision 
makers... the buying factors your selling 
efforts must reach regularly. You can get to 
them quicker... more easily ...at lower 
cost per call... with your advertising in the 


McGraw-Hill magazines they read. 





A signed order is the product of the 
specialized selling skills of your sales- 
men. But behind every order are many 
men who take part in the final decision 
to buy. 

When you mechanize your selling 
through the use of Business Publication 
Advertising, you take many of the pre- 
liminary steps to the ultimate sale. You 


tell your prospects what your product 


Six Steps 


to Successful 


Your advertising teams up 
with your sales force to make 


every call more broductive 


or service can do for them. You save 
time for your salesmen by freeing them 
—at pennies per call—of the many pre- 
liminary steps along the way to an 
order. They can concentrate more of 
their time in discussing product applica- 
tions and in closing sales. This means 
every day gains productive minutes— 
and you help keep the favorable selling 


‘“‘climate’’ that leads to future sales. 


Selling 


ROUSE INTEREST — 


% 
_ ee a 


CONTACT 


Gi MORE ADVERTISING HERE MEANS 
MB MORE SALES TIME HERE 


n 
c(sraw-Hi 
PUBLISHING COMPANY, INC. 

330 i ‘est 42nd Street, Neu York 30, N. y.. Cp 


Headquarters for Business I nformation 





Attention, please . . 





Letter pushing Pemco industrial film catches attention with 


tilm strip affixed at top. Letter at right pushed earlier TV film 


Gimmicks give life 
fo your letters 


Pemco puts everything from miniature telephones to plastic 


bottle caps on its promotional letters. Corny? Sure. 


But they bring returns up to 52% .. and the cost is low. 


By Thomas S. Hook 
Advertising & Sales Promotion Manager 


ion 


e We have pulled remarkable re- 
turns by attaching plastic and other 
kinds of gimmicks to our sales let- 
ters. 

As the world’s first commercial 
manufacturer of porcelain enamel 
frit, we have built a company re- 
spect in the industry which we think 
compares with what Chase National 
has in banking. But our direct mail 
problem was to enliven an attractive 
but plain engraved letterhead so 
our customers would give them at- 
tention. We tossed out the idea of 
an illustrated letterhead showing 
the many products using our fin- 


ishes major appliances, dinner- 
ware, glass bottles and signs. Such a 
letterhead was not in keeping with 
the dignity of the company. Besides, 
one of the business publications in 
our industry was already using 
such a letterhead. 

The inexpensive answer was to 
use illustrations by photo offset, 
plastic devices and other attach- 
ments tying in with the theme of the 
letter. Attention-getting gadgets 
such as plastic telephones, pipes and 
rules, may seem corny to veteran 
admen, but the people who use our 
porcelain enamels on ranges and 
refrigerators, have responded to our 
gadget 
numbers. For example, we sent a 
survey letter to our list of 671 peo- 
ple using porcelain enamel in man- 
ufacturing plants. A plastic tele- 


) 
ntinuea on page i4VU 


mailings in exceptional 
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| |OWL FIRED HEATING, 
AIR CONDITIONING 
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[JE FUELONL DEALER | 











... the Happy, Partisan* 
Dealer Who DOMI- 
NATES a $3.3 Billion 


Industry! 

Through FUELOIL & OIL HEAT 
you can reach 87% of all the Joe 
Burnoils — the oilheating-fueloil 
dealers, and oilheating service or- 
ganizations; plus virtually all of the 
jobbers specializing in oilheating, 
and 99.8% of the manufacturers in 
this important industry. 

*FUELOIL & OIL HEAT is “par- 
tisan” too. It is the only national 
magazine that dares “take sides” in 
favor of oilheating. WHY DOES 
IT? The dealers who sell oilheating 
equipment, and fueloil, with the 
conviction that it is best, WANT IT 
THAT WAY. The major oil com- 
panies want it that way. At stake is 
$3.3 Billions annually in fueloil, 
oilheating, and year-round aircondi- 
tioning equipment! 

WITH 8,208,400 INSTAL- 
LATIONS OPERATING IN 


1955: 


e Dealers whose principal $ value 
was in fueloil, sold 51% of the 
Nation’s oilheating. 

e Dealers whose principal $ volume 
was in oilheating sales, or service 
work, sold 38%. 

e Jobbers specializing in oilheating 
sold 78% of all the parts and 
materials for oilheating. 

- and only FUELOIL & Oli HEAT cen- 
ters directly upon these men who sell 
89% of the Industry's volume and do 
91% of all oilheating service work! 
The only dealer magazine in this 
field belonging to both ABC and 
BPA, FUELOIL & OIL HEAT has 
the highest ABC Subscription Re- 
newal Percentage in the entire heat- 
ing industry! 


W rite 


for 


Market 
\ 
\\ Studies 


2 West 45th St., New York 36, N. Y. 
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In this photo, courtesy of United States Steel Corporation, workmen at the 
Duquesne (Penna.) Plant charge an electric arc furnace for the next “heat."’ Electric 


arc furnaces are one of the heaviest consumers of electric power in industry. 

















What one magazine 


in the electrical world 
matches the quality of 


your own product? 











The three workmen you see in this picture never heard of 
Electrical World. But the electrical engineer responsible for the 
power lines feeding into this furnace knows it as intimately 
as the electric utility man at the far end of these lines, back in the 
central station. Match up these two major factors with the top 
flight electrical consulting engineers and construction firms, as 
well as enterprising electrical manufacturers, and you have dé 
fined World’s 4-way balance of buying power. This is what we 
mean when we say, “The only publication covering the electric 
power industry completel) ’ Can your advertising aftord to ig 


nore this vital industrial segment of the industry ? 








Electrical 
World 











Indeed, it’s 
rather unusual to find a publication 
that has good coverage both hori- 
zontally and vertically in an industry. 
The CERAMIC BULLETIN is one 
of those few magazines . . . and the 
only one within the ceramic field. 


Circulation 

of this 

type is 

realized be- 

cause it is 

the official 

publication 

of the American Ceramic Society 
reaching men at every level and 
branch of the industry. 


No matter what your sales target 
the BULLETIN puts your message 
right where it counts! So why not 
begin cashing in on the broader 
penetration open to your advertising 
message through the CERAMIC 

: BULLETIN? 


We'll be happy to supply you with 
complete rate and other pertinent 
information. 


4055 N. HIGH ST., COLUMBUS 14, OHIO 
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GIMMICKS .. 


continued from p. 137 


phone was attached and the letter 
had a filled-in name, address and 
salutation. Eight publications were 
listed, and the recipient was asked 
to check one of four columns for 
each publication, showing whether 
he “never read,” “rarely read,” 
“often 
each individual publication. A busi- 
ness reply envelope was enclosed, 
and the purpose stated in the letter 
was to help guide our advertising 


read” or “regularly read” 


space expenditures. 

We got a 52% return for tabula- 
tion, and after we closed so we 
could tabulate our survey, several 
more letters came back. Incidental- 
ly, many had kept the little tele- 
phone. But 52% is pretty fabulous. 
Results of the survey were most 
helpful in our planning, too. 


Pays to he corny .. A plastic 
bottle cap was mailed out to our 
list and our sales representatives, 
who had been supplied with extra 
quantities, were swamped with re- 
quests for more. The cap helped 
us promote the “sparkling activity” 
of our sales and service represent- 
atives. Many of our letters must be 
to build good will, since there are 
so many different kinds of porcelain 
enamel and glaze frits that selling 
of these technical materials must be 
left to trained ceramic engineers 
who are our salesmen. Therefore 


Plastic pulls returns . 


our letters are generally institu- 
tional. 

Every Pemco ad is sent to our 
customers with a covering letter. 
Since we are in only seven maga- 
zines covering the industry, they 
are not inundated. We have prac- 
tically no requests to be deleted 
from our list and many requests 
from those on the list to add a name 
of a new associate. 

This extra mileage from ads by 
mailing preprints each month has 
sold us that it is the best way to 
really get results. We ran a full 
page ad in a number of publications 
announcing a color motion picture, 
showing how our products are made 
and help sell other products. A 
large coupon was featured for re- 
questing print reservations. We got 
about 15 requests. 

Twelve days after the publica- 
tions were distributed we sent out 
a letter with the ad preprint at- 
tached. We got 40 requests imme- 
diately and we were able to book 
several months of showings. People 
sometimes resist tearing a coupon 
out of a magazine that may be 
routed or they may not want to de- 
face. But they don’t mind tearing 
from a preprint. 


Mail pushes a film . . The power 
of visual direct mail was well illus- 
trated to us with our color motion 
picture. For the first six months 
that we had this industrial film, the 
first of its kind in the industry, it 

A n page 144A 


ntinued 


PEMCO -URFERATION 


Plastic gimmicks attached to Pemco letterheads pull high 


response. Letter with plastic phone got 52% return out of 671 mailed. 





HOW BUILDING SUPPLY NEWS HELPS 
CLARK EQUIPMENT CO. UP ITS SALES 








@ Clark Equipment Company manufactures a complete @ The $10 billion building material industry offers an 
line of fork lift trucks, straddle carriers and other top- expanding market for Clark equipment. Dealer and whole- 
quality materials handling equipment that is used in saler supermerchants buy in carloads and sell in truck- 
virtually all industries. loads ... and it takes a lot of equipment to move $10 

billion worth of lumber and building materials. 


6 the new 
YaRourr | 

















®@ A continuing advertising program in BUILDING SUPPLY @ Increased sales prove BUILDING SUPPLY NEWS’ effectiveness: 
NEWS provides the vital product advantage informa- “We welcome an integrated materials handling market 
tion necessary to win dealer and wholesaler acceptance potential such as the building materials field. 
for Clark equipment. We know we receive thorough coverage of the market 
through BUILDING SUPPLY NEWS.” 
Industrial Truck Division, Clark Equipment Company 


21,154 aggressive dealers and the 2,500 whole- 
salers who serve them rely on BUILDING SUPPLY 
NEWS for dynamic merchandising ideas and vital 
product information . . . to maintain their domi- 
nant 88.2% share of the industry’s $10 billion 


annual sales volume. Always the 


FIRST dealer 


" merchandising 
B U LDI r publication, 


5 South Wabash Avenue « Chicago 3 


© Industrial Publications, Inc. Also publishers of PRACTICAL BUILDER and other leading Building Industry Magazines. 





THE | Power | FERLD : Pestsher'6 of 6 series of Market Soties 
Air conditioning ... a fast-growing market 
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AIR CONDITIONING... 


man-made climate tailored for his comfort... 
fast growing industrial applications 





Compatible climatic conditions for man’s comfort — a big factor, 

but only a segment of air conditioning’s usefulness to American industry. 
As an example: electrical insulation makers want high temperature 

and low relative humidity. Some textile operations require high humidity. 
Thus product requirements vary as greatly as “comfortable conditions” 
among individuals. Whether for comfort or industrial applications, 

air conditioning involves cleaning, heating or cooling; 

humidifying or dehumidifying and controlling the distribution of air. 
Whichever it might be, there is a necessary job to be done 

by air conditioning. For old and new buildings, air conditioning finds 

wider uses every day. It is a fast-growing, more widely accepted necessity 
for industry and a must for institutions and public buildings. 

The controlling of atmosphere for the benefit of the worker’s efficiency 

and product requirements is the concern of the power and plant 

service engineer; a PowER man. As he delivers heat, power to energize 
production machinery, steam for processing, lighting 

and other plant facilities (often taken for granted) 

so must he control the temperature, humidity and air movement 

for the efficiency of production plant or institution. 

He is the engineer who specifies your air conditioning equipment. 





The Market 


Throughout the year, typical articles in Power on air conditioning might be: 

“It pays to have professionals clean your air conditioning,” 

or an article on modernizing the air conditioning system 

of the Waldorf-Astoria. Last year, Power published a total of 34 pages 

of articles on air conditioning, excluding those dealing with components. 
The Magazine = Engineer-readers and industrial firms have bought more than 

12,500 reprints of the useful Power Special Reports on Air Conditioning 

and orders are still coming in! 

Useful handbooks? Useful editorial? Ask the Power engineer. 


142 / industrial Marketing 





with greater industrial applications 


POWER serves a vast. growing market! 


The magazine Power serves the market of power and plant 
services. This market consists of a complex network of generation, 
transmission and application facilities. 


Power men employed in utilities, manufacturing plants, service buildings 
and consulting engineering offices are responsible for the selection, 
operation and maintenance of your power and plant service equipment 


They read Power, these engineers, because it is the only magazine in its 
field to supply its readers with a complete and useful editorial service. 


The Men It has supplied this need for nearly 75 years. 


Power serves its readers through its high quality editorial content and 
advertisers by taking your product stories to the men 

who read Power for job information. Power readers are the engineers 
who want to know the latest product information which will be useful 
in their everyday work. They learn about vour power and plant service 
equipment through the advertising pages of Power. 


Alert advertisers know that Power carries the most advertising in 
its field because it carries the most useful editorial service! 


Included in this series of market studies 
POWER AND PLANT are close looks at steam, electricity, 
SERVICE CUBE mechanical power, refrigeration, air 
conditioning, water, compressed air 
and other power and plant services. 

Watch for them 


NEXT IN THE SERIES: Water 








IF YOU WANT TO MOVE A PRODUCT PUT f \ uw BEHIND IT 


McGRAW-HILL @ 








Make the most of your 
Chicago Exposition inves 


then all the more reason to have 
your product line on display in the pages 
of the February HP&AC. Let this out- 
standing issue help you set the stage for 


better sales results throughout 1957. 


Merchandise your 
exhibit plans in 


Preview Num 


Look at it this way. Considerable dollars 
and hours will go into your display at the 13th 
International Heating and Air-Conditioning 
Exposition, February 25- March 1, Chicago. 


See that each of those dollars, each of 
those hours pays off handsomely. Play up you 
plans in the February Show Preview Issue of 
Heating, Piping & Air Conditioning. An 
unusual opportunity at regular space rates. 
Nowhere else such a thorough report in 


advance! 


HP&AC readers — the engineers and con- 
tractors who purchase-control the industrial- 
large building market — will find in this issue 
a listing of all exhibitors and their products, 
a guide to the many displays, complete pro- 
erams of the meetings. 


An additional service: HP&AC will in- 
clude a handy tear-out “Be Sure to See” map- 
type card to guide readers to the exhibits they 
read about in the Show Issue! 


Each Show a growing number of exhibi- 
tors take advantage of HP&AC’s trifling-cost 
way to merchandise. their plans, to quicken 
interest in their displays. Will you be among 
them? Closing date: January 10. 


Heating, Piping & Air Conditioning@ , , Michigan, Chicage 


KEENEY PUBLISHING CO. AIR CONDITIONING HEADQUARTERS 
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continued from p. 140 


was thought our salesmen could 
line up showings and no direct mail 
or publicity would be used, since 
we might get requests from too 
many smaller customers before the 
larger ones had seen it 

In that six months about ten good 
showings were made, with much 
uncertainty on the part of the sales- 
men and our customers as to dates 
would change 


when emergencies 


the schedule. Finally, direct mail 
and space ads plus publicity were 
called in. 

Two special letters on the film 
including one using an illustration 
of a projector and an audience and 
a facsimile of the first page of the 
script were sent out, interspersed 
with post scripts on other letters 
telling the status of the bookings 
and dates of availability. 

From January through July we 
booked 


prints. In nine months 75°, of the 


were solid for all seven 
300 companies we wanted to see the 
film, had seen it. A system for ex- 
pediting showings was set up by 
mail, advising each company to 
whom they should forward the film 
Prints were called in only for peri- 
odic repair and then 
Direct 


the Pemco salesman 


cleaning or 


sent out again. mail freed 


from having 
to run or hire a projector and per- 
son to show the film, and the cus- 
tomer could fit in the showing with- 
out having to worry about a sales- 
man’s itinerary coinciding with his 
own production schedule. 

Our mailing list is perhaps an 
unusual one in that there are fou 
main categories of customers which 
break down into still smaller seg- 
ments. Any message directed to one 
cannot be used for another. We aim 
a letter at 400 ceramic manufactur- 
ers to sell our glazes to them. An- 
other letter is directed to 200 glass 
manufacturers, who would be in- 
terested in our glass colors, o1 
fired-on labels. 

A third letter goes to 400 enamel 
jobbers to sell enamel frits for 
signs, architectural panels, etc., and 
a fourth letter goes to 700 appliance 
manufacturing companies. These go 
out at least once a month, about 


the last of the month. Supplement- 


Offset illustrations ..!!lustration 


printed ffset in letter margin helt 


jramatize content f sales letter 


ing this, we send them pamphlets, 
memo pads, etc., on the Ist, 10th 
and 20th so they see our name about 
every ten days 

called 


from the 


Since an appeal may be 


for to attract segments 
ceramic manufacturers (dinnerware, 
artware, tile, sanitaryware, etc.) 
to use glazes that would apply to 
that segment alone, there is prac- 
tically no limit except time as to 
the letters we could write regularly 
It keeps us pretty busy just contact- 


ing the main categories. 


2c gadgets . . We have each cate- 


gory tabbed on  Addressograph 


plates, and our department runs off 
the tabs on Pemco envelopes each 
month. These are delivered with 
letterheads and material to an office 
service which does the offset work, 
filling-in, enclosing and returns the 
usual four different letters to us 
ready to be run through the postage 
meter and sent out. Gadgets cost 


? 


about 2c about 


each, production 


7c and first class postage 3c. Twelve 
cents per customer for a letter he 
is not too 


reads and responds to 


much with the relatively small 
number of customers involved 

But keeping them sold is impor- 
tant. Direct mail puts down a wel- 
come mat that our salesmen ap- 
A number of 


have passed on comments that they 


preciate customers 


have enjoyed these “letters for a 


visual age,” and until the return 


stop coming in, we plan to stick 
with the illustrated or gadget-bear- 


ing letter that gets attention . 


FIRST! 


IN 
IRON & STEEL 
INDUSTRY 


COVERAGE! 


Yes, first choice of the iron 
and steel producing industry 
by actual reader preference. 
In a study covering all super- 
visory personnel of the indus- 
try, IRON & STEEL ENGINEER 
was the favorite publication 
by far. Write for details. 


Yes, and 


Most specific Steel In- 
dustry coverage from 
top management to 
production titles. 


Biggest paid circulation 
directed to the Iron and 
Steel Industry 


Stay ahead with 
the LEADER 


IRON & STEEL 
ENGINEER 


1010 EMPIRE BUILDING 
PITTSBURGH 22, PA. 


i 




















Here, the excitement of the busy | 


Paper snowflakes cover the floor...traders’ calls collide in mid-air... 


“Post 9!”...~ Post 11!”...messengers scurry across the crowded Exchange... 


YOU ADVERTISE IN BUSINESS WEEK WHEN YOU WANT TO INFLUENCE MANAGEMENT MEN 














Moments on “the floor” and moments in Business Week are identical. The ex- 
citement of one is the excitement of the other. Businessmen faithfully follow its 
pages, not just for a responsible record of business events, but for the very tempera- 
ture of the busy week of work... the excitement of business-right-now . . . the trend 


of busy weeks to come ... a transfusion of life-blood for a mind yet-to-be-made- 


BUSINESS up, for a decision yet-to-be-decided. This is Business Week’s very special place with 
WEEK 


the management man — an urgency, a fullness, a function found nowhere else. 
Please do not consider it for your advertising just because it carries the most ad- 
vertising in its field. It does. Do not recommend it because it is the most economical. 
It is. Do not buy it because it has the most concentrated management audience. It 
has. Use it generously, profit proportionately, because as a seller you know... 


MceGRAW-HILL sales come easier where excitement comes naturally. 





Marketing job 


How to put 
publicity to work 





industrial 


What is industrial publicity? How do you develop and 


use it? What about costs? Here are the answers. 


® Industrial publicity is one of the 
most powerful forms of sales pro- 
motion ever devised for presenting 
to industrial buyers that type of 
favorable information which eithe: 
generates actual inquiries, or acts 
in the salesman’s behalf to educate 
and create product and company 
preterence 

without 


Industrial publicity is 


question the most flexible form of 
sales promotion. It can be shifted as 
desired to cover new problems; its 
coverage can be limited or ex- 
panded almost at will 

Its most important feature is its 
coverage of product information (01 
service if the company is a service 


organization), but it also includes 
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the development of company and 
personnel publicity, as a means of 
building and maintaining company 
prestige, so important in the cre- 
ation of product preference 
Industrial publicity is economical, 
since even a comprehensive pro- 
gram can be achieved at very low 
cost. It is also instrumental in re- 
ducing a company's sales costs by 
accomplishing the preliminary steps 
contact, 


in building an order 


arousing interest, and_ creating 
preference. And once the order is 
closed, it may be used to keep a 
customer sold 

Industrial publicity reaches the 
customer or potential customer on 


the highest possible level of edi- 


torial prestige, a level that no other 
type of sales promotion can reach. 
It is unique in this respect, and its 
sales power is directly related to 
this feature. 

Industrial publicity is closely 
geared to sales. It seeks to educate 
its audience in the proper selection 


of a product, and its proper use. 


Increasing emphasis is being 
placed on effective use of indus- 
trial publicity as a logical com- 
panion to an effective advertising 
program. In the past few years, 
industrial publicity programs 
have advanced from the scatter- 
ing of occasional press releases 
to highly organized programs. 
One of the best descriptions of 
just what industrial publicity is, 
how it can be used and the bene- 
fits a company can expect from 
it has been laid down in “Facts 
on Industrial Publicity,” a book- 
let published by Dix & Eaton. 
Cleveland industrial advertising 
and publicity agency. Because 
this booklet helps to clarify some 
of the misconceptions about in- 
publicity, IM 


permission to digest the contents. 


dustrial obtained 
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ROCK PRODUCTS 
JANUARY FORECAST 


1956: Sand and gravel — over 450 million tons; 1937 ...? 


aR]? < on do am a Ln SES 2 ae ema 
1956: Crushed stone 9 
— over 400 million tons; ae 


LARS cs cent: SEU neem MRT eee ane 
LOOKS AT THE INDUSTRY’S BIG FUTURE January issue will forecast the output 





and future growth of all segments in the field . . . survey producer-planning for 


equipment .. . examine wage and manpower patterns. 


1956: Maintenance expenditure 
— over 1.9 billion dollars t+; 


ANSWERS THE INDUSTRY’S BIG QUESTIONS January issue will examine the na- 
tional demand for nonmetallic minerals ... review Ike’s gigantic highway program 


. outline state highway plans .. . scan raw material sources. 


*Capital outlay, including right of way and engineering. 
tBoth figures BPR estimates. 


ROCK PRODUCTS 17,425 PAID 





SECOND PUBLICATION 13,305 PAID 5131 FREE 
RE, REO ONO 
GIVES YOU THE INDUSTRY’S BEST SHOWCASE January issue . . . read by the in- 
dustry’s decision-making men who buy ROCK PRODUCTS for reliable information. 


Get your story before these key buyers as they make their future plans. 





Give your product a big future in the world's biggest mate- 
THE INDUSTRY'S RECOGNIZED AUTHORITY 


rial handling market... 


ADVERTISE IN THE JANUARY FORECAST ISSUE OF... RO C | 


PRODU Oi be 


LARGEST PRODUCER CIRCULATION IN THE HISTORY OF THE FIELD 


ss /uas 


ROCK PRODUCTS; 79 W. Monroe St., Chicago 3, Illinois 








‘ 
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Nas 4 school 


OmENcaiaie —_§ 
\ | we 


TO SELL 


IN THE . 


SCHOOL MARKET 


TOP MANAGEMENT READERSHIP 
Major buying decisions in both the $3 
billion school construction market and the 
$8 billion operation budget are made by: 


Superintendents of Schools 
School Board Members 
School Business Officials 
Schoolhouse Architects 


And only THE AMERICAN SCHOOL BOARD 
JOURNAL covers all four of these groups 
with ABC paid circulation. Approval of 
each is important, but at bidding and con- 
tract letting time you need whole team 
bocking by all four for successful selling. 


TOP CIRCULATION 

The JOURNAL is the most widely read 
periodical in sthool administration with 
25,534 net paid (ABC June, 1956). You 
get more Top circulation among buying 
decision makers — plus proof of constant 
readership in the 89.71% subscription re- 
newal rate. 


EDITORIAL COVERAGE 
The JOURNAL is unique in school adminis- 
tration, publishing the only professional 
magazine for the lay school board member 
as well as the trained school administrator, 
his staff, and the architect. For more than 
65 years this editorial approach has served 
the public school and advertisers — best. 


Write for further information and our ‘‘Selling to School’’ series. 


the american 
board journal 
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milwaukee 


@ 


new york chicago 
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But most important, industrial 
publicity seeks only to sell, or edu- 
cate for purposes of selling, within 
the confines of selected industrial 
markets. It does not seek to influ- 
ence the general community. And 
while the results of an industrial 
publicity program reflect within the 
client organization, it is not specifi- 
cally intended to teach or influence 
the employes of a company, as with 
public relations, except those per- 
sons who are directly engaged in 
the sale of the product itself. 


Publicity vs. advertising? . . In- 
dustrial publicity differs from ad- 
vertising in one most important re- 
spect. Its message, that which seeks 
to sell either directly or by educa- 
tion, reaches its audience through 
editorial pages. And readers know 
that such space cannot be pur- 
chased, that editors screen and use 
only that material which is factual, 
informative, and which maintains 
the highest possible standards. 

Industrial publicity does not 
compete with advertising, nor is it 
intended that it be utilized to re- 
place an advertising program. 

It is just as important, however, 
that companies which appreciate 
the value of business publication 
advertising, as a vital means of 
reaching its desired audience, like- 
wise recognize that advertising 
should be augmented by a carefully 
engineered program of industrial 
publicity. 

It should be remembered that ad- 
vertising appears in the medium 
that is selected by a company and 
its advertising agency. But a com- 
pany’s advertising message can be 
emphasized and re-emphasized in 
that same publication plus a vast 
number of other publications by the 
use of a program of industrial pub- 
licity. 

In addition, the repetition of a 
company’s story in publicity, cou- 
pled with its appearance in adver- 
tisements, powerful 
combination that reaches nearly 
maximum potential in its effect. 

Reprints of publicity articles of- 
ten can be designed to include a 
pertinent ad. And material obtained 

Continued on page 148 
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Why Reach only Part of the Highway Market? 


a circulation duplication study just completed* shows these facts: 


ROADS and STREETS 


reaches 16,398 Highway-Heavy Contractor Firms in the United States 
(about 92% of all in the U.S.) 


5 T % of these, or 8,292 firms are not reached by CONSTRUCTION METHODS 
49% of these, or 8,106 firms are not reached by ENGINEERING NEWS-RECORDS 
4 T % of these, or 6,778 firms are not reached by CONTRACTORS AND ENGINEERS 


35% of these, or 5,753 firms are not reached by CONSTRUCTION EQUIPMENT 


Shown Graphically — 
ROADS AND STREETS Coverage of U.S. Highway— Heavy Contractors — 16,398 Firms 


CONSTRUCTION METHODS duplicates 8,106 firms, or 49% Not duplicated by CM — 8,292 firms, or 51% 
ENGINEERING NEWS-RECORD duplicates 8,292 firms, or 51% Not duplicated by EN-R — 8,106 firms, or 49% 


CONTRACTORS AND ENGINEERS duplicates 9,620 firms, or 59% Not duplicated by C&E — 6,778 firms, or 41% 


CONSTRUCTION EQUIPMENT duplicates 10,645 firms, or 65% Not duplicated by CE — 5,753 firms, or 35% 


With $100 billion (ARBA estimate) to be spent on highway construction 
in the next 13 years — can you afford only partial coverage? 


for complete coverage advertise in 


ROADS and STREETS 


A Gillette Publication 22 West Maple St., Chicago 10, Ill. 


*For complete study, ask your ROADS AND STREETS representa- 
tive, or address 22 West Maple Street, Chicago 10, Illinois. 


JANUARY ROAD SHOW Issue closes Dec. 1 — Reserve your space now 
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CAN YOU SAVE WITH 
UNIDENTIFIED WRAPPINGS? 


Actually very few! Cost for adding 
print DECORATION to any Thilco paper 
is surprisingly low. In fact, it costs you 
only a fraction more than plain, uninterest- 
ing papers. DECORATED papers give you 
so much extra, too. They provide product 
identity, stimulate more sales, and give you 
much more in merchandising values — to 
say nothing of the protective benefits that 
are also yours with the numerous kinds of 
functional papers Thilco offers. 


1 
LOOK WHAT PENNIES 
Telticl Bi 
HERE 


Make profits 
from pennies with THILCO 
Print-Decorated protective papers 


Looking for new ideas? Hobby-Land doesn't 
miss a trick. Taking advantage of FREE 
advertising space, their colorful, attractive 
trademark, not only attracts widespread at- 
tention on each delivery truck but also adorns 
their protective wrapping papers, boxes and 
bags — furnished by THILCO, of course! 
Take advantage of the FREE space your 
product wraps offer — investigate Thilco 
DECORATED papers today — It's the cheap- 


est advertising space money can buy, 


Thilco FUNCTIONAL papers 
Asphoited Waterproof Barriers, 
Woxed Moisture-Vopor Barriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers, 
Specialty Krafts and Bags 


Write for free Sample kit. 





é 
bd 


Functional Fifer 
| THILMANY PULP & PAPER COMPANY 
KAUKAUNA - WISCONSIN 


NEW YORK + CHICAGO + DETROIT + CINCINNATI 
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as part of a publicity program often 
can be used in subsequent adver- 
tisements, case study ads for ex- 
ample. 

Because publicity is 
directed principally to the various 
engineering, operating, purchasing 
and management functions of in- 
dustry, business publications, of 
which there are today more than 
2,000, provide the key media for 
this type of publicity. 

However, in order to reach man- 
agement and certain other special- 
ized functiens of industry, business 
and financial magazines and news- 


industrial 


papers are considered important, as 
are the editorial columns of daily 
newspapers. 


Three ways to do it. .Basic ma- 
terial is developed in three ways: 
(1) through interview, (2) through 
research, and (3) through existing 
knowledge and experience. 
Personal interviews provide the 
most fertile source of publicity ma- 
terial. Such 
ducted with company personnel, or 


interviews are con- 
with customers, field sales person- 
nel, and the like. 

Research of existing written ma- 
terial, such as the company’s tech- 
sales literature, national 
material, 


nical and 


trade association even 
previously written material on a 
given subject, provides an impor- 
tant source for publicity. 
Existing knowledge and 
ence on the part of the publicity 
invaluable aid. 
want and 
Tech- 


developed for 


experi- 


counsel are of 
Knowing 
how they 


what editors 


want it is vital. 
niques _ successfully 
other, non-competitive clients also 
are extremely important. 

It is the job of the 
counsel to that which 
makes valuable publicity within the 
and_ within 


publicity 
recognize 
client’s organization 
his customers’ plants, to refine it in- 
to acceptable material, and to place 
it in the hands of those editors 
client the 


whose use will do his 


most good. 


Who does what? . .While the cli- 
ent’s representative must act as the 
guide and coordinator of the over- 


all program, and while client per- 
sonnel as a whole are vital to the 
success of the program, the initia- 
tive for the program itself must 
come from the publicity counsel. 

This is true for these three rea- 
sons: 


1. Because the counsel is not asso- 
ciated with the client on an eight- 
hour-a-day basis, and thus is able 
to recognize publicity material far 
more objectively. 


2. Because his experience with 
other clients is invaluable in deter- 
mining what types of publicity can 
be used for best results. 


3. Because in order to prove his 
worth to the client, he must contin- 
ually seek source material and pro- 
vide ideas as to the methods to be 
used to achieve the over-all objec- 


tives. 


It must be remembered that edi- 
tors are most vitally concerned with 
presenting to their readers news- 
worthy material in line with their 
editorial objectives. 

If the proper material is pre- 
sented to them correctly they are 
anxious to publish it. 


How to merchandise it. .One of 
the most important aspects of pub- 
licity is the broad potential for its 
merchandising. Indeed, publicity 
provides, in reprint form, one of the 
most successful types of sales pro- 
motion material obtainable, mate- 
rial that cannot be obtained in any 
other way. 

Specifically, published material 
can and should be merchandised to 
customers and potential customers, 
to company sales personnel, to 
brokers (where 
advisable). The importance of mer- 
cannot be 


shareholders and 


chandising publicity 
overemphasized. 
While it cannot be said that pub- 
licity should be used in lieu of an 
accepted market study, the meas- 
ured results from a planned pro- 
gram of publicity can often be used 
to determine markets, 
acceptance of new products, poten- 


potential 


tial for existing products, and in- 
deed, under circumstances, 
the effectiveness of specified media. 

And publicity if properly applied, 
used to determine the 
n page 150 


certain 


can also be 


ntinueda 





Ras <e a 2% i oS 
General Motors’ new $100,000,000 Technical Center. Photo by Ezra Stoller. 


A record five billion dollars was spent for research in 
1955 and expenditures are growing at a rate of 10% to 
12% a year as compared with an average annual pro- 
duction increase of 3%. 

Only 290 companies had laboratories in 1921. Today 
some 4,060 companies have 4,834 research installations. 

Sales of laboratory apparatus and instruments have 
tripled in the last ten years alone. 

Manufacturers of scientific apparatus advertise more 
in ANALYTICAL CHEMISTRY than in any other 
magazine serving the chemical process industries. 





DO 

YOU 
REALIZE 
HOW 

BIG 
RESEARCH 
_ 


and how 
you can 
cash in 
on it? 





The Reason? ANALYTICAL CHEMISTRY is the 
only magazine concentrating on this laboratory 
research, analysis, control and instrumentation 
market. 


It is no wonder that in the first 9 months of this year 
ANALYTICAL CHEMISTRY gained 15% in adver- 
tising pages over 1955... on top of a 1955 gain of 13% 
over the previous year! 

If you sell instruments, reagents, equipment or new 


chemicals, you should cash in on the dynamic research 


market through ANALYTICAL CHEMISTRY. 


ANALYTICAL CHEMISTRY 


An American Chemical Society Publication 
advertising management: 


REINHOLD PUBLISHING 


430 PARK AVENUE, NEW YORK 22, N. Y. 
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THE TEXTILE 
INDUSTRY 


All industries are growing in Latin- 
America but none so fast as the long 
established textile industry. A rapidly 
expanding native population plus the 
pressures of an enormous adult immi- 
gration have created a demand for cloth- 
ing, household linen and other textile 
preducts that is forcing fantastic growth 
on textile mills. Their purchases in 
the United States for textile machinery 
alone have exceeded 30 million dollars 
annually for many years. Besides that 
they buy motors, compressors, water 
and air conditioning equipment, dye- 
stuffs and chemicals in impressive quan- 
tities. 

There are several ways to approach this 
market but none offers quicker recogni- 
tion of your trade mark nor readier ac- 
ceptance of your products than the mag- 
azine which, itself, has had the accept- 
ance of the market's most important 
buyers for many years. 

As a guide to buying in the United 
States, most mills consult 


UB UULES 


antmticttned- 


@ technical magazine for manufacturers 
that helps you tell your story in the buy- 


ers’ language. 


570 7th Ave. NEW YORK 18 


lAckawanna 4-5563 
PANAMERICAN PUBLISHING CO., INC. 
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buying function (title, etc.), to be 
pinpointed in subsequent sales pro- 
motion. 

One of the most unique advan- 
tages of a publicity program is the 


flexibility of its cost. There is no 
publicity effort that cannot be 
specifically tailored to a pre-deter- 
mined budget. Costs, therefore, 
range in accordance with the objec- 
tives desired and the 
work involved in reaching these ob- 


amount of 


jectives. - 





Be sure it’s ‘news’ 


How to make your own 
publicity breaks 


A mile-high stack of publicity releases won’t do any 


good if the editors keep tossing them away. Here’s how 


to avoid that unhappy end and get into print 


By Philip Ward Burton 


s Like to get more—and better— 
publicity for your company? If you 
do, here are some tips. 

As you know, it’s your advertis- 
ing or pr agency’s job to place pub- 
licity material for you. To do this 
the agency how to 
prepare the material in acceptable 


should know 
newswriting form. 

You, in turn, can be a big help in 
this business of valuable 
publicity published. 

Your 


supply your agency with informa- 


getting 


most important job is to 
tion. This information doesn’t have 
to be put in news style just give 
the facts—the agency will carry on 
from there. But supplying the facts 
has a few twists 

What is news? . .First, let’s be 
sure that you understand what the 
means when it uses the 


How 


agency 


word, “news.” about it—do 
you really know? An editor will of- 
ten refuse to run (as unnews- 
worthy) an item a client thinks is 
the story of the century. What is 
important to you, or to the agency, 


may be wholly unimportant to an 


editor because he feels this 
“news” won’t interest enough of his 
readers. 

A newspaper editor will refuse a 
story that a business paper editor 
will accept — and vice versa. Each 
story must contain news of conse- 
quence to the readers of the pub- 
lication in which the story is to run. 

Knowing just what constitutes 
news is very important. One test is 
to ask yourself this question: 
“Would I have any interest in this 
story if I didn’t already have a per- 
sonal stake in it?” 

Some samples. .While “news” is 
made of innumerable happenings it 
might be helpful to consider a few 


newsworthy situations: 


executive of 


1. An 


makes a speech of some importance. 


your company 


2. Your company builds a new 
plant or wins a safety award. 
3. An executive is promoted. 


4. An 


standing retires. 


employe of many years’ 


5. An employe wins a big national 


contest. 


6. Your company brings out a to- 
tally different product from any- 
thing on the market. 


Yontinued on page 154 





Without Water, Glue, Heat or Mess 


GET FASTER PRODUCTION... 


lower costs . . . better results 


with pressure-sensitive labels 
from the Roll Label Printer of 
your choice. He has the 
specialized equipment and 
“know-how” to help you solve 
your labeling problems . . . he 
can design and print labels that 
sell! Call him any time for 
low-cost, high-impact labeling 
on your product or package. 


FREE! TEST-IT-YOURSELF KIT 
Contains a selection of 
pressure-sensitive samples for 
on-the-spot testing in your 
own plant. Write today! 


<< 


Free from Curl-Up, Spoilage, Waste or Delay 


“World's fastest known hand labeling 
method” — that's the combination of 
roll-dispensed pressure-sensitive labels plus 
specially designed dispensers. Available 
through your Roll Label Printer in automatic, 
semi-automatic, or hand operated models 

to fit every application. 


KLEEN-STIK PRODUCTS, INC. 


Pioneers in Pressure Sensitives for Advertising and Labeling 7300 WEST WILSON AVENUE 7 CHICAGO 31, ILLINOIS 
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It takes electrical engineering 


There’s a new electricity in the air! With microwaves being bounced off the moon 
. . batteries powered by the sun . . . reconnaissance TV scanning the stratosphere 
... the sky’s the limit in the fantastic field of communications! 


In this new world of wonders it’s the electrical engineer who’s working overtime . . . 


designing . . . specifying . . . planning the products of tomorrow for use today. 
He’s the man to talk to if you sell anything from amplifiers to audio equipment 
. switches to solenoids . . . relays to rectifiers . . . for he’s the man who draws 


the plans and specifies the materials, parts and components. 


How do you talk to electrical engineers in communications as well as those in 
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ELECTRICAL FIELD 


It takes ELECTRICAL ENGINEERING 


| to put electricity to work 


construction, sell the men in processing as well as power? There’s only one magazine 
that reaches electrical engineers in every field and that magazine is ELECTRICAL 
ENGINEERING! It’s the only horizontal magazine in the electrical-electronic field. 
What’s more, ELECTRICAL ENGINEERING delivers more electrical engineers than 
any other technical publication—more than any electrical utility magazine... 
more than any electrical design magazine! 


There's one place to reach the entire 
electrical-electronic market — made 
Your ad in ELECTRICAL ENGINEERING will talk to the engineers in utility companies yp of more than 55,000 electrical 
who generate and transmit power . . . it will reach the men who harness electricity engineers — and that’s in... 
for manufacturing . . . it will sell the engineers who design electrical products. ELECTRICAL ENGINEERING. 


ELECTRICAL ENGINEERING has the largest 
circulation in the electrical-electronic field 


. «larger than any utility magazine 


ELECTRICAL ENGINEERING 


MAGAZINE D 


septembe 1956 


6,000 12,000 18,000 24,000 30,000 








ELECTRICAL 
ENGINEERING 








PUBLISHED BY 
AMERICAN INSTITUTE 
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what are 


“BEHIND -THE- SCENES 
BUYING DECISIONS” 
doing to 
YOUR FUTURE? 








The trend is to ““Behind-the-Scenes 
Buying Decisions” by teams of 
management men, many of whom 
are not normally accessible to your 
salesmen. This is vividly disclosed 
by a recent study of industrial buy- 
ing practices made by the National 
Industrial Advertisers Association 
which shows that “Purchasing” 
decided on the seller in only 27% 
of orders placed . . . that manage- 
ment men at various levels selected 
the seller 69% of the times. 

This trend presents a new chal- 
lenge to advertising. It is a chal- 
lenge being met by Grimm & Craigle 
clients through a careful teaming- 
up of the powerful business-getting 
forces of sales programs, promo- 
tions and advertising. For example, 
one client has shown a 2000% 
increase in the past 5 years; 
another has shown a 170% increase. 

May we bring you up to date on 
the swift and changing currents of 
industrial selling? A 10-minute 
Grimm & Craigle presentation on 
Industrial Selling is now complete 
and available for showing. We will 
be glad to call at your convenience. 


Grimm & Craigle, Inc. 


Advertising, 
Sales and 
Merchandising 
Counsel 
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(Follow this guide in preparing news releases or infor- 
mation for releases.) 


Who are the people involved in the story? 


@ Give names, titles, departments. 
® Interesting history or accomplishments. 


® Newcomers or old-timers. 


® Quotes from important people involved. 


What has happened? 
®@ Is this the first time? 


© Is it a major event in the field? 
® Is there anything different about it? 


Where did it happen? 
© At the plant? 


® Is it local, or did it happen at a number of places simulta- 


neously? 


When did it happen? 


® Has it already happened, or is it going to happen? 
® Is it going on over a period of time? (How long a period?) 
@ Exact date (and time, if necessary). 


Why is it happening? 


@ What is the story behind the event? 


PUBLICITY BREAKS.. 


continued from p. 150 


7. Your company makes a signifi- 
cant change in a product that is 
well known either locally or na- 


tionally. 


Once you have determined that 
your story actually is “news,” the 
“5-W’s” will serve as a guide when 
you are putting down information 
for the (See box.) 


You don’t have to answer every 


news release. 
question on the list, of course. But 
it’s a good idea to think of the “5- 
W’s” before submitting information 
for a news release. Newspapers 
found long ago that if stories an- 
who-what-when-where- 
complete 


swered 


why they were usually 


stories. 


What else? .. 
other points for you to remember: 


Here are some 


> Do you have pictures? If you do, 
8x10” glossy prints are best. 

> Should anyone be called for addi- 
tional information? 

>» Who, if anyone, needs to approve 


the release? 


- Don’t be too 
reception of 


Three warnings . 
optimistic about the 
your releases. Although they may 
seem discouraging, it will pay you 
in the long run to keep these three 
cautions in mind: 


1. Don’t figure on seeing your com- 
pany name or your product name 
mentioned frenquently in the news 
release. Most editors wince at pur- 
ported news items that are ill-dis- 
advertising. Sometimes it’s 
better to avoid any commercial 


guised 


mentions as long as your point gets 


across. 


2. Assume that there will be many 
times that your item, no matter how 
interesting (to you) and how well- 
prepared, will fail to run. The edi- 
tor may not have room. 


3. Your item, if run, may often be 
cut to a paragraph or two. You’d 
understand why if you could see 
the mountains of such material an 
editor gets in each mail. That’s why 
it’s good practice for your agency 
to put important information high 
in the story. If the story is con- 
structed correctly it should be com- 
plete no matter at what paragraph 
the editor cuts it. . 





We say it now, and we'll keep saying it 

until unconscious . .. there’s no great secret 
for successfully selling this market 

Any advertiser can learn from Textile World’s 


“editorial impact at the point-of-purchase” that 


To Sell Textiles, Talk Textiles 


Textile men have many things in common with the 
men of all industry. But it’s the things they do not 
have in common that are most important to them. 
And to you. 


Otherwise they wouldn’t be textile men in the first 
place, and there wouldn’t be 25,000 of them reading 
Textile World so zealously each month, as Readex* 
keeps telling us. Actually, it’s even more personal 
than that . . . for Textile World talks nothing but 
spinning, weaving, knitting, finishing, and specifics 
like that. Take a subject like “Yarn Production”. Did 
you know that among some seven magazines in the 
field, this one has published 40 percent of all the fea- 
ture articles, twice as many pages as any other? 





Why is this so important to you? Because if you’re 
in Textile Worid now (and more advertisers are 
than in any other textile book), and you're using 
broad-gauge copy, focus in on the field, start talking 
textiles, and watch your Readex rating start to climb. 
We can show you case after case where advertisers 
have done just this — and doubled, even tripled their 
readership. 


And, if you are going to talk textiles, you must use a 
specialized Textile magazine. Textile World, the mag- 


azine that talks textiles better thun any other, is at 
your service. 


*Readex regularly measures readership of Textile Worid 


with the most mill management subscribers 


> @ 
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THIS IS MODERN PLASTICS ... leading the way 


to new plastics developments in today’s fastest-growing industry 








... leading the way 
product development®™ 
today’s fast-growing 1% 
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A BRESKIN PUBLICATION... 
as is MODERN PACKAGING, 


MODERN 


- 


the magazine of packaging ABC/ABP 


575 Madison Avenue, New York 22, N.Y. 





Stuck for ideas? 


OO 


Then try 


BRAINSTORMING 


s Although it’s been around for at 
least 17 years, a highly interesting 
idea-generating technique called 
“brainstorming” has suddenly be- 
come the rage of the industrial 
marketing field. Basically, a “con- 
trolled bull session,” brainstorming 
is the brain child of Alex Osborn of 
Batten, Barton, Durstine & Osborn, 
where it has been used successfully 
since 1939. 

Brainstorming differs from other 
group idea-generating techniques 
mainly in the strict adherence to a 
set of rules. They are set forth in 
Mr. Osborn’s book, “Applied Im- 
agination” (Scribners, 1953), in this 
way: 

1. Judicial judgment is ruled out 
Criticism of ideas must be 

withheld until later. 

2. “Free-wheeling” is welcomed 

. . The wilder the idea, the better; 
it is easier to tame down than to 
think up. 

3. Quantity is 
greater the number of 
more the likelihood of winners. 

4. Combination and improvement 


wanted ... The 
ideas, the 
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As a technique for creating ideas, this thing 


can get wild. But the result, say its proponents, 


can be sound and sober business ideas. 


are sought . . . In addition to con- 
tributing ideas of their own, par- 
ticipants should suggest how ideas 
of others can be turned into better 
ideas; or how two or more ideas 
can be joined into still another 
idea. 

While all of these rules are im- 
portant, the key to success in brain- 
storming appears to come from the 
first — the rule which calls for the 
elimination of any negative thinking 
during a brainstorming session. 

Does brainstorming work? The 
technique has been tested against 
almost every conceivable method of 
generating ideas and the end result 
has been a clear-cut testimonial to 
the value of brainstorming. It not 
only out-pulls other techniques in 
the number of ideas generated, but 
in almost every test the quality of 
the ideas developed through brain- 
storming has been higher. 

Nevertheless, there has _ been 
much criticism leveled at the tech- 
nique. Mainly, however, by people 
who fail to understand just what it 


is designed to do . . . or from those 


who have witnessed sessions where 
the problem presented to the panel 
has been too broad in nature to 
permit effective brainstorming. 

Because of the very nature of 
brainstorming, only a small per- 
centage of the ideas generated are 
suitable for future consideration. 
But, in most cases, it is only a few 
workable which are really 
being sought. 

Where broad problems are being 
presented, it is usually best to break 
them down into several sub-prob- 
lems. For example, if the problem 
is how to promote and market a 
new product, the over-all problem 
can be divided into such subjects 
as what to name it, how to dis- 
tribute it, how to promote it, poten- 
tial uses, etc. Each of these sub- 
problems can then become the 
subject of a separate brainstorming 


ideas 


session. 

To get an idea of the mechanics 
of brainstorming, it is well to con- 
sider the set-up at BBDO, where 
the technique has been refined to 
the point where it is used to conjure 

Continued on page 160 





1957 
PRODUCTS FINISHING DIRECTORY 


Offers New and Exclusive 


Double 
Advertising ..-the finishing 


Opportunity industry's NEW 
and only complete 


directory with 


— Manufacturer and 
DISPLAY and Distributor Display and 


CLASSIFIED Classified Advertising! 





Products Finishing DIRECTORY offers a dou- 
ble advertising opportunity to manufacturers 
and distributors. Display and Classified ‘‘ads’’ 
get your message across to a guaranteed cir- 
culation of 20,000. 


Use display or classified advertising or a 


combination of the two, presenting your story 
vie) Aelele) to production executives who are looking for 


buying information on: 


EQUIPMENT, MATERIALS and PROCESSES for . . . 


Metallic Coatings Non-Metallic Coatings 

®@ Electroplating @ Paint—Varnish 

@ Vacuum Metal- @ Lacquer—Enamel 
izing @ Porcelain Enamel 

@ Galvanizing @ Plastisol and 


MORE CIRCULATION ®@ Hot Dip Tinning other finishes 


NEW and EXCLUSIVE Distributor Listings . . . 
MORE CIRCULATION supply the last and very important link in the 


sales chain, tell readers ‘‘Where-to-Buy’‘! Both 
classified and display advertising is available 


AT LOWER rel o}-4 | ; to distributors at regular rates. 
The 1957 edition of Products Finishing 


DIRECTORY will be bigger, better than ever 

. . with new features and new values for all 
advertisers. For complete details, write for your 
copy of new facts booklet just off the press. 


1957 Products Finishing 
DIRECTORY closes February 15 iiiecltadie AU 


ane DIRECTORY 
for March Publico'lon 
431 Main Street Cincinnati 2, Ohio 
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BASIC RULES FOR BRAINSTORMING 





1. Judicial judgement is ruled 


out. 


comed. 


. “Free-wheeling”’ 





i my 
eyaed 


He oo ZA 


or 
coe 


3. Quantity 


BRAINSTORMING .. 
continued from p. 158 


up more than 10,000 ideas a year for 
clients (the agency even has a 
vice-president in charge of brain- 
storming). 
The panel .. At BBDO, each 
panel consists of a chairman, an as- 
sistant chairman called “idea col- 
lector,” about five regular or 
members and about five guests. The 
“core’ members are the _ pace- 
setters. They are people who have 

their ability to produce 
The guests are invited from 
various departments, a_ different 
group for each meeting. This rota- 
tion helps spread a creative spirit 
throughout the organization. 

The nature of the problem to be 


“core” 


proved 
ideas. 


brainstormed helps determine the 
type of guests to be invited. When 
BBDO brainstorms a problem deal- 
ing with shotguns, for example, 
people with hunting experience are 
When the 


invited to participate. 
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is wanted. 


. Combination and 


improve- 


ment are sought. 


problem concerns hotels, the pre- 
ferred guests are those who have 
traveled quite a bit. 
BBDO has found it 
include two or 


helpful to 
three women on 
each brainstorm panel. For prob- 
lems of a feminine nature, half of 
the participants are women. The 


girls try to “out-ideate” the men, 
and vice-versa. This tends to instill 
a spirit of rivalry which stimulates 
the flow of ideas. 

Since guests who have attended 
no meetings are frequently un- 
familiar with brainstorming, BBDO 
supplies them in with a 
mimeographed copy of the chapter 
Osborn’s 


advance 


on the subject from Mr. 
“Applied Imagination.” 
While 
port highly 
ing sessions with groups as large as 
50, BBDO’s indicates 
that the optimum size of a panel is 
about 12. BBDO has also found that 


attends a 


various organizations re- 


successful brainstorm- 


experience 


when a ranking officer 


session, the flow of ideas tends to 


be impeded. However, General 


Electric has reported successful 


brainstorming operation with high- 
er-ups present — not as partici- 
pants, but as observers. 


Before the session . . The chair- 
man’s first job in setting up a ses- 
the problem with 
the executive knows 
about it. Their joint objective is to 
make sure that the problem is sim- 
ple and specific. 
After a_ single 
has been agreed upon, the applying 
executive provides the material for 
a brief (no more than one page) 
memo which highlights the back- 
ground of the problem, states the 
problem in its simpiest terms, and 


sion is to go over 


who most 


specific problem 


spells out at least two examples of 
the type of ideas which are sought. 
The chairman or his assistant then 
selects the panelists. 

At least two days in advance of 
the session, the participants are in- 
vited by otherwise, and 
they are simultaneously supplied 
copies of the background 

The panel leaders develop 
in advance their own list of sug- 

yontinued on page 160B 


phone or 


with 
memo. 
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Marineland of the Pacific—Architects: Pereira & Luckman—Photographer: Erwin G. Lang 


PROGRESSIVE ARCHITECTURE 
MEANS 
PRODUCTIVE ADVERTISING 


In the pages of P/A, your advertis 
ments will call on the same people 
building product salesmen call on in 
the architectural market. A study of 
over 1,700 salesmen reveals that they 
cover all professional specifying factors 
in the architectural field—for there are 
many people in the architectural firm to 
be convinced before a product goes into 
the completed building.* One magazine 
provides the complete coverage which 
can best back up these salesmen 


I 
PROGRESSIVE ARCHITECTURE. 


*Send for a py of the re port. 


PROGRESSIVE ARCHITECTURE - 430 PARK AVE., NEW YORK 22, N. Y. 
A Reinhold Publication ABP-ABC 





’ 


CHICAGO 11, ILLINOIS 


fact folder” on how to get the best buy in 


Directory advertising. 


MacRAE'S BLUE BOOK 


In 1957 MacRae’s will have the largest single edition circula- 
18 EAST HURON STREET 


tion—20,500 industrial, plus 1,500 non-industrial. Due to its 


wide usage MacRae’s provides the inquiry that results in the 


sale. Write for 


FOR THE INDUSTRIAL ADVERTISER 


'S 
MacRAE 
THE DIRECTORY OF 
AMERICAN INDUSTRY 


BLUE BOO K 





# At least 48 hours before any 
brainstorming session, each 
panel member should be sent a 
brief memo outlining the prob- 
lem and laying the groundwork 
for the meeting. The following 
fictional memo is typical. It was 
originally prepared by Donald 
J. Dolen of BBDO’s Detroit of- 
fice for students at the Materials 
Management Center of Wayne 
University: 

You are invited to a_brain- 
storm on Wednesday, July 7th 
at 12:15 in the MP Panel Room 
on 8-383. 

The problem as stated by the 
account man on the Goobers- 
burg Telephone Co. follows: 

The objective is to think of 
ways and means either using 
advertising or personal contact 

which will increase the “sale” 
of home extension telephones. 

Extension telephones are 
available for any room in the 
house and cost either 70 or 80 
cents a month plus an installa- 
tion charge of about $2.50. Only 
about 16° of the home tele- 
phones in Goobersburg now 
have an extension, and the com- 
pany is interested in selling the 
first ones to most of the custom- 
ers and additional ones to the 
old extension users. 





How to get a brainstorming session started 


We are contemplating an ad- 
vertising test in Pottoville in a 
couple of months and will be 
promotion or 
Tele- 
phone people when they come in 
contact with the public, through 
business office calls or through 


able to try any 


advertising ideas there. 


the installer calling at the home, 
will also try to sell extensions. 
So any ideas for sales talks or 
sales pieces will be appreciated. 

A couple of examples of the 
kind of 


about are as follows: 


ideas we are talking 


1. Give an extension to mother 
as a Christmas gift. (You pay 
for the installation & first year’s 
cost.) 

2. Make a deal with carpenters 
or contractors who do game 
room or work shop construction 
in basements. Let them give you 
names of pecple who are install- 
ing those facilities so you can 
call and try to sell an extension 
telephone for that room. 


3. Prepare a sales piece to send 
to people when they inform you 
that they are moving. Sell the 
idea of having an extension in- 
stalled at the same time that the 
new telephone is put in. This 
will save an installation charge 
for the extension. 








BRAINSTORMING .. 


continued from p. 160 


gested solutions to the problem. If 
and when the session slows down or 
gets off the track, the leaders can 
then prime the joint flow of ideas 


by springing some of their own. 


Physical arrangements . . Most 
BBDO brainstorming sessions are 
held in the office during lunch- 
hour, with the agency supplying the 
food and the participants contrib- 
uting their time. The eating period 
takes about half an hour and no 
effort is made to guide the table 
talk toward any business topic. The 


more sociable the conversations are, 


the more relaxed the panelists be- 
come. And a relaxed moed is con- 
ducive to successful brainstorming. 

The actual brainstorming session 
starts with an executive who is 
close to the problem taking about 
seven minutes to explain the prob- 
lem further and answer questions. 
He then leaves the room. BBDO 
experience has shown that a session 
is far more productive without the 
presence of this executive. Other- 
wise, the participants are too apt to 
address him instead of the panel 
chairman. But, worse than that, 
participants are reluctant to spring 
wild ideas if executives are present. 
And yet, experience has proved that 
the wildest idea can sometimes be 
into the 


ontinued on page 164 
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How Wittne 


The advertisements shown here are 
black and white reproductions of four- 
color spreads recently prepared by 
Wittner for two of its key clients. The 
decision to use color was dictated, not 
by mere desire for attractiveness, but 
by more specific—and more merchan- 
disable—factors: 


Color is so basic to the Eastman plas- 
tics story that advertisements for this 
client virtually demand it. From steering 
wheels to women’s heels. from freezer 
wraps to bottle caps. from childrens’ 
blocks to electric clocks, all the colors of 
the spectrum can be reproduced in arti- 
cles made of Eastman Chemical Prod- 
ucts’ Tenite Butyrate, Tenite Acetate, 
and Tenite Polyethylene. It’s the job of 
Eastman advertising to capture these 
colors—and use them as sales tools. 

Thoughtful design and balanced ar- 
rangement of all its elements enable this 
spread, which appeared in Newsweek, 
Business Week and Scientific American, 
to double as a promotion piece. 


Full color dramatically establishes 
American Machine & Foundry Company 
as the name to call on for the best in 
bakery equipment. research ideas, de- 
velopment and service. 

Actual installations are featured, with 
true-to-life photographs. Realism and 
truth are assured through the choice of 
a top industrial photographer, skilled at 
coping with the technical and human 
problems involved in capturing move- 
ment in a still picture. 

Subheadlines pick up the “great ideas 
for bakers” theme. How-we-do-it copy 
describes the experience of satisfied 
users. The photographs can be used for 
many other purposes...and have! 


WILL it pay you to spin the color-wheel 
in industrial advertising? Here’s our 
thinking: 

Extra-cost color must work for you 
—hard—and serve one or more func- 
tions basic to your advertisement and 
product. Used merely for its own sake, 


Fred Wittner Advertising 


from this symbol 
spring great ideas 
for bakers 


as in tint-blocks, borders or other 
“addy gadgets” color is rarely worth 
its premium. 

Remember, too, that color wrongly 
used can detract from your message. 
Poor reproduction can obscure or dis- 
tort an important technical detail. 


r Does It... 


when colors are really needed 


_vENITE 


Truly the pot at the color-rainbow’s 
or red ink. 


One of our most important duties is 


end may contain gold 


to help clients achieve the utmost value 
from color—and from their advertising: 
budget in general. Previous FWA ads 


told how; write us for reprints. 


581 Fifth Avenue, New York 17, New York + Telephone PLaza 9-7120 


Member, American Association of Advertising Agencies 
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You reach more architects and 


engineers MOFre economically 


in Architectural Record... 











In the architectural field, one magazine, Architectural Record, offers building product advertisers 


... the largest architect circulation: 16,799 


... the largest engineer circulation: 9,687 


... the largest combined architect 
and engineer circulation: 








Architectural Record’s largest—and most concentrated 
circulation among the nation’s active architects and 
engineers results from: 
1. Exclusive editorial concentration on the working needs and 
interests of architects and engineers (a basic reason why 
architects and engineers have voted Architectural Record 
their preferred architectural magazine in 87 out of 94 reader- 
ship studies SPONSORED BY BUILDING PRODUCT MANU- 
FACTURERS AND ADVERTISING AGENCIES). 
2. Accurate circulation development among architects and 
engineers known to be active through daily Dodge Reports 
of building activity. 
Translating circulation into market coverage, statewide 
checks of Dodge Reports show that Architectural Record’s 
architect and engineer subscribers are responsible for 
planning over 85% of the total dollar value of all 





At 

the lowest 
cost per 
page 

per 1,000 


26,486 ........... 922.65 


architect-planned building, non-residential and residen- 


tial, large and small. 


Circulation leadership, top verifiable market coverage and 
steady reader preference explain why in 1956—for the 
tenth consecutive year—more building product adver 
tisers are placing more advertising pages in Architectural 
Record than in any other architectural magazine.* 

*In the Ist eight months of 1956, Architectural Record carried 40 

more advertising pages than the second magazine in the field, 64 
more than the third magazine 


Architectural 


workbook 
Record i= 
r architect and 
engineer 


119 West 40th Street, New York 18, N.Y 


F.W. DODGE 


CORPORATION 








INDEPENDENT 
PETROLEUM 
MONTHLY 


(16,111 Circulation) 


is READ by 


Now 


Independent Oil 
Men than is any 
Other Oil Publication 


$1,600,000,000.00 
SPENT ANNUALLY 
By “Independents” 


(for equipment, supplies, 
maintenance and repair 
excluding labor) 


Who Dull 


70% of New Oil Wells 
75% of “Wildcat” Wells 
and 


Discover 
73% of New Oil Pools 


Got Your Share 
of his. Important 
Market 


with a schedule in the 
Independent Oil Man’s 
Own Association 
Publication . . . the 
Independent Petroleum 
Association of America’s 


INDEPENDENT 
PETROLEUM 


MONTHLY 
Box 1019 Tulsa, Okla. 


91% of members read it according 


to a 
Leslie Brooks & Associotes Survey. 


BRAINSTORMING .. 
continued from p. 160B 


soundest solution of a_ problem. 
Then, too, when executives are 
present, they find it almost impos- 
sible to refrain from negative com- 
ment on suggestions offered. And 
even if they keep silent, their very 
facial expressions can discourage 
the flow of ideas. 

If the executive wants to listen 
to the entire session, it can be tape- 
recorded. 

After the executive makes his 
exit, the chairman presents the four 
basic brainstorming rules. A large 
placard on the wall also states these 
rules. In front of the chairman is 
an old-fashioned school teacher’s 
bell. The chairman explains that he 
will ring this whenever any panel- 
ist violates any of the rules. 

The chairman then calls for sug- 
gestions for solution of the assigned 
problem. He quickly recognizes 
those who raise their hands signify- 
ing that they have ideas to offer. 

Participants are never allowed to 
read off lists of ideas which they 
have brought to the meeting. Only 
one idea should be offered at a time 
by any  brainstormer. Otherwise 
pace can be badly impeded. The 
assistant chairman or someone else 
should be designated as the secre- 
tary who will make a list of all the 
suggestions offered. This person 
should be seated next to the chair- 
man so as to be in direct line of 
conversation between him and the 
others 

The secretary should take down 
the ideas reportorially not word 
for word. Some organizations have 
found it helpful to have two secre- 
taries to take down the _ notes. 
Greater accuracy and clarity are 
thus achieved. In this case, one sec- 
retary takes down the even-num- 
bered ideas and the other records 
the odd-numbered ideas. Some 
companies tape-record the _ brain- 
storm sessions. 

Each idea should be numbered. 
This will enable the chairman to 
know how many suggestions will 
have come forth up to any point of 
the meeting, at which time he might 
apply pressure, such as, “Let’s get 
just 10 more ideas” or “Let’s break 
100” or “Another group working on 


this same problem developed 97 
ideas. Let’s beat them by at least 
20.” This particular kind of drive 
sometimes uncoyers some new idea 
which sets off a chain of other 
ideas. 

It is recommended that no idea 
be identified by the name of the 
suggestor. The very same idea may 
have been previously thought up by 
another panelist. Or the idea may 
have resulted directly from a sug- 
gestion made by someone else. 

BBDO brainstorm sessions usual- 
ly last about an hour and a half 
(including lunch time). At that 
time, some 50 to 125 ideas are 
usually in hand. In closing the 
meeting, the chairman first thanks 
the participants, then he asks them 
to keep the problem on their minds 
until the next day when ‘they will 
be asked for afterthoughts. 


After the session . . The panel’s 
idea collector sees or phones all of 
the participants on the following 
day and thus secures their after- 
thoughts. If an idea is complex, he 
may ask the participant to put it 
into memo form. Since the partici- 
pants will have “slept” on the prob- 
lem (and thus allow incubation to 
lend a hand) some of the most 
valuable ideas are likely to be 
forthcoming through the follow-up 
process. 

The panel secretary finally pre- 
pares a_ triple-spaced typewritten 
list of all the ideas suggested during 
the session and afterward. The 
panel chairman then edits the list, 
making sure that each idea is suc- 
cinctly but properly described. At 
the same time, he classifies the 
idea within logical categories. 

The executive who presented the 
problem and his associates then 
screen the ideas and select those 
which seem most promising. At the 
same time, they strive to develop 
more and better ideas, especially 
by means of combination. 

As soon as possible after a brain- 
storm session, the chairman ad- 
vises his panelists of the action 
taken on the ideas developed. By 
thus reporting the pay-off, the 
chairman enhances the desire of his 
panelists to participate in more and 
more sessions. 

Brainstorming is presently being 
used in thousands of organizations 

Yontinued on page 168 











Mayor 


EARL E. SCHAFFER 


* 


Aerial Photography assists in Bethlehem’s long-range planning. 


How To Sell Cities Like Bethlehem 


BEFORE your salesman makes his first call on the 
officials in Bethlehem, Pennsylvania (population 
66,340), he should know that this City functions 
under the “commission” form of government, used 
by 336 out of 2,460 cities of 5,000 people or more. 
A group of officials, some elected and some 
appointed, collectively make the purchasing 
decisions. 

Mayor Earl E. Schaffer heads up Bethlehem’s 
“commission” of five men, all of whom are elected. 
Each becomes an administrator of part of the City’s 


government. The other four are: Director of 
Public Safety, Director of Accounts and Finance, 
Director of Parks and Public Property and 
Director of Streets. Working under each of these 
are appointed career officials, such as the city 
engineer, superintendent of water works and 
superintendent of sewage treatment. 

Mayor Schaffer is doing a lot of long-range 
planning, involving sizeable appropriations for 
new facilities over a period of many years. He and 
other members of the purchasing group are some- 
times too busy to see visiting salesmen, but they 
all receive THE AMERICAN CITY. It’s the maga- 
zine they turn to for the latest ideas in municipal 
engineering and management. Supporting your 
salesmen with every-month advertising in THE 
AMERICAN CITY is a sound investment. 


The 
American City 


470 Fourth Avenue, New York 16, N. Y. 
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To sell 


you’ve got to sell 


PLANT ELEcTRICAL ENGINEER Ray L. Miller, Bridge- 
port Brass Co., Indianapolis, volunteers .. . “I 
have been a regular Electrical Construction and 
Maintenance reader since 1938. I’ve found it the 
most valuable publication available to keep me 
in touch with the field. Most vital of all is the 
information on,new equipment and technical de- 
velopments.” 


ConsuLTING ELectricAL ENGINEER Woodrow W. 
Ramsey of Ramsey & Reeves, Denver, says... 
“I’m always on the lookout for new and different 
ideas in layout lighting and wiring systems, and 
find plenty of them in Electrical Construction and 
Maintenance. The design and estimating methods 
and general specifications, too, are very useful.” 


A McGRAW-HILL PUBLICATION * 330 WEST 42ND STREET, NEW YORK 36, N. Y. 
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ELECTRICAL products 
ELECTRICAL men 


“a 


et, ae = % 

an wiles a : 
—— 
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The ELECTRICAL contractor 
The consulting ELECTRICAL engineer 
The plant ELECTRICAL engineer 





“in 








Three different schedules to sell three different 
men... ? Not at all! These three men. . . men 
responsible for the specification, purchase and 
installation of your products . . . from Miami, 
Denver, and Indianapolis ... or Timbuktu... 
meet every month right here in the pages of 
ELECTRICAL CONSTRUCTION AND MAINTENANCE. 


This is the one magazine bought and read regu- 
larly by men in these three diversified branches 
of the electrical industry . . . and preferred by 
them, because they find in its pages the news 
and information they need . . . on the job day 
to day, and for planning ahead. 

What’s the secret? How can ELectricat Con- 
STRUCTION AND MAINTENANCE give you so much 
more? No secret at all, really. It boils down to 
hard work and practical service . . . the readers 
get more out of it because the editorial staff puts 
so much more into it . . . in ideas, methods, pro- 
cedures, developments, trends . . . all the serv- 
ices readers need. 


EvectricaL Contractor Sam DeChimes of Miami Don’t take our word for this. Ask the only men 
believes that success in his business depends on who count—the readers, themselves. Year after 


keeping well informed, especially on new equip- ay : ry 
ment and technical developments, code questions, year their independent vote in readership stud- 


and trends in the industry. In Electrical Construc- ies has been eloquently conclusive. They keep 

tion and Maintenance he finds all the up-to-the- saying, “To sell us (electrical men) put your 

minute information he needs to keep abreast of a , é 
advertising where we’re sure to see it, read it, 


the field. : : ‘ 
use it... in the pages of our own magazine...” 


ELECTRICAL CONSTRUCTION AND MAINTENANCE 
®6 
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Construction Machinery 


Exports Jump 20” 


Here’s how to get your share 
in 1956-57 


In 1955, U.S. exports of construction, exca- 
vating and mining machinery amounted to 
approximately $535,000,000. This represented 
an increase of 20% over the 1954 figure 
of $447,500,000. As shown by the following 
figures, 1955's exports also represent a new 
high: 


Value of C.E.&M. 
Machinery Exports 
(millions) 


.. -$535.0 


447.5 
492.3 


Yeor 


1955 
1954 
1953 
1952 
1951 
1950 


Assuming that about $1 billion of domestic 
shipments were made, this means that one- 
third of all U. S. production of such machin- 
ery was sold abroad. 


Are you effectively reaching 
your Export Markets? 


Expressly designed to reach the export mar- 
kets and successfully accomplishing this 
purpose are Gillette's World Construction, 
now published monthly, and Gillette's Cami 
r y Construccion Pesada 
Gillette's World Con 
: is  distrib- 
uted to 10,000 Eng- 
lish reading govern- 
ment officials, con- 
tractors, engineers, 
importers and agents 
in the Eastern Hemi- 
sphere—Europe, Asia, 
Africa, Australia, New 
Zealand and Island 


possessions. 


Gillette's Can 
; ‘ ep eee 4 
is distributed to 15,000 
Spanish or Portuguese 
reading government 
officials, contractors, 
engineers, importers 
and agents in 20 Cen- 
tral and South Amer- 
ican countries, Spain 
and Portugal. 


"TAMines ¥ 
ConsTRUCCION 
k PesaDA 


For further information on the export markets 
and their coverage, write us 


PUBLISHING COMPANY 
22 W. MAPLE ST. * CHICAGO 10, ILL. 
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BRAINSTORMING .. 


continued from p. 164 


throughout the U.S. It’s popular in 
industry, in the schools, especially 


in advertising and even in the 


armed forces. It is not a substitute 
for other kinds of conferences; 
rather a supplementary technique 
to provide needed ideas which can 
then be discussed and developed in 
detail. * 





1. Set 


apart from other conferences. 


brainstorming sessions 
2. 10 to 12 people make the most 
effective panel 

3. Don’t limit the panel to “ex- 
‘ew faces and 


perts” bring in 


new viewpoints 
4. Make sure the panel has a 
few self-starters people who 


can get things rolling quickly. 
But make sure they don’t domi- 
nate the session once it is really 
underway. 

5S. Keep the top brass away from 
the session their presence will 
put reins on the creative spirit 
of the panel 
6. Average time for a_brain- 
storm session: 45 minutes. 


7. Make 
clearly defined and very specific 


sure the problem is 


in nature. 


8. Avoid 
break them down into sepa- 


“umbrella” problems 
rate problems to be tackled by 
different brainstorm panels. 

9. Send a written briefing on the 
problem to each panel member 
at least 48 hours before the ses- 
sion. 

10. Always review the rules for 
brainstorming before the session 
helpful to 
have a chart listing them visible 


gets underway. It’s 
in the conference room. 
11. Let the 
pace with a 
He should 


supply of four or five other free- 


chairman set the 
freewheeling idea 
also have a_ ready 
wheeling ideas which he can toss 
at the 
should get off track or 


panel if proceedings 
start to 
drag. 

12. Have 
(usually a_ bell) 


kind of 
which can be 


some signal 
used to warn anyone who vio- 


lates the principles of brain- 


storming by criticizing or evalu- 
“sell” his 


ating or tries to 


idea 





25 Tips for Effective Brainstorming 


13. Also “ring the bell” on the 
comedians. The spirit of a brain- 
storm session should be in- 
formal, but the 


sidetrack the thinking of an en- 


wise guy can 


tire panel. 

14. Keep all minds working to- 
gether watch out for any 
tendency to break up into little 
groups. 

15. Encourage “hitch-hiking” 
adding related ideas to one an- 
other to form new ideas. Always 
give precedence to a hitch-hike 
idea cver a completely new one 
as the session progresses. 

16. Record all 
mild, crackpot or 
The iist should be 
rather then stenographic. A tape 
prove to be the 


ideas, wild or 
crackerjack. 


reportorial 


recorder may 
best method. 
17. Watch for signs of fatigue. 
Call an intermission if necessary 
or adjourn for the day. 

18. Keep pencils and paper out 
of the conference room. 

19. Keep the mood relaxed from 
start to finish. 

20. Keep shooting for quantity. 
21. Follow-through by checking 
back with panelists the day fol- 
lowing the brainstorming session 
for any afterthoughts 

22. Edit the list of ideas before 
attempting to put it to use. 
Group related ideas and elimi- 
- this 


is the time to use judgment and 


nate the obvious misfits 


criticism. 

23. Evaluation usually can best 
be done by people who were not 
members of the panel. 

24. Be sure to thank the panel 
for their efforts and keep 
them posted on any and all posi- 
tive results. 

25. Don’t use the same panel too 
often once a month is prob- 


ably often enough. 











What you should know about 
20,000 men who specify 
and buy in the C.P.I- 


Who are the major influences in specifying 
and buying equipment, chemicals and raw 
materials in the big chemical process 
industries*? Who sets the specifications? The 
answers to these and many other equally 
important questions are highlighted below... 
from the facts uncovered in two new and 
extensive studies made for Chemical 
Engineering Progress. 














Report #1—Equipment 


@ Chemical engineers exert a major influence in the 
specification and purchase of 65 basic types of equipment. 


@ Chemical engineers are highly brand conscious. Spe- 
cific preferences are revealed in 63 of 65 product types. 


@ Chemical engineers hold more than 100 different 
titles . . . but most of them have functions centered in 
design, production and development. Many of them also 
have additional administrative responsibilities. 


@ Chemical engineers hold positions of importance 
within their companies and this is reflected by an average 
annual income of about $11,000. 


@ Chemical engineers depend on Chemical Engineering 
Progress to keep them informed on new developments 


] Chemical 
Engineering 
Progress 





and engineering techniques in their field. 3 out of 4 read 
it at home. Reading time is high. . . averaging two hours 


per issue. 


@ Chemical engineers depend on advertising in C.E.P. 
to keep them informed of new product developments and 
applications. Reader interest in data on design, engineer- 
ing development and services data is closely cerrelated to 
the same kind of information in the advertising pages. 


Ask for your copy of the detailed report. 
Call your C.E.P. representative or write 
today to Chemical Engineering Progress. 


Re 
be 


Published exclusively for Chemical Engineers 
by The American Institute of Chemical Engineers 
25 West 45th Street, New York 36, N. Y. 


Remember—the engineer is educated to specify and buy! 
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This man persuaded 
take a new step ahead 


to 


THIS MAN—Del S. Harder, Executive Vice President 
of Basic Manufacturing Division of the Ford Motor 
Company, is a new kind of industrial buying influence. 

He, and 78,000 like him, are influencing the thoughts 
and actions of industrial marketing and advertising men 
everywhere in the country. 

In some plants he’s an engineer . .. or, like Mr. Harder 
above, an executive vice president. In others, he may be 
a production executive. 

But in every company he’s an automation engineer... 
charged with the responsibility of putting automation to 
work. It’s up to him to produce products better, at less 
cost, through the use of more automatic operation .. . 
and industry is giving him the money to do the job. 

Until now, there was no sure way to reach him across 
all industry, titles, and job functions. Today the leaders 
in this search have discovered a new selling strategy that 
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works. Since its first issue, a total of 282 advertisers have 
been communicating directly with him...and getting 
through the pages of AUTOMATION. 
They’re pioneering in a tremendous new market be- 
cause AUTOMATION is the one magazine that concen- 
trates only on its readers’ common interest in automatic 
production and the machines and procedures that 


results ... 


make it work. 

Little wonder AUTOMATION moves readers! It’s a 
combination of the Penton Publishing Company’s pains- 
taking research that singles out the real customers in the 
automation market then grabs and holds their 
attention with a steady editorial diet of vital, up-to-the- 
minute information that keeps these important men 
reaching for AUTOMATION every month. From the 
first issue on, these are the readers who requested more 
than 266,300 reprints. 











282 advertisers 


im industrial ad 


If What You Sell Helps Industry Produce More— 
More Automatically, Use AUTOMATION to Get 
Results Like This: 

Penn and Hamaker, Inc., an Ohio advertising agency 
reports, “The companies responding to our advertise- 
ments in AUTOMATION read like a ‘Who’s Who’. 
Here’s one example of the action AUTOMATION pro- 
duces: One of the inquiries was via the telephone and 
resulted in an order for our client less than 48 hours later. 


This man = ¥ and 78,000 like him — read 


Nas 


vertising 


We are overwhelmed at the quality of AUTOMATION 
inquiries and the acceptance of your publication by 
its readers.” 

For complete data on AUTOMATION, its coverage 
and its readership, write or wire AUTOMATION, 
Penton Building, Cleveland 13, Ohio. 


nogonoaoon 


a Penton publication 
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False front . 


. Daytime view of taxi driver’s ‘shopping center’ front buildings 


shows it’s only a series of illuminated plastic signs and false Line 


Ghost town 


Outdoor sign clinic 
beckons users 


A $30,000 fake shopping center, plus a 


series of technical clinics, promotes this 


outdoor advertising sign manufacturer's products 


By Ted Sanchagrin 


= One early-September night in 
Knoxville a startled taxicab driver 
with a fare from the Municipal Air- 
port did a double-take on Neyland 
Drive when he was suddenly con- 
fronted with what appeared to be a 
shopping center where none had 
been before. 

The shopping center, a string of 
false-front buildings featuring out- 
door inner-illuminated plastic signs, 
had been erected practically over- 
night at a cost of at least $30,000 as 
a temporary sign clinic display by 
Plasti-Line Inc., Knoxville. 

Some four-footbal11-fields-long 
and at least 150 feet deep, the 
mock-up of a downtown street was 
the feature of Plasti-Line’s sixth 
annual sign clinic, held Sept. 25-27 
for gas, beer, beverage, ice cream 
and insurance firms using colored 
translucent Plexiglas. 

Plasti-Line, incorporated in 1946, 
is the second largest user of cast 
Plexiglas sheet for signs. The cor- 
poration entered the plastic indus- 
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try as a specialty fabrication house 
developing applications in the in- 
dustrial field 
fabricating precision parts for in- 


From forming and 
dustry, it went into the manufac- 
ture of signs for identification and 
advertising. Since 1950 the basis of 


n page 


Know-how . 
that they'll be able to use them better 


A $30,000 promotional effort by Plasti- 


‘Shoppers’ ‘Shopping center’ visitors 


examine details of plastic signs 


. At clinic, customers and prospects learn how signs gre put together so 
tre 





acts to help you 
choose media in 
the electronics fiel 


Concentrated circulation method used by ELECTRONIC INDUSTRIES 
insures coverage of the most influential engineers in the industry 


Facts about 

circulation 

Beginning in January, 
INDUSTRIES increases its circulation to 
40,500 — a gain of 13,000 engineer- 
ing readers in an industry where engi- 


ELECTRONIC 


neers influence most of the purchases. 

This circulation is concentrated 
among engineering executives: vice 
presidents in charge of engineering, 
chief engineers, project engineers, and 
other engineers with authority, distrib- 


uted as follows: 


Electronic equipment 
manufacturers 

Industrial users 

Users of electronic equipment . 

Laboratories and consultants 

Government and armed forces. 1,5 

Distribution 

Education and libraries 

Miscellaneous 


Here is circulation built from the 
top down—not the bottom up or ran- 
dom built. Here is the publication that 
carries your advertising to the most 
influential engineers in the electronics 
industry. 


Facts about 

markets 

Does your marketing problem include 
the sale of electronic components? Or 
assembled equipment? ELECTRONIC 
INDUSTRIES reaches both markets — 
through the top-ranking engineers 
with 82% of its circulation. So you get 
more effective coverage of your most 
significant markets—less waste among 
fringe-type reader categories. 


Two ways 

to buy 

First, you can buy the whole 40,500 
circulation if you want to reach the 
whole electronics industry. Second, you 


can buy just that portion of the circu- 
lation—14,000 readers 
with the operation of electronic equip- 
ment: broadcast transmitters, mobile 


having to do 


communications equipment, audio and 
recording equipment, microwave equip- 
ment, and related test equipment. A 
special editorial and advertising sec- 
tion is bound right into the publica- 
tion. This second plan is at attractively 


lower space costs. 


Facts about 

editorial content 

Recent increases in the editorial staff 
now give ELECTRONIC INDUSTRIES 


10 editors and consulting editors 

and the department continues to 
expand. Growth in the editorial staff 
is particularly significant in view of 
today’s rapid technological advances in 
the electronics field. This department 
is large enough to permit editors to 
specialize in certain phases of the in- 
dustry. Hence they can more skillfully 
cover its various phases—giving pro- 
portionate emphasis to those that the 
readers want. 


Facts about 
recognition 
More than 500 advertisers from coast 
to coast use ELECTRONIC INDUSTRIES. 


ELECTRONIC 
INDUSTRIES 


a TELE-TECH 


eve 


TRACING HIGH-POWER TRANSISTOR CHARACTERISTICS 


Included in this number are the most 
prominent companies as well as the 
smaller ones. Proof of the magazine's 
effectiveness can be seen in the fact 
that 84% of today’s advertisers have 
been using the publication for more 


than a year. 


For more complete circulation break- 
down and current space rates, see 
Standard Rate & Data, or write for in- 
formation. 


New—Starch Readership Studies! 
Four complete issues will be studied in 1957. 
ELECTRONIC INDUSTRIES is the only publication 
in its field offering this extra service to 


advertisers. 








co) N'B|P} 


ELECTRONIC 
INDUSTRIES 


and TELE-TECH 
A Chilton Publication 
Chestnut and 56th Sts., Philadelphia 39, Pa. 
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to effectively 


SELL the HUGE 

METAL FORMING and 
FABRICATING 
industries... 


publication 
exclusively edited for and 
distributed to this market 


IF YOU SUPPLY PRODUCTS OR 
SERVICES LIKE THE FOLLOWING... 


EQUIPMENT 


hears 
itters 

Furnaces and 
induction Heating 
Units 

Joining and 
Fastening Devices 

Automation Devices 

Motors and Controls 
yricating Systems 


elding Machinery 


MATERIALS 


Lubricants 


Drawing and Forging 
Compounds 


Cleaning and 
Finishing Supplies, 


astics 


SERVICES AND FACILITIES 


Job and Contract 
Stamping 


Dies and Tooling 
Piant Layout 
Design and Engineering 


TO MANUFACTURERS OF 
THESE TYPES OF PRODUCTS... 


Ordnance and 
Accessories 


stomobiles 


A 
Aircraft 
F 


Office and Store 
Machines and 
Furniture 

Transportation 
Equipment 

Containers 


orgings 
Structural Meta 
Products 
Appliances 
Agricultural 
Machinery 


. . . YOU'RE SURE to reach the PRIMARY 
buying influences in plants manufactur- 
ing these products in. . . 

MODERN INDUSTRIAL PRESS. 


FOR MORE INFORMATION WRITE 


MODERN 
INDUSTRIAL “e026 


201 N. WELLS ST., CHICAGO 6 + ST 2-4121 
.-- A WATSON PUBLICATION 


SIGN PROMOTION .. 


continued from p. 172 


the company’s business has been 
reproduction of customers’ trade- 
mark insignia on such signs. 

The display between Neyland 
Drive and Fort Loudon Reservoir 
and a series of afternoon clinics 
in the Andrew Johnson Hotel is, 
or was until recently, Plasti-Line’s 
annual major advertising effort. 
Material suppliers, users and pros- 
pects attended the display clinic. 
Trade press advertising is under 
way. 

At the waterside shopping center, 
visitors noted that oil companies 
are the predominant volume users 
of illuminated plastic signs. Plasti- 
Line manufactures such signs for 
practically all oil companies with 
the possible exception of Shell. Oil 
companies give, lease and rent the 
signs to their dealer outlets. 

One oversize sign in 24- or 30- 
sheet poster form showed a va- 
riety of formed plastic letters. More 
dominant was a rooftop flasher of 
the separate five-foot letters in 
“Standard” (for Standard of In- 
diana). Another was the Gulf disc, 
six feet in diameter. The orange 
cantilever sign competed with an 
eight-foot Pure (Pure Oil) disc, 
an eight-foot rotation Conoco in- 
verted triangle, and a 5x8’ Sohio 
ellipse on a new model pole. 

Walking down the _ 1,200-foot- 
long display area, one could see the 
latest signs, either now in use or 
experimental, of Gulf, Standard of 
Indiana, Sohio, Tidewater, Pure Oil, 
Cities Service, Mohawk, Glidden 
Paints, Willard, Western Auto, 
Sealtest, Piggly Wiggly, Coca Cola, 
Pet Ice Cream, Jax Beer, Bud- 
weiser, General Insurance, Aetna 
Oil, Conoco, Speedway, Fleetwing, 
Leonard, Flying A, Dayton Tires. 

Lighting, revolving and flashing 
of such signs, a problem which 
grows as signs get bigger and big- 
ger and more complex—and en- 
dangered by Hurricane Elsie—was 
a corollary clinic item discussed by 
representatives from GE, Roe Mfg. 
Co. and Time-O-Matic, Inc. So 
much so, Frank Roe revealed to the 
audience, that the theory of aero- 
dynamics for signs is being studied 
by the University of Washington. = 





ONLY 


THE REVIEW 
OFFERS 


M@ TOTAL COVERAGE of the United States 
point manufacturing industry — 2116 
plants — 200 more than any other 
publication serving the field! 


M@ TOTAL COVERAGE at all buying levels 
— management, technical, production, 
purchasing — reaching all the men 


who make buying decisions! 


TOTAL COVERAGE of what’s making 
paint industry news — with a modern 
format to interest your busiest pros- 
pects! 


VERIFIED 


Telephone census just completed to 
each plant in the United States — 
determining location, size and key 


personnel. 


CIRCULATION 


Paint, varnish & lacquer mfrs. 
Direct (no name) Sere 
Top management 
Chemists and technical 
Production managers 


Purchasing agents 


Total U.S. 


plus 
Foreign paint mfrs. 
Suppliers to mfrs. .... . 569 


Misc. (govt., labs., schls, 
483 


TOTAL CIRCULATION 4688 


TOTAL COVERAGE of the paint in- 
dustry for the first time .. . and 
only the REVIEW has it! 





Write for census 
of paint industry. 
Total number, 
sizes and location 
of all U.S. paint 
manufacturers tab- 
ulated by states. 
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NEWS... 


FOR BUSINESS PAPERS 





ABC moves toward 
tighter rules on 
free circulation 


® cHicaco—Although the policy 
committee of the Audit Bureau of 
Circulations is still considering the 
question of auditing business classi- 
fications of unpaid distribution of 
business publications, actions taken 
by several divisions of the ABC at 
the annual meeting indicated that 
the hureau may be moving toward 
restricting still further the audit of 
free circulations. 

The recent vote of the members 
to whom was submitted the ques- 
tion of auditing business classifica- 
tions of free distribution of business 
publications indicated a strong op- 
position to this move, although ad- 
vertisers and agencies, the buyer 
groups in the ABC, favored it. But 
both newspaper and farm paper di- 
visions of the ABC adopted resolu- 
tions looking toward lessening the 
importance of free distribution fig- 
ures on ABC statements. 

The farm papers proposed that 
the minimum circulation qualifying 
a publication for ABC membership 
be increased from the present 70% 
to 80%, and the newspapers adopted 
a resolution favoring increasing it 
to 90%. If either of these proposals 
should be approved by the board of 
directors, the amount of free dis- 
tribution a publication in the ABC 
could have would be reduced to an 
unimportant percentage. 

The business paper division, ap- 
parently sensing a disposition to 
treat business publications as a spe- 
cial problem, adopted a resolution 
asking that business papers be 
treated no differently in the estab- 
lishment of ABC rules than any 
other media groups in the bureau. 

In addition to the formal action 
taken on the resolutions reported 
above, INDUSTRIAL MARKETING was 
informed that some board members 
are discussing the advisability of 
eliminating all free distribution fig- 
ures from ABC statements, with 
merely a record of the percentage 
of the total distribution represented 
by paid circulation. A_ resolution 
urging that this action be taken was 


proposed in the business paper divi- 
sion, but was defeated. It seems 
certain, however, that the proposal 
will be given serious consideration. 

Addresses at the ABC convention 
covered a wide range of subjects 
The shortage of manpower, in the 
light of the great growth of the 
economy projected over the next 
decade, was stressed by Norman H. 
Strouse, president of the J. Walter 
Thompson Co. Mr. Strouse believes 
that the $500 billion goal of gross 
national product predicted by presi- 
dential advisers for 1965 will be 
reached several years before then, 
and that the accompanying need for 
expanded manpower will present a 
difficult problem for industry. 

Alan T. Wolcott, vice-president of 
ABC in charge of public relations, 
told the members of the bureau that 
in spite of the fact that media in all 
fields representing the majority of 
claimed circulation are ABC mem- 
bers, there are several thousand 
daily newspapers, farm papers, gen- 
eral magazines and business publi- 
cations which are not audited. He 
ascribed this to the indifference of 
advertisers and _ agencies, and 
pointed out that almost two-thirds 
of all business publications are not 
audited by any of the organizations 
serving this function. 

Philip Graham, publisher of the 
Washington Post and Times-Her- 
ald, delivered another address at a 
general session of the bureau, dis- 
cussing world problems in the light 
of U. S. foreign policies. 

James E. Blackburn, Jr., vice- 

president of the McGraw-Hill Pub- 
lishing Co., was re-elected a direc- 
tor of the ABC, representing the 
business paper division. Stanley R. 
Clague, Modern Hospital Publishing 
Co., is the other director for this di- 
vision. 
C. Dibert, J. Walter 
Thompson Co., Chicago, was re- 
elected chairman of the _ board. 
Vice-chairmen re-elected were E. 
R. Hatton, Detroit Free Press; Wal- 
ter P. Lantz, Bristol-Myers Co., and 
H. H. Rimmer, Canadian General 
Electric Co. Ltd., Toronto. 

Stanley R. Clague, Modern Hos- 
pital Publishing Co., Chicago, was 
re-elected secretary, and F. Ross 
Gamble, Leo Burnett Co., Chicago 


was re-elected treasurer a 


. 
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HERE’S HOW 


to get your best ideas 


a 


within your budget .. 


without headaches 


Whether you’ve bought 
in entire library of film 
production or are 
considering using film for 
the first time, you'll find 
interesting — and 
profitable — information 
in this new Jamieson 
brochure. It tells a story of 
tremendous results 
achieved with business 
and industrial films. But 
more than that... it’s the 
story of fresh, creative 
motion pictures for 
business and industry 
from a producing 
organization with 40 years 
of solid, substantial 
experience. 


We believe this brochure 
will give you a new view 
—a fresh approach — 

to your film production. 
And it’s possible you'll 
discover good films aren’t 
necessarily as expensive 
as you may have 

thought. Why not send for 
your free copy today? 














Films for Business, Industry, 
Public Relations, TV 


Commercials and programs 


JAMIESON 


FILM COMPANY 
3825 Bryan @ Dallas, Texas @ TE-8158 


Please send me FREE booklet described 
above 


Name 
Address 


City 





By Charles R. Pope* 


# From the salesman’s viewpoint, 
direct mail saves time, helps make 
friends faster, covers territory fast- 
er and makes sales faster. 

viewpoint, 


From management’s 


direct mail helps speed up the 


whole seiling process, helps get 
more mileage out of the total ad- 
build 


profits in the sales operation by 


vertising dollar and helps 
cutting sales-to-expense ratios (re- 
ducing the cost per call and conse- 
quently the cost per sale). 

Direct mail 
results in various ways. One of the 


accomplishes these 
most important to us at Remington 
Rand is the production of qualified 
leads for the sales force to follow- 
up. To do this we maintain consist- 
ent monthly mailings to all major 
markets on most of our product 


At Remington Rand 


How direct mail 


helps salesmen 


Direct mail can do everything from pre-warming a prospect 


to post-conditioning a customer. Here’s how. . 


lines, from the smaller brothers of 
the big Univac electric computer to 
visible record keeping systems, 
typewriters and right on down the 
scale to carbon paper. 

Such campaigns are mailed on a 
national scale to provide leads for 
2,000 
country. And they produce about 


100,000 leads per year. The produc- 


about salesmen across the 


tion of qualified leads for the sales- 
man (which are _ furnished, of 
course, as part of home office op- 
erating cost) enables the salesman 
to better utilize his selling time by 
calling on executives who have ex- 
pressed an interest in what he is 
selling, thereby cutting down the 
time spent on cold calls—and in- 
creasing the chances for favorable 
receptions with ultimate conversion 
of leads to sales. The salesman’s 
prospecting activities become more 
promising and more profitable, and 
in turn the salesman finds he can 


increase his prospecting activity. 


Pre-warmed prospects .. This 


same continuous lead-producing 


program is frequently geared to our 


publication advertising. This way 
our markets are exposed to a dou- 
ble impact that paves the way for 
the salesman’s call. Often, reprints 
of ads are enclosed with a mailing 
to help secure company name rec- 
ognition and product identification. 
When the salesman makes his call 
then, he does not have to start from 
scratch and do the whole basic sell- 
ing job himself because his prospect 
or suspect is partially warmed up or 
pre-conditioned for him. 

We are helping to pave the way 
by tieing in with other advertising 
media and using our direct adver- 
tising literature, we hope, to full 
advantage. In this type of activity, 
the reply card of course, is the 
means of inquiry. And we use pat- 
ented type mailing media that have 
proven their value for us in de- 
veloping maximum number of an- 
swers per mailing. 

We also use direct mail to reverse 
this procedure to bring the ex- 
ecutive to the salesman. A typical 
example was the campaign for our 
“Synchro-Matic” unit, a key punch 


synchronized with an accounting 


ntinued on page | 





Engineering Showcase to Oil and Gas Men Who Specify 


During 1957, pipe line men will add 10,000 miles of 
line to their 600,000 mile spiderweb of underground 
arteries...in a gigantic $4 million-a-day spending pro- 
gram for gas, crude and products pipelines. The Petro- 
leum Engineer’s Twin Power Package* is your short- 
est, cleanest line between copy and sales in this market 
.. The Pipeline Engineer coupled with The Petroleum 
Engineer for Management. For a complex and multi- 


only PE gives you both specialized and integrated coverage 


* THE PETROLEUM ENGINEER FOR MANAGEMENT @¢ 


THE PIPELINE ENGINEER 
THE REFINING ENGINEER ® THE PETROLEUM ENGINEER, DRILLING-PRODUCING 


techniqued industry, PE’s four-edition plan is modern, 
progressive trade publishing. The reader selects the 
edition covering his phase of operating-buying activi- 
ties, whether specialized or all-industry. You buy culled 
circulation. Ads meet a better refined audience... 
Other advertisers think so, too. The Petroleum Engi- 
neer leads all oil and gas publications in advertising 
pages gained throughout 1956. 


te Pelioleum 


Engineer 





Specialization assures concentration 

and concentration accelerates the develonennt 

of knowledge and understanding. It's like cutting 

down on a sales territory. It stimulates work and develops 
more business. 


The narrower field of effort and concentration of a 
specialized advertising agency results in a more intimate 
knowledge of the product. Specialization assures the time 
and interest that brings about closer contact with the 
selling organization and market changes. Because of these 
things there is an ever growing ability to assume greater 
responsibility for advertising work to the relief of the 
client. You have the assurance of maintained interest in 
industrial problems unaffected by any influence from large 
consumer business and the compact organization of the 
specialized agency is equipped to move fast to meet 
changing conditions. 


These are not our ideas, George. They are things that 
have been brought home to us by clients who have found these 
advantages valuable. 


At Russell T. Gray, Inc., the long experience of a 
Company Executive guides the program. The complete staff 
of Russell T. Gray brings the necessary assists of proper 
industrial research, extensive dealer and sales contacts, 
familiarity with competitive products and marketing and a 
background of proved ability in tying up all the 
requirements for a successful advertising campaign. 


Our job is one of stimulating sales. We make our copy 
department a part of the client's sales department. Sales 
ideas and trade language are not lost in a copy pool. The 
men you see are the men that plan and write your advertising. 


Concentration in the form of specialized agency service 
will mean better advertising to any client that comes to us. 
Think it over, George. 


uly yours, pel 
Gout Properly planned and executed Industrial Advertising, 


backed by all of the facilities for Market Research, 
Public Relations, Sales Promotion and Copy Preparation 


to make your printed selling produce, is the business of 
RUSSELL T. GRAY, INC., 155 N. Wacker Drive, 
Chicago 6, Illinois. Phone: CEntral 6-7750. 
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machine for fast production of busi- 
ness statistics. Here is equipment 
weighing over 800 pounds a 
product too big to take to a pros- 
pect’s office for individual demon- 


stration, but one that lends itself 


well to group demonstrations. 


An invitation . . Direct mail 
helped solve the problem. We were 
able to set up specific demonstration 
dates and invite selected executives 
to our local offices for a_ specific 
program. Here again the reply card 
provided an easy means for the ex- 
ecutive to select one of five days to 
attend and to specify either a morn- 
ing or an afternoon session. In addi- 
tion, a detachable stub served as a 
ticket for a door prize in the form 
of a Remington electric shaver. 

But we have other programs in 
which we do not use reply cards to 
serve as leads. This type of mailing 
is used in cases where the salesman 
can take the product to the prospect 
and wants to do so, naturally, under 
the most favorable conditions. Di- 
rect mail helps us to create these 
conditions. 

In paving the way for a salesman 
to make a product demonstration 
we use a three piece mailing cam- 
paign each piece designed for 
maximum attention-getting, read- 
ership and remembrance-value. 
The mailings are made in rapid 
succession Monday, Wednesday and 
Friday in an operation controlled 
by the individual salesman. They 
build up to a request for interview 
in the Friday mailing with the 
salesman calling Friday afternoon 
for his demonstration or making an 


appointment for a future demon- 
stration in the prospect’s office 

Such campaigns, usually with 
personalized letters, are set up on a 
national basis from home office but 
with local flavoring the letters 
being imprinted with local branch 
logo and signed in some cases by 
local branch manager, in others by 
the salesman himself and sometimes 
with the additional personal touch of 
carrying the salesman’s calling card 
in the final letter. 

This report from one of our sales- 
men shows the kind of job these 
mailings do: 

“IT called upon a president of a 
construction company to follow up 
one of these letters. Received a very 
fine audience and within 15 minutes 
this man purchased not one but two 
“99” Calculators. At the conclusion 
of the sale I asked the president of 
this firm one question, ‘If you had 
not received these letters and I had 
made a call on your organization 
asking to see you would I have 
been able to see you?’ 

“The man smiled and said, ‘No, 
you would probably have been re- 
ferred to someone else , 

“That is the point I am trying 
to make. These letters open the 
door to people we would be unable 
to see otherwise. I feel that with 
these letters we are not only going 
to secure some immediate business, 
but will get a great deal of business 
in the future by letting top manage- 
ment know just what we have to 


offer.” 


The ‘Rap’ on the door .. We 
have another kind of direct mail 
program called a “Rap” campaign 
(like a rap on the door). It has 
been used at Remington Rand for 
over 50 years. It is a pre-established 
mail campaign initiated by the in- 
dividual salesman 

A Rap campaign consists of three 
mailing pieces and there are a num- 
ber of such campaigns set up for 
specific products for specific mar- 
kets and in many cases special Raps 
to promote various applications of 
any given product line. For exam- 
ple, there are Rap campaigns to 
promote the user benefits and ad- 
vantages of visible systems of con- 
trol as established in Kardex equip- 
ment and there are specific Rap 
campaigns for various record con- 
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for 73 years the regions 
leading business publication 
... has a new look and a new 


role in 


GROWTH INDUSTRY MEDIA 
... This should be your prime 
medium for selling the boom- 
ing industrial South! 


FREE OFFER: 

(on your letterhead to Guy H. 
Tucker, Dept. A) 144 page mar- 
ket survey with detailed economic 
facts and directory of all large 
plants in the area served. 


MANUFACTURERS RECORD 
A Conway Publication 
North Atlanta, 19, Georgia. 
Publishers Of: 
Industrial Development 
Site Selection Handbook 
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Hiring salesmen? 


Your interviews can 
get more facts, faster 


The interview is your prime tool for sizing up 


a job candidate. It's also the most expensive 


(your time is precious), so don’t waste it. 


By Erwin K. Taylor 


# How do you pick the best man 
for that job that’s open on you 
sales staff? 

Unfortunately, there is no simple, 
sure-fire way to do this job, nor is 
there likely to be at any time in 


the near future. Psychological tests 


178 / justrial } 


have in many instances done an 
excellent job of pre-screening, but 
these tests have not yet been de- 
veloped to the point where they can 
begin to take over the _ selection 
responsibility. Sound human judg- 


ment—youl judgment—must, in the 


last analysis, make the decisions 


and take the responsibility for 


them 


How to judge . . Your judgments 


must necessarily be made_ on 


everything you can learn about the 
man. This includes: 
© The 


scores, if you use tests. 


interpretation of his test 


e The information on his applica- 
tion blank. 

@ The references (frequently use- 
less) that you may be able to se- 
cure from former employers. 

® But most of all, 


based on the conversation or con- 


observations 


versations that you have with the 
applicant. 

Here are some suggestions, of- 
fered to help you to do a better job 
in that complicated and important 
function employment interview- 


ing. 


What's in an interview . . It is 
apparent that the personal inter- 
view is an expensive technique for 
collecting information about an ap- 
plicant. There will always be more 
information you want to. obtain 
than there will be time available 
for interviewing. Therefore, you 





PACKAGED 
for complete coverage of the 
INSTRUMENTATION 
CONTROL MARKET 


Three publications of the Instruments Publishing Company cover all aspects 





of instrumentation application for industry, research and the military 


INSTRUMENTS INSTRUMENTS and AUTOMATION — For over 25 years the only publication in the 

pt field published monthly to the primary market for instrumentation and automatic control 
products. INSTRUMENTS and AUTOMATION serves the men throughout industry whose main 
responsibility (regardless of title) is the specification, installation, maintenance and operation 
of industrial and scientific instrumentation and control equipment and systems. 


In the first half of 1956 (and throughout 1955) INSTRUMENTS and AUTOMATION led all 
other publications in the field in number of pages of advertising, and in number of advertisers. 
Despite competition (since mid-1954) paid advertising in INSTRUMENTS and AUTOMATION 
has steadily increased ... 1956 shows a 20% increase over 1955. 





INSTRUMENTS & APPARATUS NEWS — Published bi-monthly. Serves the thousands of 
men who comprise the secondary market for instrumentation and control equipment and 
components. Over 90,000 copies of each issue are distributed to the customers of equipment 
and component distributors throughout the United States. 


ua uns See INSTRUMENTS & APPARATUS NEWS is the only product tabloid devoted to industrial and 
scientific instruments and electronic and mechanical components. Over 60,000 reader inquiries 
per issue make IAN the top product promoter in the country. 


Paid advertising in IAN also has shown a steady rise... from 914 units (tabloid 1/9th) in 
1954 to 1,194 units in 1955. So far, 1956 advertising volume is up 30% over 1955 


MILITARY AUTOMATION — A new bi-monthly .. . will make its debut in February, 1957 
with a guaranteed circulation of 20,000 hand picked readers in government and industry. 
MILITARY AUTOMATION will appeal particularly to those who design, specify and apply 
electronic and control equipment and components for communications, radar, sonar, fire 
control, missiles, etc. 
poser King-size format assures top visibility for advertisers with position next to editorial at no extra 
vvah a NEW Concer? charge. 
PW Market! ° . . ~~ 
fon a NEW Closing date for first issue is January 1, 1957. 


Write for rates and more specific information. 





publications of | THE INSTRUMENTS PUBLISHING CO. 


845 Ridge Avenue @ Pittsburgh 12, Pa. @ Phone FAirfax 1-0161 
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Your 5 Best Reasons for 
reserving space now in 
April AMERICAN BuILDER 


Distributed by paid subscription only 


to 108.8614 (six months average) light 
construction men...with more sub- 
scribers than any other magazine in 


the market. 


Used many times daily by your best 
building customers and prospects, 
every working day of the year...when 
planning, building and buying. 


Seven big technical sections 

(1) Structural Materials (2) Doors, 
Windows, Millwork, Floor & Wall 
Finishes (3) Hardware & Building 
Specialties (4) Appliances, Electrical, 
Heating & Cooling, Plumbing (5) 
Tools & Construction Equipment (6) 
Vanagement & Business Reference— 
Prefabrication (7) Classified Buying 
Guide of Products & Equipment. 


Completely flexible to the advertiser’s 
needs. You may use Classified Dis- 
play, pages, inserts or your entire 
catalog... any or all spotted precisely 
in the sections where your advertising 
will do you the most good. 


This is low-cost, long-life adver- 
tising. No increase over the regular 
AMERICAN BUILDER rates. In fact 
—reductions on furnished inserts of 
two pages or more. Closing Feb. 25th. 


April 
AMERICAN 
BUILDER 


Directory Issue 
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must decide just what it is you 
want to get out of it and limit yow 
interview to these areas. This will 
necessarily pare down the number 
of facts that emerge from the inter- 
view, but certain types of informa- 
tion can be more cheaply and some- 
times more accurately collected by 
other means. 

For example, almost any question 
to which a yes-no answer is ade- 
quate can be put on the applica- 
tion blank. Getting such informa- 
tion in advance may even at times 
save you the entire cost of induct- 
ing and interviewing 

If, for example, you have found 
that none of your salesmen without 
a degree in mechanical engineering 
ever really succeed, it would be 
rather pointless to spend time in- 
terviewing applicants without such 
a degree. This information could be 
obtained from a preliminary appli- 
before 
(Such 


verification, by the way, is becom- 


cation blank and _ verified 


interviewing the applicant. 


ing increasingly necessary, as an 


apparently sizable proportion of 
self-conferred degrees seem to be 
appearing on application forms 
these days.) 

Intelligence, learning ability, and 
numerous special aptitudes and 
proficiencies can be measured bet- 
ter by pencil-and-paper or per- 
formance tests than by an inte! 
view. Special techniques can be de 
vised to meet the requirements (¢ 
unique situations 

If, for example, your salesmen 
are required to prepare written 
proposals to prospects or to com- 
pose considerable sales correspond- 
ence, an applicant’s ability to ex- 
press himself in writing can better 
be measured by requiring a narra- 
tive biography as part of the appli- 
cation form or requesting that he 


make formal written application, 
setting forth in detail his qualifi- 
cations, than it can by personal in- 


terview. 


Define objectives . . Now there 
is the problem of defining the ob- 
jectives of the interview. What do 
you want to know about the appli- 


cant? 


Tips for a good 
interview . . 


Define objectives . . Decide be- 
forehand what you want to find 
out, what kind of background, per- 
sonality and training are needed 
for the job. 


Organize the questions . . 
Plan a pattern, but allow for flex- 
ibility to reveal how the inter- 
viewee reacts to both stock and 
unexpected questions. Don't waste 
time on questions (especially yes- 
or-no ones) that can be relegated 
to the application blank or tests. 


Listen . . Sales managers some- 
times talk too much in interviews. 
Sit back, listen and encourage 
the interviewee to do the talking 
and explaining. 


The real purpose of an employ- 
ment interview is to secure in- 
formation from and about the ap- 
plicant which will justify a better 
prediction of how well he is likely 
to perform on the job. Yet, few 
interviewers have more than a 
hazy, general notion of the kind of 
information to seek or the way in 
which to evaluate it. Usually they 
have some vague idea that they 
want to find out about his experi- 
ence, but actually, beyond deter- 
mining who his previous employers 
were and how long he remained 
with each of them, they don’t know 
what they want to know about 
what he used to do; they would like 
to know what sort of person he is, 
but they don’t really know what 
sort of person they want; they may 
ask him about his hobbies and his 
home life, but do they really know 
what kind of hobbies and home life 
relate to success on this job? 

Few managements have ever set 
about the task of 
themselves 


systematically 
defining for precisely 
what background, experience, train- 
ing and personality, constitute the 
specifications for the men_ they 
want. On most sales management’s 
staffs there are men with years of 
experience with salesmen of all de- 
grees of ability, but this gold mine 
of information has seldom been 
tapped to provide today’s manage- 
ment with the benefits of the ex- 
perience and mistakes of the past. 
One method for defining the in- 
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,..and make more sales to builders! 


If you sell builders, or want to, your advertising 
dollar will go further and do more in AMERICAN 
BUILDER’s APRIL DIRECTORY. No other sales 
tool is read so intensively by your best prospects 
(108,864 ABC —with more paid subscribers) ...calls 
so frequently (day after day, week-in, week-out all 


..-hits builders with a triple impact (when 


they're planning — building— buying) or gives them 
so much service (7 big technical “product” sections, 


a complete “Classi fie Service, plus other marketing 
directories) all scientifically “packaged” for fast, 
easy use In just one complete volume. 


Leading suppliers to the light construction industry 
have used this “Point-of-Purchase’” medium result- 
fully for years. Some of their reasons are detailed in 
the column across the page. Read them and remem- 
ber...whether you're large advertiser or small... it 
can be just as resultful for you. 


April AMERICAN BUILDER Directory Issue | 


SIMMONS-BOARDMAN - 30 Church St., New York 7, N.Y. (ABC-ABP) 
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CHICAGO OFFICE, 185 NORTH WABASH A 


August 29, 1956 


Mr. Larry Benson 
THE WALL STREET JOURNAL 
711 West Monroe Street 
Chicago, Illinois 
Dear Mr. Benson: 
A few months ago we re 


dler Office Machine Co., Chicago, as 4 
and equipment 


commended The Wall Street Journal 


to our client, Aubry & Taen 
logical marketplace for selling * 
which they distribute. 
At that time, ads on a dictating machin 
media with little result. 
It was like a clap of thunde 


he office machines 


e were running in other 


r when our first ad struck in The 


Wall Street Journal. Inquiries came pouring in from six states covered 

by the Midwest Edition, and some came iaasiae 
But most important of all, however, was the renal ably hig 

ales—almost every reply results in a sale. 

d that the right product directed to 

ght time rings the bell 


from as far as Texas. 





conversion of inquiries to s 
This gratifying response again prove sg 
the right audience in the right medium at the ri 
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terview objectives is to start with a 
conference of the four or five top 
sales executives in the company. 
These meetings, which last from 
half a day to as long as two days, 
have as their main purpose the de- 
termination of the specific informa- 
tion to look for in the company’s 
selection interview and how such 
information should be used. It is 
often discovered during such meet- 
ings that there is not complete ac- 
cord among the sales executives of 
an organization with respect to 
what constitutes a good salesman. 
There may even be some rather 
fundamental disagreements with 
respect to what the various execu- 
tives expect of a salesman. If these 
conferences serve no other purpose 
than bringing to light such dis- 
agreements and thus helping man- 
agement to agree on its expecta- 
tions, they will be worth while. 
But, they can do more than this. 
They can provide the basis for a 
truly effective interview. From such 
meetings can come a knowledge of 
what it is your company needs to 
know about a man in order to bet- 
ter predict whether or not he would 


stute advertiser. 
ina sannagpaabte be successful as a member of your 


EN SING Ee sales staff. This information comes 
ie from a clarification of the job or 
yron Geren | jobs that your salesmen are ex- 


pected to do, from the characteris- 
tics common to the men who have 
been successful and to those who 
have failed, and from the nature of 
the kind and variety of customers 


Some Inquiries Are Better Than Others 
This happy advertiser has learned what so many other Wall 


Street Journal advertisers know: Journal readers are rarely idly 
curious. They want to know about products and services | ference is no easy task. For this 


you sell and serve. 

Organizing the information and 
opinions expressed in such a con- 
because they have reason to know. They are looking for ways to reason the entire proceedings are 
improve their business. When they inquire, a sale is nearby. 
Advertise in The Wall Street Journal for direct, traceable 
results that will make you happy, too! 


usually recorded for later detailed 
analysis. This analysis may take 
as much as a solid week’s work. 
The completed analysis should re- 
Circulation: 413,576 sult in a pretty good picture of 

what you expect your salesmen to 

do and the kind of men you want 

for salesmen. When you have com- 

pleted your analysis and organiza- 

tion, it is generally a pretty good 

published a idea to call a second meeting and 

NEW YORK, 44 Broad St. and WASHINGTON, 1015 14th St, N.W. + CHICAGO, 711 W. Monroe St. 


DALLAS, 911 Young St. +» SAN FRANCISCO, 415 Bush St. 


check your results with the other 
participants. This is particularly 
true in organizations in which sev- 
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eral different individuals have hir- 
ing responsibilities for sales per- 
sonnel, or where the responsibility 
for hiring is shared by two or more 
people. 


Organize the interview . . Once 
the objectives of the interview have 
been defined, the next step is the 
organization of the interview. The 
essence of good interview organi- 
zation is systematization combined 
with flexibility. A meandering con- 
versation that has no set goals, no 
objectives, can hardly be expected 
to elicit much useful information. 
Similarly, a rigid series of stock 
which pat interpre- 
attributed to 
responses is equally barren. 

Rather, you will want to design 
an interview plan which, while it 
insures that you will cover all of 
the vital still 
enough flexibility to enable you to 
avoid wasting time probing the ob- 
vious and allows you to spend it 
profitably in pursuit of the more 
subtle. While the areas that the in- 
will touch upon include 
such things as the applicant’s edu- 


questions to 


tations are specific 


areas, provides 


terview 


cational history, work experience, 
avocational interests, and domestic 
life, you will be concerned not so 
much with the fact that he gradu- 
ated from the XYZ Business School 
with a major in marketing or that 
he had eight years’ experience sell- 
ing widgets in Wichita (those facts 
are available on his application 
blank), but rather that he paid his 
way through college selling ency- 


and 


because 


clopedias sometimes got in 


trouble he was more in- 
terested in following a hot lead than 
after all 

a widget vendor, he 
still does not have too good a notion 
of the exact process by which wid- 


a pedantic leader and, 


gets are made. 

It is not the content of the reply 
to a specific question that provides 
real evaluation information, but 
rather the which you 
can make with respect to how he 
is likely to perform in your employ 
on the basis of what he did and 
how he has acted in the past. 


inferences 


Plan your procedure .. Sales 
managers are frequently garrulous 
people—they like to talk. That, per- 
haps, is why many of them became 
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National Provisioner’s 3-way Marketing Program 
puts ‘‘teeth’’ into your sales approach 
to the $17 billion manufacturing meat industry! 


NP's 3-way Marketing Program lets you say quite a mouthful. . . 


more 


efficiently, more productively, and at LOWER cost. And you're sure of 
getting your sales-story directly to the men who count when it comes to 
making buying decisions. Your sales force — no matter how efficient — 


deserve this type of sales support... 


coordinated selling strategy that's 


sure to produce greater results (sales-wise) in this 2nd largest manufactur- 


ing industry in the nation! 





1. THE NATIONAL 
PROVISIONER: 


2. PURCHASING 
GUIDE 


3. NP’s DIRECT 
MAIL SERVICE: 





@ The only PAID circula- 
tion in the industry 

® Subscription renewals 
average over 80% for 20 
years 

® Circulation reaches over 
4,000 primary plants with 
$4,122,000 annual _ pro- 
duction per plant 

® Proven editorial lead- 
ership and integrity 
through 64 years of indus- 
try service 

@ Independent industry 
survey reveals readers 
voted ‘‘more confidence” 
in NP by 7 to 1 over next 
publication 


® Effective means of dis- 
tributing information 
about your product 


product 
ONE 


@ Buyers prefer 
information in this 
place 


@ The only source of buy- 
ing information for 61% 
of meat plants 


@ The GUIDE sells the man 
who is ready to buy 


®@ Saves buyers’ time, cuts 
your selling costs 


® Kept and referred to 
year ‘round . - always 
up-to-date, correctly class- 
ified 


@ Printing, addressing 
and mailing service for all 
types of direct mail 


® Reprints of your adver- 
tising in NP available 


® Reprints ef yeur pred- 
uct information pages in 
GUIDE alse available 


® Also letters, 
cards, circulars, etc. 


@® PROVISIONER lists se 
accurate we pay 5c for 
every piece ef undelivered 
mail 


® This service lightens 
your office work, insures 
accurate distribution 


reply 


New 20-page brochure tells how to sell the 
Manufacturing Meat Industry. Write for copy 


THE NATIONAL PROVISIONER 


15 WEST HURON STREET 


CHICAGO 10, ILL. 
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INTERVIEWS .. 


continued from p. 183 


salesmen and are successful in the 
position they hold. But the selection 
interview is not the place to out- 
talk the applicant. If we were asked 
to give one most important, single 
suggestion for the improvement of 
the selection interview it would be, 
Scientific studies of 
indicate that 
does 


“Keep quiet.” 
interviews 
the interviewer frequently 
from 50 to 90% of the talking. Ex- 


perts are agreed that the amount 


selection 


of time that the interviewer should 
take is somewhere between 10 and 
25% 

simple but 


There are several 


usually effective rules of thumb 


that you can use in this connection 


1. Avoid questions that can be an- 
swered by a simple “yes” or “no.” 
Frame your questions so that they 
request a story rather than an an- 
Rather than, “Did you like 
working for the Wichita Widget 
say, “Tell me _ about 
your Wichita Widget.” 


Then sit back and listen 


swer 


Company?” 
job with 


2. Let the interviewee worry about 


embarrassing silences. Too many 


interviewers abhor a pause as 
abhors a vacuum. At first 
difficult. There will 


be the temptation, when the appli- 


nature 
t will be 
cant pauses, to rush in with anothe 
question. Resist it. Sit back with 
in expectant !looK on your tace 
Much valuable information can be 
nipped in the bud by too rapid 


change of subject 


3. Encourage elaboration. When the 
applicant runs down and looks ex- 
pectantly to you for a new ques- 
tion, encourage him to tell you 
more about the same topic that he 
has been discussing. Sometimes a 
simple “continue” or “go on” will 
suffice. At 
want to say, “Can you tell me more 
about that?” or 
phrase. At times you will be in- 


other times you will 


some other such 


terested in getting information on 
certain aspects of the situation. If 
available is one in 
product 


the position 
which a great deal of 
knowledge is 
want to find out whether this ap- 
plicant had acquired such detailed 
information about the product he 


required, you will 
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was selling previously. You might 
encourage him under these circum- 
stances by saying, “Tell me about 
these widgets. How are they made? 
What do they do? Etc.” 

To test his patience and clarity 
you might, from time to time, ask 
for a more detailed explanation of 
a point, and elsewhere challenge a 
statement. If you are interested in 
how he will react to the kind of 
supervision he would get in your 
employ, let him talk, or better still, 
encourage him to talk about pre- 
vious supervisors and his reaction 
to them. Questions which stimulate 
discussion rather than evoke short, 
definite answers enable you to make 
judgments about knowledge, skill, 
and particularly attitudes which are 
impossible in “strait-jacket” inter- 
viewing. The interview can become 
a powerful tool for helping you do 
a better job if it is supplemented by 
probing interruptions requiring 
change of pace, backtracking, repe- 


tition, and challenge 


Devel- 


oping proficiency in selection inter- 


Successful interview .. 


viewing is not an easy and simple 


matter. Human beings are compli- 


cated mechanisms, and the process 
of performing the evaluations 


necessary to predict future per- 
formance is also complicated. To 


attempt to accomplish it in an un- 


planned half-hour, crowded with 
telephone interruptions, is futile. If 
a man is worth considering for a 
job on your sales force, he is worth 
the time and effort it takes to plan 
and conduct a meaningful inter- 
view situation. 

In summary we can list three 
steps essential to successful inter- 
viewing: 

» Define the interview’s objectives. 
Decide in advance what you want 
the interview to measure. 

> Plan the interview. Design it in 
such a way as to insure coverage 
of all important points, but don’t 
make it so rigid, so inflexible, that 
it becomes nothing more than an 
oral application blank. 

> In conducting the interview, 
stimulate the applicant to do most 
of the talking. Remember that your 
role is to encourage him to reveal 
skills, atti- 


tudes, and personality so as to af- 


his sales knowledge, 
ford you an opportunity of predict- 
ing how successful he is likely to 
be on your sales force. 

Never lose sight of the fact that 
the selection interview is probably 
the most important factor in in- 
fluencing your decision to hire or 
not to hire the man. Hiring the 
wrong man is a costly matter. Hir- 
ing the right one can be highly 
profitable. And proper interviewing 
can often make the difference 2 





} onseraas | 


only Eutectic gives you this FREE tailor-made report of additional 


as 


ka in -your_plant - mail the prepaid card today! 
43 


Come-on . 


case histories to whet curiosity, encourage 


Te os 


Eutectic Welding Alloys Corp., Flushing, N. Y., uses eight picture-caption 


visits to company exhibit at National 


Metals Show. Prospect can use business reply card coupon (lower right) to ask for call 


from Eutectic sales engineer 





9 out of 10 Civil Engineers 
specify or buy construction 
materials; 8 out of 10 specify 
or buy installed equipment. See copy 
of C. E. Survey Report #2 
for details! 


AMERICAN 
SOCIETY OF 
CIVIL 
ENGINEERS 


Wherever construction is engineered 
you'll find Civil Engineers on the job 
— always the pivotal men in planning, 
supervisory and purchase control 


capacities. 


Livestock Judging Pavilion— Raleigh, N. Carolina 


the world’s largest audience 
of Civil Engineers concerned with heavy 
construction read CIVIL ENGINEERING. 


it’s your best buy for selling the 
engineered construction markets! 


Engineers are educated to specify and buy. 


CIVIL ENGINEERING 


The Magazine of Engineered Construction 
THE AMERICAN SOCIETY OF CIVIL ENGINEERS 
33 West 39th Street, New York 18, N. Y. 
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17 2214 


ADDITIONAL CIRCULATION 


at uo extra cost 


He CONCRETE 


WHEN YOU BUY MANUFACTURER 


11,036 


CIRCULATION 
HERE 


MAILED AS 
SEPARATE 
PUBLICATION 





: I, YOU GET 
Pr QUARRY ||| 17,214 
™*| ADDITIONAL 
CIRCULATION 
HERE 





= = 


FOR A TOTAL CIRCULATION OF 


28,250 


1. THE CONCRETE MANUFACTURER is dis- 
tributed as a completely self-con- 
tained publication to a selected list 
of known buyers of equipment in the 
concrete industries. 


. For the benefit of PIT AND QUARRY 
readers who also produce Ready-Mix 
Concrete and Precast Concrete Units, 
THE CONCRETE MANUFACTURER is 
bound in and distributed as a special 
section of PIT AND QUARRY. 


This ADDITIONAL CIRCULATION 
through two-way distribution assures 
you of complete and maximum coverage of 
the Concrete Industries. This combination 
offers you the largest circulation, keeping 
pace with the rapid strides of the concrete 
industries with effective and concentrated 
coverage. The advertising rates for the 


CONCRETE MANUFACTURER include ALL 


copies. 


Write for market information 


Ae CONCRETE 
MANUFACTURER 


431 S. Dearborn St., Chicago 5, Ill. 
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A basic guide... 


How to plan for phone 
directory advertising 


Here’s a basic guide which will help 


industrial admen plan their advertising for 


local classified telephone directories 


By David L. Harrington 


There are approximately 3,500 
classified telephone directories pub- 
lished in the United States and a 
copy of one of them is furnished for 
most of the 50,000,000 telephones in 
use in homes and offices. The expe- 
rience of many advertisers has shown 
the way to obtain the best results 
from this effective buyers’ guide. 

A classified telephone directory is 
organized into classifications or 
“headings” numbering several thou- 
sand in the largest books. Each head- 
ing represents a different product or 
service in the business and profes- 
sional life of the community. 

Every business telephone sub- 
scriber is entitled to one free listing 
under the classification or heading 
of his choice (and, of course, another 
in the alphabetical—white pages— 
directory). However, the business 
telephone subscriber may, and usu- 
ally does, purchase additional class- 
ified directory representation in 


order that his business be properly 
and adequately catalogued and de- 
scribed. A variety of “units” of such 
representation are available to the 
business firm. Basically they can be 
divided into two kinds, “in-the- 
column” and “display” units. 


>There are six basic types of “in- 
the-column” units and various sizes 
of display space available: 


“In-The-Column” Units 


1. A regular type listing. This is a 
light-face entry of the name, address 
and telephone number of the busi- 
ness telephone subscriber. As has 
been said, each is entitled to one free 
entry of this kind, to be included 
under the heading of his choice. He 
can, if he wishes, purchase additional 
regular type listings for inclusion 
under this or other headings. 


2. A listing in bold face type for 
which the subscriber is charged a 
small sum each month. The firm 
name appears in this heavier, blacker 
type while the address and telephone 





number are printed in regular type 
Bold type listings are also sold in 
the alphabetical sections of many 
telephone books. 

3. Additional information, known as 
extra line matter, may also appear 
with either regular or bold type list- 
ings. Consisting of one or more lines 
of type, this insertion is best used 
by the advertiser to tell about special 
features of his business or location. 
4. A trade name listing is the listing 
of a distributor or dealer under the 
brand name of a manufacturer. The 
brand name appears in bold face 
type. The names of the local outlets 
are set in smaller bold type, with 
their address and telephone number 
in regular type. Local enterprises 
that sell a wide variety of branded 
products (like hardware retailers) 
find this form of identification par- 
ticularly effective. 

5. A trade mark heading is more 
prominent brand name advertising. 
Here 1” of space in the column is 
devoted to the brand name, several 
lines of descriptive copy, and a cut 
of the manufacturer’s trademark. 
Local dealers and distributors are 
listed under this copy with an intro- 
ductory line such as “Where to Buy 
Them,” “Where to Buy It,” “Where 
To Call,” or “For Information Call.” 
Along with No. 4 above, it is perhaps 
the best way a national advertiser 
has of localizing his advertising. In 
fact, an increasing number of manu- 
facturers of branded products make 
it a practice in their magazine ads 
and tv commercials to urge the pub- 
lic to consult their local “yellow 
pages” for the name of the nearest 
dealer. 

6. Informational listings also appear 
in the column, but are separated 
from the other listings by a line 
drawn around them. In size, they are 
usually 1%”, 1”, or 114%” in height, 
with a maximum of 2” available in 
some of the metropolitan directories. 
The local advertiser’s name is at the 
top in bold type while his address 
and telephone number are at the 
bottom in regular type. The space 
between is used for the advertising 
message. A choice of different type 
sizes is available for this copy. 


Display Space 


Display units are larger in size 
than “in-the-column” units and are 
positioned outside the regular col- 
umns on the page or pages devoted 
to the classification. These units 
typically range in size from % of a 

Continued on page 188 


XN 
BLAST FURNACE AND STEEL PLANT 


Saturates the Steel Manufacturing and Rolling Industry 


Biast FURNACE AND STEEL PLANT 
continues to reach over 90% of all 
steel mill operating, maintenance 
and engineering officials with key 
buying authority. 

Every steel plant in the United 
States, Canada and most foreign 
countries is represented on the sub- 
scription list of BLAst FURNACE AND 
STEEL PLANT. Circulation figures of 
each issue are audited by ABC. 

Bast FURNACE AND STEEL PLANT 
delivers up-to-the-minute informa- 
tion on the manufacturing and roll- 
ing of steel. It’s packed with features 
dealing with new methods for pro- 
ducing steel. Articles by experienced 


staff members and other authorities 
are written to familiarize manage- 
ment and operating personnel with 
ways to solve problems in the rapidly 
expanding basic steel industry. 
BLast FURNACE AND STEEL PLANT 
provides advertisers with an eco- 
nomical means for covering the 
major buying power in the steel 
producing industry. It is the most 
effective medium available for reach- 
ing interested readers who have the 
authority to specify and buy equip- 
ment and supplies for steel plants. 
For details on how Biast Fur- 
NACE AND STEEL PLANT can sell for 
you during 1957, write or phone: 


BLAST FURNACE AND STEEL PLANT 


Steel Publications, Inc. 
624 Grant Building, Pittsburgh 30, Pa. 


Phone COurt 1-1214 
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For building products and equipment |. cory avs. 
an EXCLUSIVE $18.5 BILLION market! *"* 


column to the popular double half 
column. A display unit enables the 
advertiser to achieve more prom- 
inence under the heading not only 
through the use of more space but 
also through eye-catching illustra- 
tions and headlines. An “in-the- 
column” unit under the heading is 
always associated with a display ad- 
vertisement and a line of type refers 
the directory user to the firm’s ad- 
vertisement appearing at the head- 
ing. 


Whether your product is a component of a 
masonry wall, floor or roof deck, such as cement, 
lime, concrete, brick, clay tile, steel reinforcing, 
stone, flashing, windows, waterproofing . 


or moves, handles and erects masonry building 
materials, such as trucks, carriers, conveyors, 
loaders, scaffolding, and tools. . 


MASONRY BUILDING is the only magazine 
that exclusively reports industry developments 
in architectural design, structural engineering, 
materials and materials handling, construction These 


, are the basic advertising 
methods and equipment 


units. In selecting among them, the 
. . commanding the attention of advertiser is guided by his need for 
leading general and masonry con- the following: 

tractors, architects, engineers, dis- 
tributors and dealers who specify 
and buy! 


1. Identification . . . Does his firm 
name, address, and telephone num- 
ber appear under all logical headings 
to which his customers and prospects 
will refer? 


2. Information . . . Does he provide 
the user with sufficient facts under 
each heading to enable the latter to 
form an intelligent idea of what is 
offered him? 


3. Dominance .. . Is the buyer’s at- 
tention attracted by the size and/or 
appearance of the ad or ads? 

The advertiser who observes these 
rules is using the directory for what 
it is—a directional advertising medi- 
um. It is referred to after a demand 
for a product or service has been 


‘reated 


> That demand can be the result of 
many factors. It is stimulated many 
times by other forms of advertising. 
Or, it can be self-created demand, as 
in the case of the man who has 
locked himself out of his home and 
needs a locksmith’s services. What- 
ever it may be that brings a person 
to consult the classified, the process 
is the same. These advertising pages 
are sought after by the prospective 
buyer. They don’t seek him. 

When the prospect opens the di- 
rectory, he is, in effect, entering the 
“market place.” As the seller in this 
market, the advertiser’s task is to be 
properly and effectively represented 
in the right locations. 

The physician appears under the 
single heading for physicians and 


2 an 
, os 
-s ae 


oe 


masonry building 


5 South Wabash Ave. ¢ Chicago 3 
© Industrial Publications, Inc., publishers 
of Practical Builder, Building Supply News, 
and other leading building industry mag- 
azines. 
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surgeons. The restaurant, too, usu- 
ally finds that the restaurant section 
is the only logical place for its ad- 
vertising. 


> A camera shop may use a number 





of headings, but at the same time 
concentrate three or more different 
kinds of insertions under one of 
them, such as a photo-supplies. Here 
the shop name will appear alpha- 
betically in the columns. This may 
be a bold-type listing with a line 
referring the reader to a display ad 
on the same page which gives more 
complete information on the shop. 
Then, because the shop owner re- 
alizes that brand loyalty is a strong 
factor in his equipment sales, he may 
place his shop name under the trade- 
marks or trade names of several of 
his suppliers. 

Many enterprises offer the public 
several different types of products 
or services. Compared with the cam- 
era shop, proper identification is not 
so simple in the case of, say, appli- 
ance stores with their wide assort- 
ment of products and services. A 
13-city study has shown that 81% 
of “yellow pages” users who are 
looking for appliances refer to a spe- 
cific product heading—ranges, wash- 
ers, refrigerators, etc.—while only 
19% open the book to the general 
classification of electrical appliances. 

And what of the local department 
store? Certainly its popular 5th floor 
restaurant should be identified in the 
restaurant listings. But besides serv- 
ing food, the store offers the public 
hundreds of different products and 
services. The American Telephone & 
Telegraph Co. reported in a survey 
that a total of 374 separate directory 
headings were used by the 88 de- 
partment stores studied. 


> After deciding where to be in the 
classified pages, the main thing is 
what to say. The reader will be look- 
ing for information. He will want 
details, enough of them, to enable 
him to decide whether or not to tele- 
phone or visit you. 

Because the directory is a direc- 
tional medium, the ads generally 
should be informative. For example, 
a housewife consulting the “Carpets 
& Rug Cleaning” section doesn’t have 
to be convinced that her rugs need 
cleaning. She has already decided 
that. She opens the directory to 
learn, not why they should be 
cleaned, but where she can best have 
the job done. The same is true of 
the prospect for dancing lessons. He 
is on the verge of signing up for help 
on his samba when he turns to the 
“Dancing Instruction” columns with 
the question, “Where will I go?” It 
is important to be brief and not to 
crowd in too many sales points. 
Plenty of white space invites the eye. 


> In selecting the information to give 
in your ad remember that prospec- 
tive buyers want to feel safe in deal- 
ing with you. Evidence of your good 
reputation and stability weighs heav- 
ily with them, and especially with 
newcomers to a community who 
must place a greater than average 
reliance on the directory. The fact 
that your firm has been in business 
a long time, if such is the case, is 
well worth noting. In this connection, 
it is better to state the year in which 
your firm was established rather 
than the number of years in busi- 
ness because the latter fact will have 
to be changed each year. 

Besides this evidence of reliability, 
there are a number of other general 
factors that influence buyers and 
which may distinguish your firm 
from your competitors. These in- 
clude the type of service offered, the 
scope and variety of service, quality 
of service, extra service, complete- 
ness of stocks of merchandise, size 
of firm, convenience of location, and 
surroundings or “atmosphere.” For 
example, retailers may want to men- 
tion store hours in the evening or on 
Sunday, delivery service, credit fa- 
cilities, etc. 

There are many occasions when a 
display ad should have a headline 
that tells the reader a major fact 
about your business and encourages 
him to read further. Telephone num- 
bers shouid always be in simple 
straight type. The use of too many 
different sizes and styles of type de- 
tracts from the clarity of the layout 
> Reference to price is restricted to 
general statements such as “low 
prices,” “budget prices,” or “free de- 
livery.” Directory rules forbid the 
quotation of specific prices or price 
ranges. This is in the interest of both 
the public and the advertiser since 
ads remain unchanged from one di- 
rectory publishing period to another, 
a period usually of one year. 

An illustration, if you use one, 
should help tell the sales story. It 
should never be used if it makes 
your ad crowded or if it forces the 
use of small, hard-to-read type. 
Where photographs are used, clear 
prints with a maximum of contrast 
will show up best on the type of 
paper used in telephone books. An 
85 line screen is the one to use for 
photos. 

Most directories prefer to work 
from original artwork or from pho- 
tostatic copies of artwork. As a rule, 
engravings or mats are not accepted. 
Often the directory publisher will 
prepare artwork for you. ® 


Soapbox Salesmanship 
Won't Sell Anything 


to a 
petroleum 


fs . a 
That's right... you can't 
sell technical equipment 
to a petroleum enginee! 
from a soapbox. He has the 
responsibility of selecting 
the right tools and 
equipment for each 
individual problem of 
drilling, well completion 
and production. 
Responsibility demands 
that he exercise a decisive 
influence over the 
specification and purchase 
of each item necessary 
for that job. 

If your equipment is the 
best in its field, tell your 
story to the petroleum 
engineer. And, tell him in 
his own professional 
publication, because 
JOURNAL OF 
PETROLEUM 
TECHNOLOGY is the 
technical publication in the 
field of oil production 


Petroleum Engineers are 


educated to specify and buy 


JOURNAL OF 


PETROLEUM 
TECHNOLOGY 


Published Monthly by Petroleum Branch, 
American Institute of Mining, Metallurgical 
and Petroleum Engineers, Inc 
800 Fidelity Union Bldg. ¢ 


Dallas 1, Texas 
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PLANT ENGINEERING 
PRODUCTION and DESIGN 
=e AEM ctrl il . 
| | Cor- | 
| Copies | porate j 
| in | Officials| Dept. | Other; Dept. | Other 


SIC| CLASSIFICATION BY | Per- | Co. | &Gen. |Mgrs.&| Per- |Heads&| Per- 
| Ne. BUSINESS — SOTAL | coal) Mates | “Cpe. | Semte. |seneel) Rages. | sonsel | 

19 | Ordnance & Accessories 122 rT 2 6 | 16 | 64 | 1 

| 33 | Primary Metal Industries | 118 | 10 S | 37 4 

34 | Fobricated Metal Products | 630 | : 87 | 85 392 | 10 
35 | Machinery (except electrical) 12,202 | 1,709 | 1,186 7,349 | 465 | 
36 | Electrical machinery, equip- | } | 

ment and supplies |} 4,288 | ; | 443 | 416 2,553 205 


37 | Transportation equipment 3,224 : | 270 365 | 1,871 153 


| 
38 | instruments | 1,580] 5. | 198 | 137 | 939 75 
1h he 78 1 
| 73| Research and Development | 393 | 44 | | 40 20 203 23 
Education | 588] 2.16] 13 | 22 | 
89 | Consulting Engineers : 1,288 | 70 
90 | Government | 


39 | Miscellaneous Manufacturing 


All other SIC groups (none | 
; exceeds “4 of 1% of 
| total copies) 


TOTAL 


PERCENTAGE 
| PERC aE 


| AVERAGE FOR PERIOD _ 











take the confusion out of 


circulation figures 


Circulation figures by themselves can get 
mighty confusing! 


But there’s a very useful tool developed by 
Uncle Sam, and used extensively by Penton, 
that takes a lot of the confusion and frustra- 
tion out of Media Selection. 


The Standard Industrial Classification System, 
better known as S.I.C., is the basis on which 
Penton publications report circulation and 
market statistics. This helps you do a more 
effective job of selecting media . . . and 
do it faster. 


It enables you to check circulation figures by 
uniform industry breakdowns. 


It pleases sales managers because many of 
them now classify their own sales in this way. 
They like the quick comparisons which they 
can make on Penton publications—a column 
of circulation figures showing total coverage of 
each S.!.C. product category. Along side of it 
is a count of the number of establishments. 
From the Penton Market Data Files you can 
determine readily the number of the worth- 
while establishments you’re reaching. 


The ability to buy coverage in this modern 
way is just one of the extra values you get 
from Penton. 


mr . ~ T o m 


Publishing Company 


PENTON BUILDING e CLEVELAND 13, OHIO 








New look 


world’s largest commercial roof span 


Model of new $1,300,000 shopping center has 
indicates 





ie eet 


industrial 


approach to retail structures today 


specialized market for building products manufacturers 


Such buildings comprise 


Time to cash in onda new 
industrial market... 


RETAILING 


A retailing revolution has built chain and department stores into a vast 


industrial market . . for alert companies that get on top of the trend. 


By Wesley Wise 


® Retailing, the most diverse and 
least understood segment of the 
business world, is becoming indus- 
trialized. 
And as 


managers 


wide-awake industrial 


sales catch on to the 
revolutionary nature of retailing to- 
day, you can be sure that tomor- 
row’s retailer will be automated 
and industrialized to the brim. 
More than any other type of busi- 
ness group, retailers have suffered 
With 


percentage ol 


from “profitless prosperity.” 
a_ disproportionate 
costs incurred by labor and serv- 
trends 
Profit 


percentages on sales have slipped to 


ices, postwar inflationary 


have hurt many retailers. 
below 1% in many instances; in 
the midst of booming trade, retail- 
ing as a whole is not getting its 
share of the bounty. 

To make headway in the profit 
column, retailers are pursuing plant 
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expansion and product diversifica- 
tion. This is correlated with a basic 
change in structural makeup, with 
giant corporations and_ buying 
groups replacing many smaller re- 
tailers. As these giants take over a 
greater percentage of sales, the re- 
tail industry as a whole will be 
more competently managed. These 
companies will also have _ the 
wherewithal and the inclination to 
use modern technology in order to 
increase retail productivity as well 
as sales. 

likely to 


overlook this significant change in 


Marketing men _ are 


retailing’s makeup. But the facts 
show that the giants are gaining 
recent computation 
show that total sales of the 50 
retail corporations in 1955 


strength. A 


largest 


were $25.6 billion not including 


many privately-owned companies 


of similar stature whose figures 


were not available. 
In other words, you can con- 


servatively estimate that 50 com- 
panies transacted 15% of all retail 
(These same 50 
retailers, incidentally, have a total 
of 1,222,872 employes.) 


Some observers believe that the 


sales last year! 


bulk of retail sales are made by 
fewer than 200 organizations. If 
this is not true today, it is sure to 
come. Such concentration is espe- 
cially evident in the prime lines of 
food and clothing. 
The growth of retail giants is 
paralleled by a spectacular growth 
in new stores, a feverish activity 
by both the giants and the smaller 
retailers. Every new store consumes 
industrial products and equipment. 
In chain stores alone, there were 
7,150 stores erected in 1954; and 
8,950 in 1955. Undoubtedly, the 
figure this year will be even larger. 
Also, the growth of unified shopping 
centers has been phenomenal; 
Chain Store Age 
1,600 are in operation and 2,200 are 
yontinued on page 192B 


estimates that 








Clothes by Higgins & Frank 


PROBLEM: Who buys pink motors? 


Possibly no one. But if there is a market for them in mass production metal- 

working, chances are these men know it. They’re Production’s district managers. 

From close contact with mass production, they command a wealth of facts Dp iM | [) ij Ci : 0 N 
about who buys what and why .. . have at their fingertips a bank of carefully 

compiled market data known as our Mass Production Library. Any one of MAGA zi! 

these men stands ready to draw on this bank, uncover fresh clues about your 

market, supply ideas that may help you sell it more effectively. Let one of them 


show you how his service has helped others—how it can help you. Contact him, 
now, through the Bramson Publishing Company, Box 1, Birmingham, Michigan. 


If your market is mass production, your marketplace is PRODUCTION 








LUBRICATION 
ENGINEERING 


Starting 








Lubrication Engineering 


goes monthly 


to more thoroughly 
cover the expanding 
market for lubricants 


Because of America's great industrial expan- 
sion fhere is need for greater knowledge of 
lubrication technique. To meet this demand 
LUBRICATION ENGINEERING will be pub- 
lished monthly with an expanded editoral 
service—new features—new departments 
that help build high readership for your 


sales message. 


The demand for lubricants has set new all- 
time highs. Industry now uses more lubri- 
cants than all passengers cars and trucks 
combined. The entrance of automation into 
industry has tremendously increased the 
importance of this fundamental mechanical 


science 


Scientific lubrication is a big profit factor 
in industry today. If you sell oiling devices 
or any of the hundreds of products for 
lubrication, use the only publication serving 
this rich market—LUBRICATION ENGI- 
NEERING. Dealing exclusively with lubrica- 
tion problems, it is read by engineers, main- 


tenasce supervisors, purchasing agents— , 


men who buy and maintain millions of dol- 
lars worth of products and equipment. These 
are the men who plan and maintain lubrica- 
tion for the nation's industrial plants. Cir- 
culation over 5,900 paid and controlled. 





Some of the products Lubrication 
Engineers recommend and buy: 


Laboratory Equipment 
Seals and Packings 
Grease and Oil Fittings 
Oil Distributor Devices 
Oil Hose 

Oil and Grease Pumps 
Barrel Racks 

Barrel Trucks 


Bearings and 
Bearing materials 

Lubricants 

Cutting Fluids 

Grinding Oils 

Deep Drawing 
Compounds 

Tempering or 
Quenching Oils Containers 

Lubrication Devices Couplings 

Automatic Lubricators Sprays 

Filtration Equipment and, many other special 

Grease Cups devices 


New Market-Media folder gives you all 
the facts. Write for your copy. 


LUBRICATION 
ENGINEERING 


Published by 
THE AMERICAN SOCIETY OF 
LUBRICATION ENGINEERS 
84 East Randolph St. 
Chicago 1, Ill. 
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Factory scenes? 

pictures at right h 

Butler Bros. Des Plaines 

serving 773 Ben Franklin variety 
Here is an_ industria! market 


potentia 


courtesy 
Store Age 


Photographs 
of Chain 


. Drag line. . 


now being planned. Independent 
retailers, which include most of the 
huge department stores, are build- 


ing with the Same vigor. 


Building market . . . How can a 
producer of building materials and 
related products tap this store pro- 
gram of such magnitude? 

Based on the success of com- 
panies which have developed this 
market, the secret lies in products 
that will make a store building sell 
more merchandise, as well as mak- 
ing it structurally sound. This 
means that a floor must be shown 
to withstand customer traffic and be 
means that 


easy to maintain. It 


lighting fixtures must be scien- 


tifically designed to highlight mer- 
ceilings 


chandise. It means that 


. Conveyors . . 


. . Adjustable steel bins . . 


must have qualities to please shop- 
pers but not detract from product 
displays. It means that exterior 
materials must pull eyes to windows 
and entrances. In other words, here 
is a specialized construction mar- 
ket that deserves specialized serv- 
ice and promotion. 


Building 


should understand that the erection 


product marketers 
of a store building is a top-man- 
agement decision. A manufacturer 
can possibly leave specification de- 
tails to a general contractor. But for 
a retailer, his store structure is 
“part and parcel” of his merchan- 
dising method; the design, the fin- 
ish materials, the entrance features 

all must be directed from the 
top management echelon. 

Building 


product marketers 











/AUTOMOTIVE |NDUSTRIES 


A Chilton Publication 


Mojrve Power 


| WHAT'S AUTOMOTIVE? | 








Automotive is the word for all equipment that is self- 
propelled. It includes cars, trucks, aircraft, tractors, 
buses, parts, earth-moving and farm equipment. In 1955 
the industries in this rapidly expanding field——the auto- 
motive and aviation companies——made products with a whole- 
. » Sweepers . . sale value of $30.1 billion. The only news-magazine that 
serves this prime industrial market exclusively is AUTO- 
MOTIVE INDUSTRIES. 





Automotive and aviation manufacturers spent more than $15 
billion for plant equipment, materials and parts in 1955. 
Department of Commerce reports show that in 1956 they will 
spend more than $2.3 billion just on new plants and equip-— 
ment. They also buy 42% of all metalworking steel, 57% 
of all die castings, 60% of all production machine tools. 
AUTOMOTIVE INDUSTRIES grows right along with the market, 
steadily increasing in penetration and influence. i 
your No. 1 medium for selling this market 


REACHES THE MEN WHO SPECIFY 


Today, when almost every buying decision in these indus— 
tries is the result of close coordination between 

Sign and production groups, A.I.'s balanced 

approach is of vital importance. To meet the 

both groups, 41% of the current editorial content 

voted to new design developments, 41% to new produ 
techniques. Tailor-made to fit the requirement: 

. » Inside rail siding . . men who specify, A.I. naturally brings advertiser 
audience they need to reach. 


: | EDITORIAL QUALITY 

should also be alert to the potential at te eas 

of prefabrication upon retail struc- Eighteen full-time editors and a large taf 
tures. So far, this has been confined spondents are on the job for A.I., plus the International 
News Service, reporting on the latest automotive develop- 
ments throughout the world Fully 87% of the editorial 
matter is staff-edited or staff-written, a lear indica-— 
come any economical building sys- tion of quality. In 1955, A.I. editors traveled more than 
tem, providing that the interior 100,000 miles to get the facts firsthand for A.I.'s 17,600 
subscribers. 


Ol 


to small store units and to ware- 
houses. But retailers should wel- 


remains flexible for individual se- 





lection of materials, fixturing, etc. — 
One example of industrial think- | NEW SUPERHIGHWAY PROGRAM | 


ing in the store field is a “pocket” 





; Fs : In the December 1 issue of A.I., the editors 
department store idea which is now How, Why and When the new nationwide superhighway 
on the drawing boards of a leading will change business and industry in America. 
designer. It is an engineered, quick- thoritative preview is the result of an analysi 
from the most reliable sources in industry and 
: , In eight parts, this editorial package will 
grab suburban dollars with a min- interest to every executive in the automotive 
imum of investment. manufacturing industries who must plan for 

In addition to “packaged” build- Comprehensive reports like this are typical 
service A.I. renders its readers. 


up structure that can be spotted to 


ings, there is a market for dramatic , 


building specialties that lend dis- AUTOMOTIVE INDUSTRIES, Chestnut and S6th Streets, Philadelphia 39, Pa. + Telephone: SHerwood 8.2000 


tinction and attention-value to a 
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The CONCRETE 
PRODUCTS MANUFACTURER 


Production leaders in the vast business of fashioning concrete 
building units are those whose methods and products reflect full 
knowledge of their basic material. That corps of operators which 
accounts for the greatest share of total output is part of the ACI 
JOURNAL ’s attentive audience 


One of 8000 Concrete Specialists 
You Sell Through the ACI JOURNAL 


The ACI man, whether he works in construction, engineering, 
manufacturing, design or research, is expected to maintain a cur- 
rent, accurate knowledge of concrete’s technology. He is respon- 
sible for the technical “why” and “how” of good concrete. By 
specification, recommendation, or through informed opinion, the 
ACI man exerts strong influence on choices of methods, materials, 
and machines for concrete work. By following ACI JOURNAL 
closely, he shares the experience and research of acknowledged 
experts in his field. ACI JOURNAL assures the ACI man a supply 
of the specialist's stock-in-trade; timely, authoritative information 


Write for full Media-data or, 
ask a specific question about: 


JOURNAL of the 
AMERICAN 
CONCRETE 
INSTITUTE 
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store. For example, an amazing 
“door of air” imported from Europe 
at tremendous expense is already 
in use in two American supermar- 


Kets. 


Mechanical muscles .. Besides 
the market for building materials, 
the projected building program will 
beg for a whole new set of mechan- 
ical handling ideas and equipment. 

Self-service techniques in the 
store, and automatic display and 
vending equipment, are reducing 
labor overhead for retailers — but 
not enough. A surprising number of 
retailers, in fact, are reluctant to 
dispense with costly personal serv- 
ices, and so must cut their costs on 
the handling end. The retailers who 
have dispensed with these services 
have squeezed profit margins to 
such extent that handling econo- 
mies are an absolute must. 

Once upon a time, the limited 
size of retail warehouses prohibited 
mechanical handling. With the rise 
of retail giants and co-op buying 
groups, this problem is overcome. 

Retail warehousing in the store 
is essentially a problem of flow, 
with a minimum of dead storage. 
This creates a different set of han- 
dling equipment than used in a 
reserve or wholesale warehouse. It 
means that the handling equipment 
engineer must also be a merchan- 
diser, so he can merge the functions 
of warehouse and store in a single 
unit 

For certain types of retailers 
say, for example, the shoe store 
the storage and handling problem 
is eased by standard sized packages. 
But in the majority of cases, han- 
dling techniques must cope with an 
infinite variety of sizes and shapes 

with new, unexpected packages 
coming in weekly. This explains the 
rend to movable storage units and 
equipment with extreme flexibility. 

The handling of commodities 
from dock to warehouse to selling 
floor is measurably complexed by 
the diversity of products sold by the 
modern retailer. 

The traditional concepts of drug 
stores, food stores, clothing stores, 
ete., are becoming obsolete. In fact, 
it is estimated that there are at 





least 10,000 so-called “discount” 
outlets that belong to no commonly- 
accepted merchandising group. All 
evidence points to continued spread 
of product diversification. 

For an exumple of expanded size 
of diversification in product lines, 
consider the new Grand Union 
“food” super in Keansburg, N.J., 
which stocks 20,000 items, of which 
only 5,000 are food items. This may 
well be the prototype of the future 
supermarket. 


Problems in delivery .. Most 
cannot dispense entirely 
with delivery, although there are 
many attempts to do it today. 
Many observers, in fact, foresee 
the day when more delivery and 
similar be offered 
by the retailer; a prediction that 
seems reasonable when you realize 
that our aggregate spending for 
services increased 14% from 1952 
to 1954, while spending for durable 
commodities increased only 10%, 
In other 
words, we may be nearer the day 


retailers 


services must 


and nondurables only 4% 


of ordering retail goods via home- 
based machines 
than most of us realize. 


electronic order 

If such a counter-trend from the 
“haul-it-yourself’ emporium is in 
the cards, it means new and press- 
ing delivery problems. Again, here 
New and 
of delivery 


is an industrial market: 
more efficient types 
equipment. 

As an example of the changing 
retail delivery pattern, the average 
delivery package is growing in size. 
This results from the retailer’s con- 
tinuous effort to make customers 
carry small purchases. The average 
delivery unit from retail stores in 
1940 was 6/10ths cu. ft. This com- 
pares to 9/10ths cu. ft. in 1950 a 
50% increase in size of package. 
Automated office, store . . In the 
area of reducing paperwork, retail- 
ers in general are far behind their 
industrial counterparts. In part, the 
onus must fall on office equipment 
manufacturers, who as yet have not 
tackled the retailer’s peculiar office 
management problems with the 
same intensity that they 
labored in behalf of manufacturers. 

Ralph H. Eidem, director of elec- 
tronics research at Ernst & Ernst, 
Chicago, writes: 


have 


“The situation 
work) in retailing is particularly 
acute. With the exception of the 
cash register and the marking ma- 
chine, there has not been any office 
machinery specifically designed to 
the problems 
storekeeping.” 

Of course, this 
change. Mr. Eidem also writes: 

“Even the 
method of inventory is apt to suc- 
cumb to the electron. It is conceiv- 
able that the ultimate in an elec- 


(involving paper 


answer peculiar to 


situation will 


time-honored retail 


tronic record-keeping system would 
provide costs as well as selling price 
Markups, in- 
stead of being based on the aver- 
ages necessary for broad classes of 
merchandise, could be pinpointed to 


on every item. 


specific items.” 

Even with a need so clear, there 
will be a selling job. In their recent 
book, Changing Patterns in Re- 
tailing, John W. Wingate, D.CS., 
and Arnold Corbin, Ph. D., com- 
ment: 

“Retailers have been relatively 
slow to introduce automation. As a 
group, they are quick to introduce 
new merchandise, but slow to 
change their methods of operation 
Many are still unaware of their own 
high costs of manual operations in 
moving merchandise and in keep- 
ing records and are startled by the 
high initial cost of automation 
equipment; they are not accus- 
tomed, as is the manufacturer, to 
make large investments in ma- 
chines. 

“When automation does come to 
retailing, it has been predicted that 
it will constitute a ‘revolution’ that 
will evolve in three 
steps: (1) the 


successive 
mechanization of 
self-service, self-selection, etc.; (2) 
the application of electronic tech- 
niques to retail warehousing and 
the ulti- 


electronic 


office procedures and (3) 
mate employment of 


techniques on the retail selling 
floor.” 

If and when the nation’s electron- 
ic equipment people introduce prac- 
tical solutions to the retail field, a 
whole new era will open | in 
store operations. 

The recent introduction of “El- 
mer,’ a push-button shopping de- 
vice that combines electronics and 
conveyor belt, indicates one direc- 
tion that retailing may take. The 
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Your TOP 
Engineering Market 


American 
Engineer 


The Magazine of the 


Registered Professional Engineer 


CIRCULATION OVER 40,000 
—18.4% BUY OR SPECIFY 


*soeo@oe?@ CGGGZ2RECCOC CHEE OH ES 


THE MARKET... 


AMERICAN ENGINEER reaches more Registered 
Professional Engineers than any other magazine. 
The Registered Professional Engineer's counsel is 
sought on processes, equipment, methods and ma- 
terials—from basic research through design, devel 
opment, manufacture or construction. In each step 
he has a decisive voice in buying or specifying- 
78.4% Buy or Specify. 


THE READER... 


The Registered Professional Engineer establishes 

his status by complying with the rigid requirements 

of education and experience established by laws 

in all states. He is thus eligible to be, according 

to the State Boards of Engineering Registration, 
n responsible charge of engineering work. 


His Position: 

CHIEF EXECUTIVES 25.7% 
DEPARTMENT HEADS 23.3% 
OWNERS OR PARTNERS 12.8% 
SECTION HEADS 12.2% 
SPECIALISTS (Industrial 11.8% 
OTHER 14.2% 


- Earnings: 
over 4,000 reader 
%a 10,000 reader 


$11,700 
% (over 20,000 readers 


$8,460 


He Supervises: 
Surveys show the average AMERICAN ENGINEER 
reader supervises 9 Engineers, 29 other workers 


THE MAGAZINE 


Official Publication of the National Society of 
Professional Engineers. Membership requires reg- 
istration as a professional Engineer 


Editorial Policy: 

Professional articles, features and news that treat 
non-technical engineering topics in the fields of 
industry, legislation, government, and economics. 
Approximately one-half is devoted to articles by 
outstanding men on subjects of current interest to 
the profession; one-fourth to ‘‘workshop” pieces 
of interest to the reader as a professional engi 
neer and as a businessman 


Circulation: 

Over 40,000 (BPA). National. Highest in Middle 
Atlantic States. Next highest East North Central 
and South Atlantic. Circulation has more than 
tripled in the lost ten years. 


Readership: 

Surveys show high readership for features and 
regular departments. Also that each issue has 
overage of 2.27 readers—a total of over 90,000 
readers per issue 


0646066264 C6460 02 86 66060 8 


To help you sell the TOP Engineering Market get 
additional Market and Media Information from 


American 


Engine 


We've changed our address to... 


2029 Kay St., N. W. Washington 6, D.C. 
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this DIFFERENT market 


spends $4,000,000,000 

yearly for PROTECTIVE 
and BULK 
packaging... 


.. and a different man 
than the buyer of con- 
sumer packaging (where 
sales appeal is the main 
concern) okays most or- 
ders those big dollars go 
for. 


industrial 
Packaging 


circulates only to the 
men (15,000 of them 
whose packaging inter- 
ests are primarily pro- 
tection or bulk ship- 
rnent—is edited to cover 
only these specific, dif- 
ferent interests. In less 





than two years, the 
magazine has built an 
amazingly responsive 
readership among the 
real decision-makers 
with buying influence in 
this huge, growing, dif- 
ferent market. For a 
powerful boost to your 
sales, put a regular 
schedule in 


Industrial 
Packaging 


as a growing list of im- 


Ve 


portant manufacturers 
and suppliers are doing. 


Call your Industrial 
Packaging man—or 
write—for N.I.A.A. 
Data File with full story 
of this market and of 


Industrial Packaging 


sister publication to PACKAGING 
PARADE, the News Magazine of 
Consumer Packaging. 

* 
HAYWOOD PUBLISHING COMPANY 
22 EAST HURON ST., 
CHICAGO 11, ILL. 
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shopper puts a key into a slot, then 
lettered and numbered 
that 


merchandise in an en- 


presses 
pushbuttons correspond to 
numbered 
closed display case. At the cashier’s 
desk, the shopper inserts the key 
into another slot, and a conveyor 
belt dumps her order at the check- 
out, with bill! 

“Elmer” was unveiled at the 1956 
convention of the Independent Gro- 
cers’ Alliance of America, presided 
over by Pres. Don R. Grimes. (To 
marketing men, the place that this 
also has 


machine was introduced 


significance it shows that inde- 
pendent retailers are not taking a 
back seat to chains, in retail prog- 
ress. ) 

Automation must be called upon 
for round-the-clock retailing, too 
the sale of goods while a store 


This 


vending 


is closed means expanded 


markets fo1 equipment. 


The hassle over store hours may 
well be meaningless when industrial 
designers sell retailers on an eco- 
nomical, fool-proof automatic shop- 
ping machine 

Who will be the marketing ex- 
pert, teamed with his researchers 
and designers, who will cash in on 


this retail need for automation? 


In-store packaging . . One of the 
primary reasons behind the success 
of food supermarkets has been the 
performed 


effective packaging job 


by product manufacturers. They 


took food merchandise from the 
cracker-barrel and made it easy to 
buy, easy to handle 

Now, other types of retailers are 
recognizing the merchandising 
tricks of 
months ago the first annual Packag- 


by the 


packaging. Only a few 


ing Clinic was sponsored 
National Retail Dry Goods Associ- 
ation 

As attention is drawn to packag- 
ing, large-scale retailers will in fact 
assume the packaging function, in 
This 


private 


many cases parallels the 


growth of brands. It pro- 


vokes a change in marketing strate- 
array of industrial 


gy by a wide 


product producers. Even if a re- 
tailer does not actually produce his 


own packages, he will become in- 


aware of packaging 
and he might well re- 


creasingly 
standards 
ject merchandise for re-sale if the 
packaging does not fit his displays, 
his taste or his pocketbook. 


New varieties . . In this rapidly 
changing retail world, marketing 
men should also be aware of many 
“new” types of retailers. 

One example is the “do-it-your- 
self center” that sells lumber and 
building materials in pre-cut, pack- 
aged form. A whole new set of 
handling and display standards are 
required for this retailer. 

The 
is often a retailer of home building 
as_ kitchens, 


same do-it-yourself center 


“packages,” too—such 
or complete new homes. Here is a 
market for any machine 
effectively 


visual 


which can show home 
building materials in the store 

A more commonly-known re- 
tail innovator, of course, is the 
warehouse-type outlet where home 
items are 


high- 


furnishings and related 


mass merchandised. These 


volume operations demand low- 


cost handling and automation as 
never before. 

And in the 
might 


category of “new 


variety” also be listed the 
new crop of buying groups among 
Many independent 


grocers, as you remember, survived 


small retailers 
only because of organized coopera- 
tives, which eventually blossomed 
into forceful chains that became big 
consumers of industrial equipment. 
Now the same idea is being applied 
by groups of small appliance deal- 


ers. 


Hitting the market. . The emer- 


gence of giant retail organizations 
has brought forth a new breed of 


He’s a far 


cry from the family storekeeper of 


professional executive 
the past. 

As a management man, this new 
type of retail executive will help 
you industrialize retailing. He will 
be receptive to logical cost-cutting 
ideas. And the size of his company, 
with its long-range expansion plans, 
will make the retail order as profit- 
able as the industrial order. 

No push-over, yet. But it is a 
market that is big and getting big- 
ger—the retailer as a consumer of 
industrial 


industrial products and 


equipment. * 





HAVING A PROBLEM? 





Here’s a method for 
topping last year’s 
prize sales meeting 


= In planning its second annual 
sales conference, Appleton Woolen 
Mills, Appleton, Wis., manufacturer 
of papermakers’ felts, faced a ques- 
tion that plagues hundreds of sales 
managers: “How do we top last 
year’s meeting?” 

A year ago, Appleton Woolen 
Mills staged the first full-fledged 
sales meeting in its 74-year history. 
This in itself carried impact enough 
to make the meeting dramatic. In 
addition, management also defined 
its corporate problems and dele- 
responsibilities to its 
for the 
men’s supervision of 


gated broad 


sales force. These included 
first time 
their accounts and, 


own expense 


when recommendations 


concerning claims. Management also 


necessary, 
established five-year sales objec- 
tives. 

With this tough precedent before 
them, F. H. Orbison, 36-year old 
company president, and his newly- 
appointed manager, Claire 
Turner, faced these questions as the 
meeting 
this 
exciting 


sales 


annual sales 


“How 


con ference 


secc ynd 


loomed: can we make 


year’s more 
than last year’s? And what can we 
do to spark salesmen with renewed 
enthusiasm?” 

Management came up with two 
sets of blueprints which a 
meeting framework was built. One 
set of plans, set in motion before 
the conference, designed to 
create an atmosphere of receptivity, 
cooperation and camaraderie. The 


ntinued on page 198 
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Get aboard the $9.3 BILLION* 1957 construction expres? with... 


CONSTRUCTION DIGEST! 


READERSHIP: Extensive research shows 
effective readership exceeds 45,000; an 
average of 5.25 readers per copy! You 
pay less than $4.50 a page, per thou- 
sand readers! 


ADVERTISING VOLUME: Construction Di- 
gest ranks 3RD of all construction pub- 
lications — national and regional! And 
it ranks 28TH of all (approximately 
3,000) business publications in the na- 
tion! (Jan., 1956 issue Industrial Mar- 
keting.) In one year alone, 1955, Con- 
struction Digest moved from 32ND in 
rating to 28TH! 


Your multi-billion dollar market 


is covered best by... 


CIRCULATION AND PENETRATION: Over 
9,000 circulation, with penetration into 
all buying influences in the Midwest! 


DAILY REPORTS: Up-to-the-minute infor- 
mation on proposed projects, bids, 
awards, purchases, legislation, right at 
your finger-tips — daily! 


*Estimated 1957 construction volume in Illinois, 
Indiana, Ohio, St. Louis trading area and 
Northern Kentucky. 
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connections that 
* A 


IN THE PROFITABLE DAIRY INDUSTRIES 


and the lowest 
No waste circulation 


The most complete coverage available 
cost per thousand advertising rates 
Hand picks buyers by pin-pointing 
competitive 
OLSEN publication is undisputed 


selective, 


serves 


separate branches in 
Individually each 
in the market it 
influencing the 


markets 
eader 
penetrating and 


dairy 


effectively 


important buying level 


Reach your prospects regularly in the public 


THE MILK PRODUCTS JOURNAL . . 


tion 


ations they read 


. 4,128 paid circula- 
and the ONLY monthly ABC publication serv 


ing the industry that processes over half of the nation's 
milk into butter, cheese and other milk products 


THE ICE CREAM REVIEW . 


4 more exclusive advertisers and 


1,066 more paid subscribers 
130 more 


exclusive advertising pages than the next publication 


THE MILK DEALER . 


exclusive advertisers . 


136 more advertisers 99 more 
and 186 more exclusive adver- 


tising pages than the next publication 


THE DAIRY 


INDUSTRIES CATALOG An invaluable 


annual statistical and buying reference used by dairy 
plant buyers for 28 years 


Write, 


Wire or 
for All or Any of The Olsen Dairy Publications. 


Phone for Free Market Data Folders 


BRoadway 1-1135 


THE OLSEN PUBLISHING CO. 


1445 N. Fifth St. 


Milwaukee 12, Wis. 








City Streets 
need $36 billion 


More than $36 billion are needed to 
put the streets and highways of our 
cities into shape. The 1956 Highway 
Bill will concentrate on this urban back- 
log. More than half of the expenditures 
on the key National Interstate System 
will be within city limits. 


Even without the forthcoming new pro- 
gram, the municipal street expenditures 
have been approaching $2 billion an- 
nually. About $3 out of every $10 
spent on all U.S. roads has been on 
urban roads and _ streets. 

The additional Federal funds for the 
vitally needed urban extensions of the 
Interstate System will enable dozens of 
cities to spend their own funds on other 
treets. Vast quantities of street lights, 
traffic signals, signs and hundreds of 
other products will be needed 


Reach this Market through 


The only 
national 
publication 
devoted 
exclusively 
to the urban 


street market 


STREET ENGINEERING delivers 
every specifying and purchasing influ- 
ence in the municipal street maintenance 
and operations market. STREET ENGI- 
NEERING goes to over 14,000 persons, 
each individually screened for his value 
to the advertiser. With no need to 
conform to precedent or existing cir- 
culation patte rns, waste circulation has 
been kept to an absolute minimum 
STREET ENGINEERING ’s circulation 
is 90.39% effective, a figure approached 
by no other publication in its field 


Write for complete market and publi- 


cation data. 


Street 
Engineering 


22 WEST MAPLE ST., CHICAGO 10, ILL. 


A Gillette Publication 


SALES MEETINGS . . 


continued from p. 197 


second schedule concerned agenda 
for the meetings. 

These steps made up the first 
blueprint: 


1. Salesmen helped build confer- 
ence agenda. Well in advance of the 
meeting material was obtained from 
salesmen and home office depart- 
ment heads as to mutual subjects 
they wished covered during the 
conference. 


2. Recognition to salesmen’s wives 
for their help to husbands and to 
the company. Orbison and Turner 
wrote salesmen’s wives expressing 
appreciation for their day-to-day 
encouragement and let them know 
that next year they would be in- 
vited to accompany their husbands 
and be a part of the 1957 confer- 


ence. 


3. Variety of 
Change of 


meeting places. 


helped create 


locale 
change of pace throughout the 
three-day session. The settings: two 
country clubs, the company re- 
search laboratory, a favorite res- 
taurants’ private dining room, and 
the company president’s home. 


4. Visuals used. Diagrams, photo- 
graphs, samples of advertising ma- 
terial and etc., helped pictorialize 
discussions. Corporate, research, 
production and sales information 
was dramatized with charts. Sales 
techniques were taught by movies. 
Speakers used ora-visuals. 


5. Steering committee was formed 


to meet at specified times to 
evaluate program and to determine 
any changes of emphasis or direc- 


tion that seemed indicated. 


6. Salesmen allowed time to dis- 
cuss common problems by them- 
selves. A whole morning in the 
midst of the three-day session was 
set aside for salesmen to talk over 
their reactions to meeting’s prog- 
ress. Justification for this schedul- 
ing was established the year before 
when men, in a spirit of fun, formed 
the Appleton Woolen Mills’ “Sales- 


men’s Protective Association.” 


7. Hotel suite for salesmen’s use. 
This served as headquarters for the 








AMERICAN 


market...AGJ effectively 
reaches companies serving 
96% of industry total of 27.5 
million meters. 


editorial... AG) is edited ex- 
clusively to serve those key 
buying men whose primary in- 
terests are gas distribution — 
utilization. 


circulation...ONLY AG) 
delivers 95% effective circu- 
lation to those key buying 
men of the specialized Gas 
Utility Industry. 
new packaged combination 
The American Gas 
JOURNAL and PIPE- 
LINE ENGINEER, 
through combination 
rates surpass all 
other approaches to 
the overall oil and 





gas pipe line and 

utility market. 

new package 

leads in Engineering-Operat- 

ing and Key Title subscribers 
delivered per dollar. 


write for special 
media tlie and 
combination rate 
ecard 


* 
THE PETROLEUM ENGINEER 
PUBLISHING COMPANY 


O. BOX 1589 @ DALLAS, TEXAS 








“Salesmen’s Protective Association.” 


8. “Boredom breakers” at every 
session kept the meeting fast-paced 
and exciting. These included the 
reading of telegrams from mythical 
dignitaries and a “radiator repair” 
act staged by a local “little theater” 
actor. All “funny business” was a 
“break” in the schedule, deliberate- 
ly unrelated to the content of the 
meeting, and was used to introduce 
or terminate a discussion. 

One of the most successful gags 
occurred when Dr. Milton Harris, 
textile research consultant and a 
crack golfer, demonstrated trick 
shots. He asked for a watch from 
the audience and president Orbison 
volunteered his. “Wham!” Harris’ 
driver came down on the watch and 
sent its parts flying in all direc- 
tions! Expressions of consternation 
wiped salesmen’s 
faces until — hours later they 
learned the watch was a “plant.” 


weren’t from 


9. Social activities. These included: 
a golf tournament and prizes for 
everyone, a cruise on Wisconsin’s 
beautiful Lake Winnebago with 
buffet supper served aboard and a 
cocktail party at the company pres- 
ident’s home. 


10. A recorder. The company 
treasurer collated conference mate- 
rial, recorded questions, sum- 
marized important discussions. This 
report was mailed to salesmen 
within a week after the meeting 
ended. 


1l. Post evaluation. A 
questionnaire designed to evaluate 
effectiveness of the meeting and to 
serve as a barometer in planning 
next year’s conference, was mailed 
to salesmen at meeting’s end. In- 
structions specified that question- 
naires be returned unsigned. 


meeting 


The second set of plans dealt 
with the meeting content. ive 
noteworthy items were: 


> Company changes within past 
year. Significant steps taken in cor- 
porate, manufacturing, research and 


sales divisions were outlined. 

>» No speeches. Meetings were kept 
informal and participative. 

> Mutual problems of management 


and salesmen redefined. Officials 
further extended salesmen’s auton- 


omy and drew men more closely to 
management with disclosure of con- 
fidential corporate information. 


> Problems of salesmen’s compen- 
sation discussed. Instead of re-ad- 
justing compensation arbitrarily, 
management offered 
opportunity to discuss manner in 


which this problem could be solved. 


salesmen an 


> Salesmen set own quotas and 
determined how they'd meet the 


company’s five-year sales goal. 


After last handshakes and warm 
goodbyes, how about results of the 
conference? What were salesmen’s 
reactions? And did company execu- 
tives achieve their objective of top- 
ping the former meeting? 

Both executives and men agreed 
the conference had _ strengthened 
mutual understanding and opened 
the way to practical solutions of 
sales problems. Unsigned question- 
naires returned after the meeting 
to an outside source (the company’s 
public relations-sales management 
counselor) further testified to this 
opinion: 


e “More enthusiasm than last year. 
Meeting exceeded expectations.” 


e “Expected a lot and got it—both 
in an informal way (very valu- 
able) and in the more formal pres- 
entations.” 

e “IT have a very real sense of be- 


longing with a_ going, growing, 


young, strong group.” 

e “The conference was much more 
thorough than expected—and ex- 
tremely interesting from beginning 
to end.” ” 


“The approved method of closing a 
sale is. Bilkson, wrong slide, 
wrong slide!"’ 





J008 08), 1955 


The Magazine of 
AVIATION’'S 
ADVANCED 
Aircraft and Missile 
Development Projects 


© A 20 year editorial record of unswerv- 
ing emphasis on advanced aircraft de- 
sign and development problems. 1,197 
Editorial pages last year 


An exclusive professional audience of 
15,000 top flight 
science executives 


engineering and 


90.83% subscriber renewal percentage 
highest in field 


95 of every 100 copies go to aircraft 
and missile projects of an advanced 
nature 


Chosen by leading advertisers of en- 
gineered products and services. 923 
pages of advertising last year—primar- 
ily airborne components and research 


equipment. 


Send for 32 page report on 
“The Aviation Industry” 


AERONAUTICAL ENGINEERING 
REVIEW 





Jn Oficat Kebhicates 


INSTITUTE OF 
THE AERONAUTICAL SCIENCES 
Juia hens Vrofesste nat Ongineeriny hecretly 


2 EAST 64TH STREET « NEW YORK 21, N.Y 
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BRAKE LININGS 


HOW MUCH MONEY was 
spent for them by truck fleet 
operators last year? 


The greatest survey of the roll- 
ing market ever made shows— 


$40.7 MILLION 


FLEET OWNER KNOWS new 
market figures for 108 other 
major automotive products. 


See pages 26 & 27 


A SIGN IN MISSISSIPPI READS.., 


ys you are 
an average farmer 


... QUIT! 





The “average” cotton grower still 
works mules, doesn't irrigate, picks 
by hand, does not read The Cot- 
ton Trade Journal, and is not 
ready for mechanized farming. 
Compare with the far-above-aver- 
age CTJ grower-reader who owns 
1466 acres of land . . . 482 acres in 
cotton; irrigates 1040 acres; has 11 
tractors and 1.9 pickers! 


GET THE FACTS 


Write for Marketing Survey No. 3. 
Here are facts for advertisers who 
need class penetration. 


weil 
REACH THE BIG MONEY GROWERS 
THROUGH... 


o 
The Cotton Trade Journal 


Established 1901 
HICKMAN BLDG., MEMPHIS, TENN. 


wba 
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$4,500 saved. . 


Switch in plans slashed budget for this exhibit. Elaborate displays 


were cut out, resulting in heavier traffic and a $4,500 saving 


Spend daringly 


How to plan an exhibit 
budget...for profit 


You can use your trade show exhibit budget as an excuse for 


poor performance. Or you can use it a: a dynamic means of 


spending money to make more money. Read this and choose. 


By Gordon Smith 


# A budget—for a trade show ex- 
hibit or anything else—is merely a 
profit plan. And good budgeting re- 
quires planning ahead, not just how 
to spend the money you are given, 
or how to bury expense or bucket 


charges. 


Budgeting is an accepted tool of 


modern management. There is 
nothing to be gained by arguing its 


pros and cons, yet there are many 


operating executives today who 
fight the battle of the budget and 
are restless, discontent, unhappy 
and bitter about it. 

Trade shows and exhibits, from a 
budget view are designed to spend 
company money. They were never 
designed to save money. Budget as 
a control by management should be 
conceived as a positive, rather than 
negative force. 

The exhibit manager who permits 
himself to become so conscious of 
the necessity for saving money that 
he neglects to look for ways to 
spend it, has become a member of 





the contreller’s staff, since in the 
very real sense, his activity must be 
one of spending wisely and daring- 
ly, rather than saving cautiously 
and timidly. 

If we think of the exhibit depart- 
ment for a moment as an airplane 
bound for a_ specific destination, 
established by sales management, 
then the money budgeted becomes 
the fuel to get the plane there. 
First, then, where are you going? 
Second, do you have enough fuel to 
get there? Third, what is the best 
route to travel in order to conserve 
fuel and reach your destination? 
Fourth, how many stops can: you 
afford to make? Fifth, what is the 
most efficient possible use of equip- 
ment and personnel along the way? 
If there clearly isn’t enough fuel to 
get there by any means, then 
change the destination before you 
take off. 

IBM participates in more than 
400 shows each year. This year we 
will exhibit in 225 association spon- 
sored exhibits and in 178 others. 
Because of this number of shows, 
we have found it good business to 
establish our own design group 
within the company, under the 
management of an extremely capa- 
ble graduate architect and designer. 
He and his staff of seven, have ad- 
ditional responsibility for the design 
of all show windows. The design 
group services the operation of the 
business shows staff of nine, each 
of whom is given complete respon- 
sibility for individual shows, serv- 
ing as coordinating director and 
worker. 

Due to the number of these 
shows, we must be constantly aware 
of the location, condition, and 
schedule of all display properties 
and equipment. We have found that 
spending money for an adequately 
staffed warehouse location contrib- 
utes to the efficiency of operations 
and reflects over-all economy. 


What costs what? . . So much for 
organization. How do we _ budget? 
The accompanying chart (appearing 
on p. 205) shows the distribution 
percentage of money spent for all 
major items which make up a show. 
These are figures from our current 
1956 budget. Of these 12 major 
items, six are considered fixed ex- 
pense which we cannot vary, or 
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“woul seit jon 

Moder Sanitatio™ 
° 


ft. 
be without 


METAL MFG. CO 
900,000 sq. ft. . 
96 Sanitation Employees 
“Modern Sanitation 
is THE Sanitation 

Magazine.” 


SUPERVISOR 


50 SCHOOLS 
2,000,000 sq. ft. 

“| look forward to 
each new issue.” 


SUPERVISOR 











OFFICE BUILDING 


bs $000, 000 sq. fp, 
‘Tops in its field.” 


RESEA RCH ENGINEER 


—_ 


A POWELL PUBLICATION 


855 Avenue of Ameri 


Sanitation 


IS Beg 
Business 


The five Sanitation Directors who wrote the 
endorsements at the left, buy and specify 
sanitation equipment and supplies for more 
than 200 plants having a floor area of more 
than 21,000,000 square feet, a 4,330,240 
average. 

A survey of all readers shows that the 
Sanitation Director supervises from 3 to 100 
buildings and 50,000 to a million square feet 
of floor space. 

Under him are from dozens to hundreds of 
sanitation workers who use the equipment 
and the supplies. His total purchase and rec- 
ommendations add up to several billions a 
year. 

MODERN SANITATION cuts across all 
lines of human activity. It selects the one man 
in a plant, office building, school or hospital 
who is THE man in this big market. 


SANITATION 


icas, New York 1, N. Y BRyant 9-0499 











At Your Fingertips 

MEDIA AND MARKET FACTS 

FOR BUILDING YOUR 1957 
SCHEDULES 


. see the hundreds of pages of 
data covering 69 primary markets 
— specifications, rates and circula- 
tions of the 2,400 business papers 
serving U. S. and Canadian industry 
— and the factual presentations of 
200 leading publishing organizations 

. in your 
1957 INDUSTRIAL MARKET DATA & 

DIRECTORY NUMBER 


Case Histories 
on products in use 


Photographic and reporting 

assignments covered throughout 

P' North and South America 
MArket 2-3966 for advertising, editorial or 
or write research purposes 


sictes “Loto- Kepacla SERVICE 


38 PARK PLACE ° NEW JERSEY 





WHAT DO YOU WANT @” 


enn, tat “HOBBY ) 


LENGE? - 

i” P SAMPLE COPY 35¢ 
0 tiie wn way ' pet 

© COMPANIONSHIP? pening tosh taste $3.00 PER YEAR 

* ACCOMPLISHMENT? ALL-PETS MAGAZINE | FOR BOOKS ABOUT 

PETS, ASK FOR 


48 Darling Place, Fond du Lac, Wisc. CATALOG 10...25¢ 














a EXHIBIT BUDGET. . 
RE reprints ; | continued from p. 201 


feel it unwise to cut. They are: 


The following reprints of feature articles which have appeared in Industrial © Eaui aE 

Marketing are available at 25¢ each. Special prices are available upon re- quipmen aintenance an 

quest for quantity orders. Please order by ber, losing the exact amount Set up 

in coins, stamps or checks. Send all orders to: Reprint Editor, Industrial Mar- ® Staff Traveling 

keting, 200 East Illinois $t., Chicago 11, Ill. On orders for four or more re- | es 1 ¢ a 

prints we will be happy to bill you — small orders sent only upon receipt of upplemental Payroll 
® Special Equipment 


payment. 
© Demonstration Material .... 6% 





R282 What are » advertising agencies good for? — by E. T. Morris ® Electrical Service & Installa- 
Here is one m nswer to that eterna 


which you may have asked yourself 


The case for lead-getting ads — by Lawrence A. Sternberg 
Who should use ads that aim for inquiries, and when should he 


e ther Here are the answers August 


“nare ra « - c 1c ; . 
Ten critical questions about motivation research — by Dr. Jack N. Peterman Space rental at 19% is difficult to 
A research specialist answers some of the hottest questions in a most pA touch, but can be reduced judi- 


controversial area of industrial marketing i a 
Should ad managers work on market research and sales analysis? ciously if absolutely necessary and 
Discussion by top management executives on whether advertising managers should work j j > initiz < j 
on advert slag alone, or include work on sales analysis and market research > if done _ the initial planning 
sta gac st > »9t} . “Har 
You, too, can sell more . . with automation — by Richard Steensma Stages. Desirable location of space 
How _ ae uae sold a hard-nosed vice-president and sales manager : : and continuity of choice over the 
on a new marketin technique ° ees ‘ . Apr 
reaare « . . ’ rariati . 
Leading agencies score 5.7°% gcin in business ~— pages —, years, makes any variation her e 
Annual IM survey shows ranking and number of pages placed in bu apers D diffcult. 
advertising agencies in 195 A : 
Hew te make employe manuals dramatic — by Herbert C. Rosenthal Freight and rigging costs (18%) 
A gap 5 ore specunnict. presents case Wis TO Sea | offer some degree of control since 
We're fumbling ad readership findings — by J. Wesley Rosberg they are directly affected by avail- 
aunt 2 ieee te (einai a Seis GORGES GaaeOaaa eens... :0arch, 00 ability and size of equipment and 
Editorial evaluation . . a new gage for space buying — —_ —— Kingman backgrounds. Sales management has 
seh egies Gooeaatgee tee ee le negra gen mee a definite requirements, however, so 
usi publicat s should place t r adv sing . 
oitie . «tien oa ter industry that in our budgeting we consider 
Anal IM survey shows ocated to advertising budgets t dai. sai this also a semi-fixed expense per 
How would you select an industrial advertising agency? | dollar spent. 
An terv ith R n, presi t of F r & Smit Ros xiving Rhhae «i / 
i canes tee es a ae can dane & Smith & ‘ bites ithe Publicity and photographs (2%) 
Catalogs . . how to Guariovte them for best results — by Matthew A. Pavitt 1S obviously an important part of 
eee a eee oe oe rn a Scalia wee | any good exhibit, but can certainly 
Research . . what can it do for industrial Se -— by J, A. Duvall | be eliminated or reduced if needed. 
discussion of whether admen are missing the boat by failing t ve Literature and handouts (7%) 


aovertis g research a seriously 
indie. dies highly controllable, unless the show 


os ie cat e study showing the marketina and merchar nq prograrr Re d ee has is being used for new product an- 
I me > j tThic ICE Te on 
Three sins s of business _angeodh selling — Richard C. Christian ROURCEMENS, In W hich case we ~e 
Agen cuses busines of three major deficien eir selling aT erally exceed the 7% figure. When 
sia desirable this cost cz > reduce 
ig tilehiieans € st can be reduced 
An IM case study of h as much as four cents on the dollar, 
250 business paper: 
R257 Don't snub small space ads . . they're pond thon yeu yoni ak 
The Copy Chasers offer a sprightly review space per advertising ne Background and decoration 


The following reprints are available at 50¢ each: (28%) is our largest single item, 
R279 Portrait of today's industrial advertising manager -— by Merle Kingman and also the most important. It is 
Exclusive IM study, published in two parts, spotlights modern industria aes 
2d manager; shows how much he makes, age, chances for advancement, average Very difficult to cut down here 


Nay, June, 1956 : 
: without a visible loss of quality and 


ncome in relation to size of ad budget, etc Viay 


but never eliminated. 


R271 Here's what is happening to business paper a — by ra ae R. Venezian E : 
Annual report showing complete picture of the growth of t pi effect, although our design group is 
J C charts cee mber 
constantly working on new ideas to 
R251 Cow to set distributors excited about your product — Bnd Morris ——- 
for merchandising your product ty to win dist r suppor reduce this percentage. 
ncrease sale February, 1955 ~ ; 
Unclassified (1%) is all that the 
R222 How to know when to use manufacturers’ agents —- by Thomas A. Staudt 
Excerpts from a report ba a < owing factors to be nsidered ir 


setting up a selling system for manufacturer é 
enough to do much about it. The 

The following reprints are available at 75¢ each: meg : , 
he Collowing capitate ave a 1% is an average and varies in spe- 


name implies, and we are not smart 


R241 pute of of a. re a —— a aN cific shows from. s high thus far this 
R229 Which ad attracted more readers? year of 17% to zero. 

A ection of Starch-scored ads from 

Re i ciety deere Soul searching . . Using the ex- 

perience built into this dollar dis- 

tribution, we have a very practical 

guide for estimating the cost of any 


R203 A guide to better publicity 
roup of 12 articles written by 
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FOR ADVERTISING 


IMPRESSION POWER THAT . 
* sparks progressive railroading. 


* gives advertisers thorough and 
penetrating coverage of ALL key 
railroad buying influences in ALL 
departments. 


has 22,513 BPA audit distribution § 
to key railroad men. 


averages over 4.5 readers per copy 
—making for a multiple reader- 
ship of over 100,000 key railroad 
men. 


provides STARCH advertising 
readership reports. 


employs R. O. EASTMAN for edi- 1 
torial readership research. rs 


supplies an advertising merchan- 
dising package to salesmen of 
full-page advertisers. 


is the KEEN ADVERTISER'S 
CHOICE. More advertisers IN- 
VEST more dollars—issue-by-issue 
—in MODERN RAILROADS than 
in the weekly railroad magazine — 
and more dollars than in the 4 
three other monthly railway oael 


cations combined. 
WRITE TODAY FOR NEWLY 


REVISED NIAA MEDIA AND 
MARKET OUTLINE 


MODERN toa a, Bray 


RAILROADS ~ 


201 N. WELLS STREET, CHICAGO 6, ILLINOIS 


exhibit once space is determined. 

In July each year, 
pendently, 
two things: 


we begin inde- 
but simultaneously to do 


@ First, 
in, in the past, the new shows sug- 
gested for 


review all shows we were 


next year, determine 
where we overlap and where there 
are gaps, then check with sales 
management programs and product 
announcement plans, and establish 
a list of shows we would like to be 
in. Using our cost chart, we then 
estimate the cost of getting to our 
desired destination. 


@ Second, while this is being done, 
we are also arriving at the 
of sales 


share 
dollars to be 
This in- 
a hard look at past success 


promotion 
spent for business shows. 
volves 
in each exhibit compared to other 
promotion methods. Of 
there is always a temptation to try 
something new at the expense of 
old. Part of this 
in the field of 
product announcements, closed cir- 
cuit TV versus traveling shows, and 
part in such things as a $100,000 
movie for general distribution ver- 
sus a more elaborate show schedule. 

There is always the discussion 
around more shows or more adver- 


course, 


something soul 


searching is new 


tising. These discussions are kept 
much more objective and less parti- 
san by two simple, but effective 
routines: 


1A 
sales promotion and advertising ex- 
ecutives where each is kept in- 
of the total effort. oan 
are we doing? How did it go? Does 
it fit?) so that if the emphasis shifts 


weekly staff meeting of all 


formed 


from one area to another, it is not 
a total surprise and, in fact, is even 


understandable. 


2. A 
shows and sales promotion execu- 


weekly meeting of business 
tives to discuss specific objectives of 
each and work out the best plan to 
achieve sales management aims. 


This has toned down some de- 
partmental bias and raised over-all 
enthusiasm, but best of all, has pro- 
vided us with better shows which 
are being tailor-made to strike hard 
at a given objective. 

We use our own punched card 
equipment to analyze the value of 
our shows, as welt as to give us de- 
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36.5% More 
DISPLAY SPACE" 


UP 
uP UP 
32.4% More 


Buying Power Coverage + 




















"WOOD 
and 
Wood 
* Products 








*(10 mos. '56 over 10 mos. '55) 
For Top Sales Results 
in '57 to the Major Plants 


that account for the bulk of the produc- 
tion “across the board” in this multi- 
billion industry, use the one dynamic 
national magazine that’s moving up fastest 
because its “how to do it” editorial ma- 
terial is accepted and read by more and 
more practical management and operating 
men the men who make the buying 
decisions. 
More Top Buying Power 

for Your Advertising Dollar 
(] See for yourself! Ask for latest report 
showing these circulation gains among 
the right people in the right places: 
Total paid UP 21.9% 
Effective Buying Power Coverage UP 32.4% 
Lumber, Plyw sod, Veneer, Wooden 

Container Mfrs UP 57.8% 
Millwork, Sash and Door Mfrs 

Planing Mills 
Furniture, Fixture and 

Cabinet Mfrs UP 22.5% 
Misc. Wood Products Mfrs., Large 

Industrial Plants with 

bint rking .e ops UP 26.1% 

Pe ; UP 10.2 
t (Nev. 152 to May '56) 


wooD and 
WOOD PRODUCTS 


A VANCE PUBLICATION 
139 N. Clark St., Chicago 2, Ill. 
Phone: Financial 6-5380 


UP 13.2% 
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What are you 
aiming for 
in your business? 


Here are specific instructions 
to help you hit a high score. 


Be sure to read the whole 
interesting story in S$. D. WARREN 
COMPANY'S November message 
which appears in The Saturday 
Evening Post for November. 10, 
Business Week for November 10 
and U. S. News & World Report for 
November9. - : 

S. D. Warren Company, 89 Broad 
Street, Boston 1, Massachusetts. 
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EXHIBIT BUDGET. . 
continued from p. 203 


tailed operating, accounting and 
budget reports. All of these analy- 
ses come in very handy at this 
stage, which takes the months of 
July and August each year. 

By Sept. 1, we have what is 
needed on one hand and what is 
available on the other—arrived at 
simultaneously. They never agree 
and we don’t expect them to, but 
we feel that we are starting budget 
preparation positively. 

Knowing the way to reach our 
destination, and having a good esti- 
mate of how much fuel is needed, 
we also know how much fuel we 
have to get us there. Finally, we 
arrive at an intelligently worked 
out compromise and then give a 
little money or a little show, and 
we are set. By this time we have 
what is good and necessary, and 
everyone understands what we are 
doing and why we are doing it. 


$4,500 saved . . Traditionally, we 
have made study backgrounds and 
rather elaborate center islands for 
our larger shows, with the definite 
intention of re-using for several 
other shows. 

Recently, we were faced with 
making just such a design for the 
National Office Management As- 
sociation show in Philadelphia. At 
this time we were also very anxious 
to participate in another exhibit for 
which we had _ not previously 
planned, and which would require 
$5,000 we had not budgeted. So we 
started out to trim this $5,000 from 
the NOMA funds without reducing 
the impact of this very important 
exhibit. Space was already com- 
mitted, equipment to be shown 
could not be easily reduced, so we 
went to work ir our staff meetings 
on backgrounds. 

Result: Instead of an elaborate, 
heavily constructed display that 
would divide the booth and take up 
a large section of the center, we 
designed simple and _ economical 
displays around the perimeter of 
the booth, leaving the entire center 
section and wide aisles leading into 
it wide open. This was a totally new 
approach, much more inviting, with 
better access from all sides and a 
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The budget . . Here’s how IBM spends its exhibit dollar. Percentages for some of the 
items can be juggled, others are fixed and fairly rigid 


successful start on a whole new idea swer” approach to the budget is 
for us. Best of all, background cost something we have arrived at the 
was reduced to $4,500. hard way. We have also tried the 
obvious money-savers, when neces- 
Throw-away display . . In order sary, to our sorrow. 
to fulfill our association sponsored One year, we eliminated business 
exhibits last year, it was necessary shows staff travel and master- 
to drastically curtail our participa- minded from New York by paper 
tion in local shows. For sound pol- instructions. This saved a lot of 
icy reasons, we did not want to money and gave us the poorest 
lower quality and other standards show year we ever had 
just to be in these shows. Another time we abandoned plans 
This year, we put our heads to- for several large shows, saved 
gether and talked it out. The re- money, missed some real oppor- 
sult: Instead of shipping back- tunities, and are still trying to get 
grounds around the country, stor- back where we were on the list for 
ing them, refurbishing and shipping good choice of space. 
again, a new throw-away package Financial planning has not been 
is under construction—inexpensive, easy for us and I am sure there will 


light, expandable and preserving all be some black days ahead, but we 


of our standards. Cost: $48 vs. $500- are living pleasantly with the budg- 
$1,000. This fall we will be back in et. It makes us work harder and 
the smaller local shows for less smarter. It isn’t as easy as the good 
money. 

This “Looking for a Better An- and a lot more fun. 7 


old days, but it is more interesting 


Preferred by 
Progressive 


Engineers in 


Canadian 


INDUSTRIES 
UTILITIES 
INSTITUTIONS 


Proof of 
Reader Action? & 


Write for 
details today 


CANADA’S 
NATIONAL POWER MAGAZINE 
Established 1908 
A MACLEAN-HUNTER PUBLICATION 


MODERN POWER 


AND ENGINEERING 


481 University Ave., Toronto, Ont 


NEW YORK CHICAGO LOS ANGELES 
SAN FRANCISCO LONDON, ENG 


OIL FILTERS 


HOW MUCH MONEY was 
spent for them by truck fleet 
operators last year? 


The greatest survey of the 
rolling market ever made 
shows— 


$18.5 MILLION 


FLEET OWNER KNOWS new 
market figures for 108 other 
major automotive products. 


See pages 26 & 27 
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‘ , as - 
SHOWS 





February 


“ December 
What gives one exhibit more 


stopping-power, more sales- 
power, than another? Design? 
Yes! Construction? Yes! But more- 
than either of these, it’s that in- 
tangible “Magic Touch” .. . the 
touch that only imagination and 
creative skill can supply. 
“Gardy” Gardner has it in abun- 
dance . . . so why not let him 
solve your next exhibit problem? 
— 


ay GARDNER 
DISPLAYS 
a ae a — January, 1957 


@ DETROIT .¢ CHICAGO ¢ NEW YORK 


World's largest designers 
dnd huilders of Trade Show Exhibits 
} " 
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How direct mail 
helps salesmen 
sell better 


trol requirements sales control, 
inventory control, personnel record 
control, preventive maintenance for 
plant and office equipment and so 
forth. 

An index of Rap campaigns is 
available to the salesman and from 
this index he selects the campaign 
he wants by number. Each mailing 
piece in a given Rap is illustrated 
in the index so he can tell without 
further reference exactly what will 
be mailed. He then fills out a small 
triplicate form with name and ad- 
dress of recipient. 

This form is then forwarded to 
our mailing department where the 
release is automatically scheduled. 
The mailing department sends the 
salesman a copy of the form to ad- 
vise him date of release of first 
mailing piece and the second and 
third pieces go out at weekly inter- 
vals. The mailing department also 
notifies the salesman of the date of 
completion of campaign. Our 
salesman is then ready to call on a 
pre-conditioned Prompt 
follow-up is the key to success of 


the 
prospect. 


this procedure. 

Rap campaigns tie in with the 
lead-producing in that 
direct mail locates the interested 
and Rap 
paigns further sales-condition him. 


campaigns 


executive specific cam- 
The salesman can use the Rap cam- 
paign as a pre-approach or post-ap- 
proach conditioner a means of 
warming up the prospect or keeping 
him warmed up between calls. And 
it is not a static campaign. It can be 
introduce a product o1 
service, get attention for 
product features, build interest and 


used to 
special 


create desire 


From teaser to sales call . . The 
first of the series of three mailings 
is usually an introductory letter 

perhaps sort of a teaser. The second 
mailing is a little more specific 

perhaps an ad reprint or a case his- 
tory with a memo of transmittal and 
similarly, a third mailing builds the 
interest the 
call. The memo of transmittal is im- 


up before salesman’s 
portant, as it serves to add some- 


ntinued on page 208 





READERSHIP 

IAVE provides the only ABC audited 
circulation covering the big-and-grow- 
ing allied fields of industrial arts and 
vocational education. Its readers spe- 
cify the tools and supplies used in 
woodworking, metalworking, plastics, 
drafting, auto mechanics, machine shop, 
printing, electricity, ceramics, and 
other shop subjects in schools. 


INQUIRIES 
During 1955 more than 114,000 in- 





quiries from readers were forwarded 
by the IAVE Readers’ Service Depart- 
ment. These inquiries produce sales 
in the $315,000,000 equipment and 
supply market. 





\ 


Write for further information and proof of advertising results. 


ice 
PRODUCE 
SALES TO THE 
SHOP 
TEACHER 


(WHO MOLDS FUTURE PREFERENCES) 


IN THE TREMENDOUS 
INDUSTRIAL EDUCATION MARKET 


ADVERTISING RESULTS 
Continuous [AVE advertisers for 25 
years: Stanley Tools, Delta-Rockwell, 
L. S. Starrett, Frederick Post, Paxton 
Lumber and Cincinnati Tool Co., 
and others credit their sales success 
to their IAVE campaigns. Consistently 
for more than 25 years IAVE has run 
the largest volume of advertising in 
the field. 


MERCHANDISING SERVICES 
Six-point merchandising program give 
you market data, advance reports on 
school building projects, mailing lists 
and mailing services, Shop Equipment 
News, high volume of inquiries. 


aD 


INDUSTRIAL ARTS AND VOCATIONAL EDUCATION 


The Shop Teacher's Professional Magazine 


New York 


ae 


MILWAUKEE 


Chicago 





Cartoon reprinted from MAY, 1956 
issue of Chemical Processing 





pPortovy. 


PRIDE 06 AHLY, acer AHHCrTs Cf, COO //,,, 
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... another reason why 


CHEMICAL PROCESSING MAGAZINE 


has top-flight reading interest from 
top-flight Chemical Processing executives 


A PUTMAN PUBLICATION 


Executive Magazines for Industry 


111 E. Delaware Place, Chicago 11, Ill. 


November 1956 / 207 








Internal vs. External 


Publicity Teams ? 


It takes two to tango, two to 
make a marriage, and two to do 
the best technical publicity job. 


An internal man can do it all 
alone. So can an external squad. 
But the combined forces will 
deliver more than twice the result. 


Why? Because each can stick to 
his long suit. Each can work 

at his highest level of usefulness. 
And keeping men at their highest 
skills is one of the oldest 

principles of efficient management. 


In technical publicity dedicated to 
sales purposes, here’s a frequent 
distribution of responsibility: 


Inside man: Get facts from engi- 
neering and research. Handle 
coordination between interested 
departments. Write “what comes 
naturally”. Merchandise program 
through the sales force. 


Outside men: Get facts from 
field. Write what needs 
extra-ordinary skills. Assess 
desires of press (in all its 

infinite subdivisions) and find 
new media for your story. Counsel 
with the outside viewpoint. 


Both together: Program a series 
of projects which drives toward 
clear-cut sales targets. 


Make it “and”! 


Have your internal folks meet 
with an HWSlInc principal. It 
costs nothing to find out how to 
put wings on your present 
program — once you get over 
the “either-or’’ idea. 


Harry W. Smith 
Incorporated 


Gechnical Publicity and Cditorial Relations 


NEW YORK 

41 E. 42nd St. (MU 7-5367) 
CHICAGO 

Telanswer Service (WH 3-1262) 
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SELL BETTER .. 
continued from p. 207 


thing of a friendly informal ap- 
proach, establish Remington Rand 
identity as the sender, point up 
benefits, highlight contents of the 
attachment and persuades the pros- 
pect to read it and finally refers 
him to our local office for further 
detail 

So you see Raps are really assist- 
ant salesmen working on customers 
and prospects, but requiring follow- 
up to make them pay off. While it 
varies from product line to product 
line, a salesman will use an average 
of 25 Rap campaigns a month. It’s a 
permanent part of his selling activ- 
ity and daily procedure 

Direct mail helps us in othe 
ways too. One way is that we use it 
in promoting our campaigns to our 
own sales organization. Preceding 
specific campaigns we will often re- 
lease a series of “Motivators” de- 
scribing the campaign, the kind of 
support the salesman will receive, 
the purpose of the direct mail pro- 
gram and how it is tied into other 
advertising effort from home office 

In these “Motivators,’ important 
sales angles will be emphasized by 
product line managers. Vocational 
managers issue special market sales 
information. New selling aids and 
advertising schedules are an- 
nounced. Bulietins are issued to 
show the salesmen what’s in it for 
them in the way of commissions and 
how to best utilize the material 


available 


How salesman helps .. And then 
there is the “switch.” That is, how 
the salesman supports direct mail 
He does this in a very important 
way by building and keeping on top 
of that function vital to any direct 
mail activity building the mailing 
list. For special campaigns our sales 
force frequently will compile a spe- 
cial mailing list. In this way there 
is generated a real sense of partici- 
pation and a responsibility for the 
success of the program. And as a 
regular procedure our mailing lists 
are built on a local basis by the 
man who is closest to the market 

the salesman. He transmits the 
names he wants on the list through 


channels and after approval by the 


product line supervisor the names 
are sent to our mailing list depart- 
ment where they are classified in 
accordance with the information on 
the form filled in by the submitting 
salesman and then plated. A run off 
is then made and sent back to the 
salesman’s office where all mailing 
list names for that territory are 
maintained in the branch office 
mailing list index 

In our direct mail operation we 
want to enjoy the fullest confidence 
of our sales organization, so after 
a campaign we often send a brief 
questionnaire to ask for comments 
on how the campaign was received 
locally. We get a lot of answers, and 
many useful suggestions that we 
use in future campaigns. To further 
stimulate interest we _ publicize 
many sales made as a result of fol- 
lowing inquiries. This publicity ap- 
pears in the company house organ 
and in special bulletins carrying de- 
tails of how the sale was accom- 
plished together with a picture of 
the successful salesman 

Any organization ’s greatest 
strength, or weakness, is its sales 
force. Remington Rand _ salesmen 
are carefully recruited and trained. 
Each man represents an investment 
of many thousands of dollars. We 
want to give each salesman the sell- 
ing tools that can help him make 
the most profitable use of his time, 
knowledge and skills. We believe 
direct mail advertising is one of 


these tools ae 
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Marine spending will hit 
$1.8 billion this year ! 


Ship operators are planning to rebuild America’s 
merchant marine fleet. For the first time in 
years the future dollar potential of your market 
is definitely laid down. . . $1.8 billion right now, 
billions more for the next 15 years. And right 
now is the time for the most realistic selling pro- 
gram you've ever plotted . . . working harder, 
digging deeper, keeping costs under control... 
for your maximum share of this active market, 
greater net profits. You're going to need every re- 
source at your command... every selling weapon 
you can put to work and all the help you can get. 
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Make Marine Engineering /Log 
your second sales force 


Salesmen land contracts. But Marine Engineer 
ing/Log can do your prospect pre-conditioning 
save precious Sales time, cut costs. Nowhere an 
other magazine that matches its market so effi 
ciently. It covers every one of the many buying 
factors that you must sell, and keep sold. It gets 
to them (by invitation, the only ABC paper 
wherever they are, coast-to-coast, ship-to-shore 
It has the largest circulation in the field, but 
even more valuable . . . active readership among 
your own best customers and prospects. And a 
favorable cost-to-coverage ratio that means you 
can put a man-sized schedule to work MARINE 
ENGINEERING/LOG, Simmons-Boardman, 30 Church 
St., New York 7, N. Y 





® Before you can actually start to 
construct or look around for a list, 
you must decide what kind of peo- 
ple you want to reach. That means 
an examination of your direct mail 
objectives your reasons for using 
direct mail. 

If your objective is sales promo- 
tion, each of your products presents 
a different problem, to be judged in 
terms of your over-all advertising 
program for that particular product. 

You can approach each industrial 
product in the same way once 
you have decided to construct a 
mailing list for that product by 
applying three basic concepts. 


1. Decide what industries you want 
to reach. In general, your product 
will determine that for you. But 
some industries will lend them- 
selves to direct mail more than 
others some will be more effec- 
tively reached by other advertising 
methods. In some industries, sales- 
men may prefer you not to use di- 
rect mail to support their efforts 


2. Decide what companies you want 
to reach. Naturally, your most im- 
prospects 


portant customers or 


come first. Perhaps you only want 
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How to 
build a 
MAILING 
LIST 


Need to build an effective mailing 


list? Here's a basic guide based on the 


experiences of industrial advertisers. 


to mail to prospects, on the theory 
that customers are already in the 
bag. Whom your competitors are 
mailing (and selling) is another 
factor in picking certain companies 
and not others. 


3. Decide which people you want 
to reach. Each company on your 
list may be made up of: top man- 
agement, general administrative ex- 
ecutives, purchasing agents, produc- 
tion superintendents, maintenance 
and operations men, research and 
engineering personnel, product 
managers, architects and designers, 
methods men, safety personnel, ex- 
pediters, etc. Which of these are 
most important for you to reach? 
All you can do is judge each com- 
pany separately and have your 
sales staff confirm your analysis. 


This narrowing-down process will 
give you a specific idea of what 
kinds of names you want and how 
large your list is likely to be. It 
can serve to separate the final list 
into names that are most important 
to you and names that are of sec- 
ondary importance; handy informa- 
tion, when you want to make a 
limited mailing 


> Once you have decided what kind 
of people you want on your mailing 
list and roughly how large you want 
it to be, you are ready to do one 
of two things. You can shop around 
and purchase someone else's list 
or you can build one to your own 
specifications. 

Many factors will enter into your 
decision: the size of the required 
list, the individuality of your mar- 
ket, the frequency of your mailings. 
It may be too expensive to buy a 
list the size you require, or you 
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Only GAS HEAT 
Completely Covers this 
Bonanza Industry for YOU! 


This is the only heating magazine 100% 
devoted to gas heating and water heating. 
If you manufacture gas-fired heating or 
water heating equipment, or accessories, 
parts, and materials for this field, GAS 
HEAT can give you 4-Way advertising 
coverage of these sales levels: 


Gas Heating Dealers — 


the retailers whose principal dollar vol- 
ume comes from the sale of gas heating 
equipment. Because they specialize, they 
want a magazine devoted to just one part 
of the heating field. Your part! 


Gas Heating Distributors 
& Jobbers: These are the whole- 


salers who do most of the gas heating 
supply work in their local markets. They 
are highly prejudiced in favor of the gas- 
fired equipment they sell and which rep- 
resents their livelihood. They are natur- 
ally much interested in GAS HEAT’s 
specialized advertising and editorial ma- 
terial. 


Gas Utility Heating Men 


want GAS HEAT to be biased in favor 
of gas as a fuel. They’re only interested 
in gas heating themselves, and want their 
local dealers to feel the same way. They 
don’t want their dealers distracted by 
editorial material suggesting ways to sell 
anything other than gas heating. They 
buy thousands of subscriptions a year to 
GAS HEAT for their local dealers. 


Gas Heating Manufac- 


turers generally derive their greatest 
income from just one type of equipment 
— gas-fired, or the parts and accessories 
used in gas heating installations. GAS 
HEAT’s editorial and advertising pages 
are their basic information-source. 


Gas leads all fuels in heat- 
ing sales . . . GAS HEAT 
leads all magazines in gas- 
fired heating advertising! 


2 West 45th St., New York 36, N. Y. 


may not be able to find a list that 
some one else has compiled which 
will be close enough to your speci- 
fications. 

On the other hand, if yours is a 
one-shot mailing, it will probably 
pay to buy the best available list 
from a list broker or from a com- 
pany that deals in commercial lists. 

In the long run, the only fool- 
proof way of keeping close control 
over your direct mail efforts and 
correlating them with the rest of 
your advertising is to build your 
own mailing list. 


> The best place to begin digging 
for names is in your own backyard. 
Your company records should be 
a valuable source of names because 
they include people with a proven 
interest in your products with 
mailing addresses provided. 


® First check your past sales rec- 
ords. What companies purchased 
your products in the past? Who 
signed the order? Who was the 
purchasing agent and who _in- 
fluenced the sale? Whom did the 
salesmen on each account corre- 
spond with? This information 
should be in your records. 


© Check your general correspon- 
dence files. Who made _ inquiries 
about your products in the past? 
Was that inquiry converted to a 
sale? Don’t overlook the corre- 
spondence that your research or en- 
gineering departments have had. 


© Go over the records of your dis- 
tributor organizations if you can. 
You can explain that your direct 
mail campaign is going to benefit 
them as well as yourself. If they 
maintain credit records, you can 
find considerable information in 
credit checks. 


® Contact all of your salesmen and 
ask them to suggest the names and 
addresses that they would like on 
the list. In addition to their own 
records, salesmen often have an 
“informal file” of people in com- 
panies they are interested in. Ask 
them to make sure to include these 
names and any others they can 
think of. You might make up a form 
for this purpose. 

© Dont overlook your technical 
and sales service people. They often 
know important people in companies 
through their professional associa- 
tions or alumni connections. The 
executives in your company are in 
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TELEPHONE COMPANIES 


(BELL AND INDEPENDENT) 


SPENDING 
$2'% Billion This Year 
® 
Purchases Include Many 
Items Besides 
Telephones & Switchboards 





A post-card request sent to 
TELEPHONE ENGINEER & MAN- 
AGEMENT will bring a detailed 
list of the hundreds of items used 
in and around a telephone plant. 











TELEPHONE ENGINEER & MAN- 
AGEMENT'S Research Department 
is constantly preparing and furnish- 
ing to its advertisers and to manu- 
facturers contemplating selling to 
the telephone market statistics on 
volume sales, sales potentialities, 
proven methods of distribution, etc., 
etc. 


For 48 years 


TELEPHONE ENGINEER 
and MANAGEMENT 


(as the name implies) 


has been faithfully serving those men 
responsible for the selection and pur- 
chase of equipment and supplies 
which has recently reached the sum 


of $2!/, billion annually. 


Circulation — PAID 


TELEPHONE ENGINEER & MAN- 
AGEMENT'S current circulation of 
10,121 paid, 11,133 total — thor- 
oughly blankets all segments of the 
telephone market — Bell Companies, 
Independent Telephone Companies, 
REA's, Railroads, Governmental 
Agencies plus several hundred indus- 
trials. 

Write or phone re: potential market for your 

products: @ 1956 CATALOG-DIRECTORY, 


copies of TELEPHONE ENGINEER & 
MANAGEMENT, rate cards, etc. 


TELEPHONE ENGINEER 
Publishing Corporation 
Phone ROgers Park 4-3040 
7720 Sheridan Road 
CHICAGO 26, ILLINOIS 
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Mine Operators rely on 


cou. MINING 


im ~~ 


~——. 


Coal Mining's continuing re- 
ports on the growing importance 
of mine automation have won an 
eager audience of top men in 
bituminous and anthracite. They 
know that each issue contains 
valuable information on meth- 
ods, equipment and personnel. 

To reach men who buy, adver- 
tise in Coal Mining...the best read, 


most quoted coal publication. 
AA-1737 


> COAL MINING — 


4575 Country Club Drive « Pittsburgh 36, Pa. 
Serving the coal industry since 1899 











whatever 


your 


position 


You'll save time & money 
T | by using this 
{ 2p slefe Py 
| / 
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WOKE 
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mew YORK 
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——FALL RIVER, massty 


ELBE FILE & B 


Dept. 1-1 
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MAIL LIST.. 


continued from p. 209 


the same they know 


other executives that belong on the 


category 
mailing list. 


@ Take all the names you can gath- 
er by this informal process and list 
You'll find a 
you'll 


them geographically. 
lot of duplication, but 
find that you have the nucleus of a 
Send a copy of the 
names on this list which fall into 
each particular sales manager’s ter- 
ritory to that sales manager for con- 
firmation, addition or deletion 


also 


mailing list. 


To further supplement the list, 
your salesmen may be able to con- 
tact some of the accounts to inquire 
if any personnel would like to be 
on the mailing list. In other cases, 
you might be able to write to some- 
one you know in a company and 
ask who in his organization would 
like to be on a mailing list to re- 
“technical and 
material” about 


informational 
your products. Be 
sure to ask for the man’s full title 

Names secured in this personal- 


ceive 


ized way are sure to be interested 
prospects in the products you sell 
If these methods fail to 
enough quality names, then the next 
step is to 
available and fill out your list 


provide 


turn to the directories 


> There are literally thousands of 
directories from which you can pick 
names and addresses for your mail- 
ing list. The hard part of the job is 
culling out the 
from the 


most important 


names many available 
sources 

A good place to start is with an 
over-all guide to available direc- 
tories such as the Dartnell Directory 
of Mailing List Sources or the 
Guide to American Directories for 
Compiling Mailing Lists. 

The Dartnell Directory lists othe: 
directories under industry classifi- 
cations such as: Air Conditioning, 
Aircraft and Aircraft 
Owners, etc. Under each classsifica- 
tion you will find the name of the 
directory or available, 
each, the 
publisher 


Accessories, 


directories 
the number of pages in 
publication, the 
and publisher’s address, and the 
The Dartnell Directory con- 
tains 175 separate classifications and 


date of 
price 


may be obtained from the publisher, 
Dartnell Corp., 4660 Ravenswood 
Ave., Chicago. 

The Guide to American Directo- 


ries for Compiling Mailing Lists is 
published by B. Klein & Co., 27 East 
22nd St., New York 10. This guide 
lists available directories classified 
by 113 separate industries. For ex- 
ample, under the classification “Avi- 
ation Industry,” six separate direc- 
tories are mentioned, their contents 
are described, the price and the 
name and address of the publisher 
given 

A particular caution that must be 
with all 
paying close attention to the pub- 
lication date. Directories tend to 
be from 25-50% out of date after a 
year in circulation, and of little 
use as sources of names for a mail- 
ing list. Some publications, such as 
Poor’s Register of Directors and 
Executives issue quarterly supple- 
ments and maintain a service for 
subscribers who wish to check on 
changes in addresses. 


observed directories is 


names and 


» The 


your 


alternative to building up 
own mailing list is to pur- 
chase a ready-made list from a 
broker. The list broker functions 
as a middle-man who finds a list 
that will suit your requirements. 
He knows what lists are available 
from publishers, mail order houses, 
industrial etc., and he 
whom the list owner is 
willing to allow to use the list 
(non-competitors, in most cases). 
The list broker arranges for you 
to rent the list you want, and se- 
cures a release date that will pro- 
tect anyone else from mailing the 
same list at the time. Or- 
dinarily, you can rent a particular 
list only once and you pay the list 
owner directly. (The average price 
is between $15 and $20 per thousand 
names.) The broker receives a 20% 
commission from the list owner for 


companies, 
knows 


same 


his part in the transaction. 

national list brokers 
with branch offices and local list 
brokers dealing in particular ge- 
ographical areas. You can find their 


There are 


names in the local classified tele- 





bom tan oo 


“We've got a terrific direct mail 


idea, Floogle, and you're going to be 
part of itt!!’’ 














phone directory under the heading 
“Mailing Lists.” All brokers wel- 
come inquiries about your list 
problems at no obligation to buy, 
and many of them publish cata- 
logs of available lists which they 
will send you free of charge. 

The list broker will be glad to 
send you a list information card 
which usually will contain the fol- 
lowing information: the name and 
address of the list owner, a descrip- 
tion of his product, the source of 
the names on the list, the quantity 
of buyers or prospects and the year 
in which they bought, the unit of 
sale, the proportion of men and 
women, whether the list is arranged 
geographically, the form of the list, 
when it was last brought up to date, 
and the address to which you 
should ship material for addressing. 

The list broker, in addition to re- 
lieving you of the details of finding 
a list, can arrange for you to get 
parts or cross-sections of lists. For 
instance, if you wanted only certain 
occupations, certain geographical 
areas, or certain income groups, the 
broker could obtain those names 
from a more complete list. In most 
transactions involving a broker, you 
never see the actual list of names 
and the addressing is done by the 
list owner, but you have the guar- 
antee of the broker to rely on. 

Many of the larger list brokers 
have expanded their activities to 
include compiling and renting their 
own lists. Some list brokers have 
subsidiaries which perform address- 
ing, enclosing and mailing services 
— and some offer creative art and 
copy services. The prices of the 
lists usually include addressing, but 
there are additional charges for 
mailing and creative services. 

Other direct mail brokers offer 
other types of lists, some specialize 
in consumer and retail lists, others 
in foreign lists, others in racial and 
religious lists. You just have to find 
the firm that can supply you with 
the list you want. 


> At this point, it is important to 
mention the matter of list testing, 
although the subject is too compli- 
cated to cover in detail. If you have 
compiled your own list or if you 
have rented a small list from an 
outside source, the chances are that 
you will not have to go too deeply 
into the subject of determining how 
well your list pulls. But if your list 
is a complex one or if you intend 
to invest a considerable sum of 
money in an outside list, you will 
want to make sure you are dealing 
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. . . because it is the one and only experienced 
publication designed for and reaching all the 
important buying influences in the appliance and 
fabricated metal products manufacturing industry! 


MORE EDITORIAL CONTENT: BREE 


finish published over 650 pages of news, plant stories, technique and problem 
discussions and other features of prime interest to key management and oper- 
ating executives in appliance and metal products manufacturing plants — 59% 
MORE editorial content than the second magazine serving the field. 


WRITTEN BY TOP PEOPLE IN THE FIELD: 


As the recognized voice of its industry, finish draws liberally from top experts 
in the field as contributing authors. Such field leaders as these listed below, 
with many more of their colleagues, provided real idea-producing editorial 
meat for finish readers in 1955 alone: 


F. E. Timlin, Secretary-Treasurer 
Peerless Steel Equipment Co 


L. W. Seil, Plant Manager 
Fresh‘ndaire Div., Cory Corp. 


J. F. McDaniel, Vice-President 
Hotpoint Co. 


J. M. Leake, President 
Leake Stamping Co. 


L. E. Kiefer, Chf Prod Des. 
General Motors Corp. 


L. R. Irwin, Chief Product Engineer 
Day & Night Div., Carrier Corp. 


te ase ei is the one 


specialized, experienced publication serving its field. Its staff represents more 
than 75 years of actual field experience—with over 200 more years of practical, 
valuable experience available through the finish staff of regular technical con- 


Helen W. Kendall 
Good Housekeeping Inst. 


W. J. Donald, Managing Dir. 
Nat. Electrical Mfrs. Assn. 


sultants. 


More editorial, better editorial, experienced editorial leadership—sound reasons 
for top attention and top readership every month for finish. If you sell to the 
appliance and metal products manufacturing industry, finish belongs on your 





sales and advertising team! 
100% VERIFIED CIRCULATION 


Each of the over 10,000 industry- 
circulated copies of finish reaches 
a qualified specifier-buyer. 100% 
verification under BPA Audit regu- 
lations is your assurance of this 
fact. Your ad in finish is aimed at 
—and hits—an undiluted audience 
of sales prospects in qualified ap- 
pliance and fabricated metal prod- 
ucts manufacturing plants. 


ae (Baie PUBLICATIONS 


Established 1944 : 
YORK STREET at PARK AVENUE «¢ ELMHURST, ILLINOIS 
TErrace 4-5280, 5281 
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“Signs and Belts 


and Traffic Lights . . . 


Bandages and things 


Amazing, the thousands of articles 


ve 


bought for American communities by 


5600 POLICE CHIEFS 


who regularly read 


uniform and 
equip 
more than 


250,000 


POLICEMEN 
and EMPLOYEES 


No longer are Police Chiefs merely law- 
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with a productive series of names. 

Testing involves selecting a rep- 
resentative sample of your list, en- 
closing a return card (or possibly 
a free offer) in the mailing piece, 
and seeing how many returns you 
get. There are two important con- 
siderations in selecting a _ repre- 
sentative sample. One is the size 
of the sample. The larger the sam- 
ple the more reliable will be the 
Equally important is how 
the sample is actually selected, in 
order to insure that the results will 
be truly representative of the entire 
list. Only the trained statistician 
can select a sample in such a way 
that it is possible to estimate with 
a high degree of confidence, from a 


results. 


what you can afford to spend, the 
number of times you will want to 
mail the names on your list, the 
degree to which you want to break 
down your list into separate mail- 
ings, and the amount of information 
that has to be recorded for each 
name on the list. Each list is differ- 
ent and presents particular prob- 
lems. Some of the details of each 
method are as follows: 


1. On cards. Index cards (3x5” is 
the usual size) are convenient to 
store and to type names on. They 
are also easy to separate for any 
breakdown that is desired. Usually 
the breakdown is geographical to 
help meet the Post Office’s require- 
ments for third class bulk mailings. 
Different colored cards can be used 
to represent different sections of 
your list. Cards can be stored in 


enforcement officers. They take an active 
part in the ordering of entire communities, 
particularly in the smaller cities. They are 
concerned with every phase of municipal 
safety, sanitation, community progress and 
well-being 


small sample, what the percentage trays, in circular files, or in drawers. 
response would have been from the 
entire list. 

There is another reason for call- 
ing in the experts to advise you on 
testing procedure. They can save 


2. On sheets. 84x11” is a conveni- 
ent size sheet on which to keep a 
list that you don’t use too often. A 
secretary can type envelopes by 


Weapons, radio systems, safety devices, 
clothing, vehicles, parking meters, finger- 
print units, crime lab apparatus! YOU can 
sell MORE through the pin-pointed pages 








of this uniquely specialized magazine 
CALL THE POLICE for sales-expansion! 





Wm.C. E OPP «Associates 


1475 Broadway, New York 36, N. Y. 
BRyant 9-7550 


buy, SALESMAN 
WILL SELL MORE 


3. . 


THE PERFECT SALES KIT 


COMBINES A RING SINDER DISPLAY 
UNIT WITH HANDY ZIPPER CASE 


Attracts and holds prospect's atten- 
tion by setting up sales material at a 
30° angle when he is standing, or 
a 60° angle when he is 
pockets hold order pad 
etc. Weatherproof zipper 


SEND For Full Line Folder 


sitting. Two 
irculars, 
losure 


1720 West Washington 
CHICAGO 12, ILL. 
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Marketing 
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you from spending time and money 
on tests that would have no mean- 
ingful application to your mailing 
problems. In addition to testing lists 
for content, there is the even more 
complicated comparison 
testing (testing short copy versus 
long copy, for example). Eventually, 
the large-scale user of direct mail 
must deal with both types of testing. 


matter of 


>’ One of the important aspects of 
maintaining mailing lists is to have 
each list arranged in a way that 
mailings can be made as expedient- 
ly as possible. 

There is an excellent discussion 
of this latter problem in a publica- 
tion of the Direct Mail Advertising 
Assn., 3 East 57th St., New York 
22, titled How to Work With Mail- 
ing Lists. This publication, which 
goes into all aspects of mailing lists 
quite thoroughly, points out that 
there are six general methods for 
keeping lists. 


On cards. 

On sheets. 

On labels. 

In original form. 

On addressing plates. 

On electronic equipment. 


The last two methods are recom- 
mended only for very large and 
complicated mailing lists. Which of 
the other four methods you use 
depends on the size of your list, 


checking against the sheets. If the 
list is a long one, this method be- 
comes too cumbersome. Its big dis- 
advantage is that corrections are 
hard to make, and that additions 
and deletions make the list 
unreadable. 


soon 


3. On labels. Lists can be typed up 
on sheets of labels just as they are 
typed up on sheets. Several carbons 
of these label sheets can be typed 
at once, and they can be used each 
time a mailing is made. All a secre- 
tary has to do is tear off each label 
and affix it to an envelope. Labels 


offer the same disadvantage as 
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sheets in that corrections are diffi- 
cult to make. 


4. In original form. If your mailing 
is definitely going to be a one-shot 
proposition, you may want to keep 
your drawer full of typewritten 
lists, newspaper clippings, pages of 
directories or what have you. While 
this method is obviously cheapest, 
it is not recommended for succes- 
sive or selective mailings. 

5. On addressing plates. While 


hand addressing of envelopes can 
be done at the rate of an average 


cleaning laundry 


plants have 


smokestacks, too! 


If you count prospects by 


smokestacks, be sure you include 
America’s 30,000 cleaning-laundry 
plants. The cleaning-laundry plant is a 


factory in every sense of the word. 
It is a $2,000,000,000 business of 
manufacturing clean clothes. Take a 
look inside and you'll see there is a 
lot more than just suds and solvents. 


of 1,000 per day, and typewriter 
addressing can increase output to 
an average of 1,500 per day for an 
eight-hour day, mechanical ad- 
dressing machines are capable of 
tremendous speeds. Selectivity of 


names — picking certain names out 
of a list — is another asset. The 
Direct Mail Advertising Assn. has 
a report on this subject, Automatic 
Addressing. It explains the major 
automatic addressing systems, and 
the many variations within each 
system. 


> If you have a large enough mail- 
ing staff, you may want to handle 
the addressing and stuffing details 
yourself. But unless the mailing is a 
relatively simple one, or you have 
had previous experience with mail- 
ings of the same kind, you may find 
it cheaper in the long run to use the 
services of a mailing house. Mailing 
houses are equipped to perform a 
great variety of functions and to 
handle many different kinds of 
mailings. You'll find them listed 
in your local classified telephone 
directory under “Addressing & 
Letter Service.” 

Regardless of whether you use 
your own mail room or a mailing 
house, it’s a good idea to make up a 
check list of steps that should be 
followed in the mailing. The check 
list should contain these directions: 
1. The date you want the job com- 
pleted and the quantity desired. 
2. The number of different pieces 
in the mailing. 

3. A description of each piece to 
be inserted. 

4. The class of postage required. 
5. Instructions for assembling the 
mailing pieces (a diagram or a 
sample is helpful). 

6. The lists that should be used (be 
specific). 

7. The codes that may be used for 
each list (for testing purposes). 

When your mail room or mailing 

Continued on page 214 





BOILERS & STEAM SPECIALTIES— 
hot water and steam are prime 
requisites. Hot water heaters, re- 
turn systems are in demand. Unit 
trapping is common. 

VENTILATING AND AIR CONDI- 
TIONING—heat and humidity de- 
mand major attention to ventila- 
tion. Exhaust fans, unit cooling and 
air conditioning are in d d 





MATERIALS HANDLING EQUIP- 
MENT—trucks, carts, racks, and bas- 
kets are in daily use; also overhead 
and belt conveyors. 

PACKAGING EQUIPMENT & MATE- 
RIALS—a large plant will package 
in excess of 25,000 pieces per week. 
Paper and polyethylene products— 
automatic packaging equipment are 
in great demand. 


The above are but a few of the major industrial items used in 
cleaning-laundry plant operation. There ore more: valves of all 





types; maint e equip 


t; air compressors; delivery trucks; 


marking equipment; pumps and many more. 


The cleaning-laundry plantowner reads the publications of 
his industry and among these, first choice is Cleanin 

Laundry WORLD. The WORLD has the largest je“ 
circulation in the industry, carries more =. volume, 


has the lowest cost per thousand, and in the 


rst eight 


months of 1956 surged ahead with an 84-page gain over 
the same period in 1955. This gain is the largest in the field 
in total lineage, percentage of gain, and dollars gained. 
Editorially, the WORLD this year won the “Award of Merit” 
for Editorial Excellence in the IM 1956 Editorial Com- 
etitions. One project earlier this year brought in demand 
or over 55,000 reprints from readers and companies in 


the industry. 


Let us tell you the complete story at your convenience. 
Our men will assist you with complete market information, 
merchandising methods, and information on distribution. 


CLEANING LAUNDRY 


November 1956 / 213 








LEADS THE FIELD 


WANE & 


FIRST IN: 


1. ABC paid circulation 
Over 75% in first five ABC classifi- 
cations 

2. ABC renewals 
Average well over 70% for over 
ten years 
Advertising pages 
fer more than any ABC publication 
in the field 

4. Consulting engineers 
Largest circulation among foremost 
consulting engineers in the field 

For full information write, wire or call 


WATER & SEWAGE WORKS 


ABC ABP 
185 N. Wabash Ave., Chicago 1, Ill. 
155 E. 44th St., New York 17, N. Y. 











“We wouldn’t be without it,” Franz 
Ridgway says of the PORTLAND 
DAILY JOURNAL OF COMMERCE 


Ridgway, who heads Courtesy Credit 
Corporation of Portland, Ore., says he 
and his men check the Daily Journal of 
Commerce every day for at least eight 
items of information, 

“This gives us new business leads and 
protects our portfolio of loans,” he points 
out, 

People who read the Portland Daily Journal 
of Commerce every day include: 

@ General Contractors @ Manufacturers 
@ Sub-contractors 


@ Building Material @ Logging, Lumbe 
Dealers Firms 


@ Attorneys 


@ Architects, Engineers @ Financial Firms 


Daily JexveabséCommerce 


711 Southwest 14th Ave. 
Portland 7, Oregon 


Working Tool of 
Pacific Northwest Business 


MAIL LIST.. 


continued from p. 213 


house returns the addressed enve- 
lopes to you, be sure to check them 
as closely as possible. Check the 
quantities involved and examine a 
few envelopes from each package 
to make sure that all the pieces have 
been inserted properly. Include en- 
yourself in 
each mailing, so you can see in what 
condition your mail arrives. 


velopes addressed to 


> If your mailing list is being sup- 
plied by a list broker, or by any 
outside source that will not allow 
you to possess the list and address 
the envelopes yourself, the entire 
mailing procedure will take longer. 
The length of time added depends 
on how far away from you the list 
owner or the mailing house of the 
list owner is located, since shipping 
the envelopes back and forth in the 
mails is the time-consuming item. 
A typical time-table for a mailing 
that is addressed by the list owner 
and then shipped back to you for 
mailing might look like this: 


MAILING SCHEDULE 
Preparation and clearance of copy 
Allow 5 days 

Preparation of artwork 
Allow 10 days 
Production of stock and envelopes 
from the time order is placed 
Allow 21 days 
Shipping envelopes to list owner 
Allow 5 days 
Addressing time at list owner’s 
Allow 7 days 
Shipping addressed envelopes from 
list owner back to you 
Allow 5 days 
Mailing department preparation 
Allow 3 days 
Checking of envelopes and inserts 
Allow 1 day 
Release date to Post Office 
Mailing Day 


The above table is slightly on the 


pessimistic side, since it indicates 
that a mailing may take two months 
to process once copy has been writ- 
ten. Experienced direct mail users 
may perform all the above opera- 
time. But the 


table will give you an idea of the 


tions in much less 
steps involved and the importance 
of advanced planning 


> While your mailing is still in the 
planning stage, you should consult 
the U.S. Postal Manual for a de- 


tailed breakdown of all classes of 
mail, mailing rates, postal regula- 
tions and what you can and cannot 
do with envelopes, inserts, gadgets 
or gimmicks. Postal regulations 
change from time to time, so that 
you should again consult the Post 
Office before you go ahead with the 
actual mailing. 

You'll find the Post Office pro- 
vides many excellent services, but 

they cannot guarantee that your 
mail will be delivered on an exact 
date and they reserve the right to 
refuse mail at the last minute that 
does not conform to postal regula- 
tions regarding art or copy. Having 
the services of an authority on this 
subject may save you a lot of head- 
aches in the long run. The Post Of- 
fice will be happy to cooperate with 
you. 


> Mailing lists will not stay current 
unless they are “cleaned” by de- 
leting old names, adding new ones, 
and generally correcting them. Be 
sure to “clean” yours as often as 
practicable. If you rent a list, make 
sure that it has been “cleaned” fair- 
ly recently. 

In addition to sending the names 
on your list in to the Post Office as 
described in the last section, there 
are certain procedures that will help 
keep your list usable and profitable. 


1. Remove the dead wood. Those 
names that have not done business 
with you in a long time or have 
never answered any of your letters 
clutter up your mailing list. (Keep 
them in a separate list in case you 
want to use them later.) 

each of 


salesmen in 


2. Have the 

















BATTERIES 


HOW MUCH MONEY was 
spent for them by truck fleet 
operators last year? 


The greatest survey of the roll- 
ing market ever made shows— 


$37.1 MILLION 


FLEET OWNER KNOWS new 
market figures for 108 other 
major automotive products. 


See pages 26 & 27 


SELL CANADA'S 
$4 BILLION O.E.M. 
THROUGH 


A $4 billion great-growth mar- 
ket served only by this one 
technical business publication. 
DESIGN ENGINEERING’s 
6,200 personalized circulation 
reaches the very core of indus- 
trial growth, 

An established buying place 
—a vital source of information 
for all engineers who specify 
components and materials for 
original equipment. 

NIAA Market and Media 


file sent on request. 


Design Engineering 


A MACLEAN-HUNTER PUBLIC 


ATION 


481 University Ave., Toronto, Ont 
CHICAGO LOS ANGELES 


NEW YORK 
: LONDON, ENG 


“SAN FRANCISCO 


your territories correct their sec- 
tions of the list at least once a year, 


if possible. 


3. Check your list against new di- 


rectories as soon as they appear. 
Keep in touch with publishers and 


they may send you advance proofs. 


trade 
and 
keep up 


4. Follow the newspapers, 
magazines, alumni 
other publications 


magazines 
that 
with personnel changes. 


As an over-all check, it sometimes 
works wonders to write all the 
names on your list asking them if 
they want to continue to receive 
your direct mail efforts and to sug- 
gest others who might wish to do 
so. Often the replies will not only 
serve to “clean” your list, but will 
contribute many valuable additions 
as well. Be sure the growth of your 
mailing list is a “controlled” 
and that the size of your list doesn’t 
outgrow your needs. 


one, 


> Like every other advertising or 
promotional medium, the problems 
of direct mail are unique. The very 
finest of mailing lists must be used 
with discretion and judgment, and 
the artwork and copy to appear in 
a direct mail piece are distinctly 
different from that of other media. 
As in allied forms of advertising, it 
is often advisable to call in the ex- 
perts before embarking on a direct 
mail campaign, and to find out all 
you can about direct mail tech- 
niques as used by leaders in the 
field s 


Advertiser changes. . 


L. Thomas Plouff . . ha 


wi $4 
V € 


, David Piszczek, 


Horace P. Rowley 


Delta Power Tool Div. Ne 
i Byron E. Coon, 


maader 
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To effectively SELL to 
the huge GROWTH 
Appliance Industry — 


USE the ONLY 
publication 
exclusively 
edited for, 
and distribu- 
fed to ALL 
manufacturers 
of ALL 
appliances! 


A 7-BILLION dollar market 
in '55—due to double in 
the next decade! 


if YOU make or furnish any of 


| these basic materials, compo- 


nent parts, plant equipment or 
services... 


Finishings Equipment 
and Supplies 

Sheet Metal and Other 
Raw Materials 

Plant Equipment 

Sheet Metal Fabricating 
Equipment 

Materials Handling 
Equipment 

Fasteners 

Ceramic Insulation 

Wire Goods 

Glass Components 

Moulded Rubber Goods 


Insulation 

Plastics 

Custom Stampings 

Die Castings 

Name Plates 

Heat Control Equipment 

Appliance Accessories 

Electric Motors 

Electrical Heating 
Elements 

Hardware and Trim 

Castings and Forgings 

Electrical Components 

Shipping Containers 


. . » for any of the 1446 
manufacturers of these 
types of products... 


Knife Sharpeners 
Lawn Mowers 
Mixers and Blenders 
Radios 

Ranges 


Refrigerators 


Air Conditioners 
Broilers 

Clocks, Electric 
Clothes Dryers 
Coffee Makers 
Dehumidifiers 
Dishwashers Roasters 

Electric Bed Coverings Shavers 

Fans Sewing Machines 
Food Disposal Units Television Sets 
Fryers, Deep Fat 
Home Freezers 
Hotplates Waffle trons 
Ironing Machines Sandwich Grills 
lrons Washers, Clothes 
Kitchen Cabinets Water Heaters 


Toasters 
Vacuum Cleaners 


.--YOU’RE SURE to reach ALL 
buying influences in ALL 
these plants making ALL 
these products in... 
APPLIANCE MANUFACTURER! 


Now available to help you size up 
this huge ($7 billion) market: APPLI 
ANCE MANUFACTURER'S Audience 
study; an SIC analysis of the market 
and our 
WRITE 


APPLIANCE 
MANUFACTURER 


201 N. WELLS STREET, CHICAGO 6, ILL. 
PHONE: STate 2-4121 


statement, 
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Before & after . 


. The substantial pile at right above shows 
the bulletins that the new catalog (left) replaced. No wonder 


No more salesmen’s groans 


Gardner-Denver salesmen groaned under the weight of the old 
bulletins, often left them at home 


Gardner-Denver Co. builds 
a common sense catalog 


By Carson L. Ruyle 
Advertising Manager 
Gardner-Denver Cc 


Quincy, Il. 


® No method of 
with prospects, 
salesmen is more important to a 


communication 
customers and 


manufacturer than his catalogs and 
product bulletins. 

Yet, industrial catalogs and prod- 
uct or specification bulletins often 
verbose, excessively de- 
tailed, confusing and unwieldly. As 


become 


a result, they often defeat the pur- 
pose for which they were prepared. 

Frequently, the loss of sales may 
be traced to the impatience of an 
engineer or a purchasing agent with 
a manufacturer's agglomeration of 
data that defies interpretation. 

And losses in sales and prestige 
are not the only losses incurred by 
the manufacturer whose catalogs 
and product bulletins are too for- 
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Warning . . your catalogs can lose you sales. Here’s 


how one company’s two-year project fo simplify and 


improve its product information service paid off. 


midable or bulky. Such pieces al- 
ways are more expensive to pro- 
duce, handle and mail. 


Disquieting . . About four years 
ago, the Gardner-Denver advertis- 
ing department began to take stock 
of the quality of its product infor- 
mation service catalogs and 
product bulletins. The 
vealed were, to say the least, dis- 


facts re- 


quieting. 

The multitude of product cata- 
logs, each a full-blown masterpiece, 
too often gave the prospect more 
information than he had asked for 

or could use. Each ranged from 
four to 16 pages, and every page 
was loaded with detailed infor- 
mation that someone along the line 
surely 


of command thought was 


needed. Salesmen groaned under 


the weight of these catalogs. Too 


often, in desperation and from lack 


of space to stow them, stacks of 
bulletins were left at home. Usually 
those left behind were the ones the 
salesman needed most during his 
current trip. 

Gardner-Denver manufactures 53 
different basic products. Of these, 
there are 497 models and 1,582 
model variations. So you can see 
that any plans to streamline and 
Gardner-Denver cata- 
logs and bulletins involved con- 
siderable time and work. As _ it 
turned out, the project took two 


modernize 


years. 
The aim of the project was to ac- 
quaint buyers with the breadth and 
depth of the Gardner-Denver line 
— to emphasize the diversity of 
the company’s fields of activity — 
to make Gardner-Denver a better 
known, more dominant factor in all 
these fields. The company wanted 
to be sure to greet prospects who 
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Stand-up Even on shelf, catalog’s 


plastic binding does promotion job. 
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Satisfaction . . Ad manager Ruyle looks 


over catalog as job well done. 
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© AIR COMPRESSORS 


+ ROCK DRILLS + PUMPS 


-¢ 
GARDNER-DENVER 
| SUPER 5-1/2" 

) DHI43 DRILL 


+ HOISTS: + SLUSHERS 


+ LOADERS 
i 


Inside . . 
as bulletin for use as mail piece 


Convenient . . View of catalog’s cover Each page in catalog doubles 


shows plastic index tabs and binding 
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Opened up . . Because of plastic binding, catalog lies flat on customer’s desk, making 
for easier reading. Index tabs help customer find what he wants instantly 


ember 195¢ [27 





WHAT 


‘po YOU KNOW 


ABOUT 


| COTTON GINS 
_ AND OILSEED 
PROCESSING 
MILLS? 


THIS IS A MARKET 


that covers all cotton creas 
from California to the Carolinas, 
plus the Midwestern Soybean 
Belt. 


THIS IS A FIELD 


that represents a huge potential 
market for © Industrial 
Machinery * Farm Machinery ¢ 
Power Units * Processing 
Equipment ¢ Materials Handling 
and Transmission Machinery ¢ 
Solvents * Bags ® Insecticides * 
Scales ¢ Lubricants and 
hundreds of other 

industrial items. 


HOW MANY PLANTS? 
In roynd numbers — 7000, 
which includes cotton gins; 
cottonseed, soybean, peanut, 
flaxseed and other oilseed 
processing mills. 


COVERAGE? 


“The Press'’ has served this 
market since 1899, and offers 
you complete coverage, with a 
solid reader acceptance based 
on 57 years of accurate, 
responsible reporting. 


Write for circulation figures, rates, 
and brochures giving additional 
market dota. 


THE 

COTTON GIN 
AND 

OIL MILL 


$3 


3116 COMMERCE STREET 
DALLAS, TEXAS 


CATALOG .. 


continued from p. 216 


responded to its advertising with 
the most modern catalog and bulle- 
tin service they had ever en- 


countered. 


No ‘sacred cows’ . . The first step 
in the monumental job of compiling 
the general product bulletin to 
be called GP-100 


conferences of the “experts” key 


was to call 


personnel in the engineering, sales 
and advertising departments. 

Painstakingly, every catalog and 
product bulletin was reviewed. 
“Sacred cows” of catalog data often 
were dethroned or dehorned. De- 
tails, which could be eliminated 
without sacrificing pertinent facts, 
were made compact or deleted. It 
soon became apparent that the in- 
formation needed on each product 
could successfully be condensed to 
fit on two sides of one sheet of cata- 
log stock yet show sizes and 
models of each product. Two years 
of evaluation and revision passed 
before the new  bulletin-catalog 
system now in use was fully 
evolved. 

Gardner-Denver now has a cata- 
log made up in 11 sections cov- 
ering industrial, construction, min- 
ing and petroleum products. Each 
section is printed on _ different 
colored stock, with numbered sec- 
tion dividers projecting between 
sections in staggered sequence for 
quick, easy finding. A table of con- 
tents is printed on the inside front 
cover by sections, with each section 
numbered. 

Each page in the catalog is a 
complete product bulletin, contain- 
ing pictures of the product, sizes, 
specifications, engine speeds, capac- 
ities and other information a buye. 
of that particular product would 


want to know and no more! 


Varied uses . . Now Gardner- 
Denver has a complete catalog of its 
entire line industrial, construc- 
tion, petroleum and mining in 
one-page bulletin form. These same 
single-sheet bulletins can be used 


individually three ways: 


1. Salesmen can leave them with 


prospects 


2. They can be used to answer mail 


inquiries 


3. They can be used in direct mail 
advertising for any product in the 
line. 


It is possible now to leave a com- 
plete catalog with customers who 
now buy certain Gardner-Denver 
products and also are excellent 
prospects for other products. 

The new GP-100 bulletin is made 
to accommodate the 82x11” bulle- 
tin sheets, which are punched for 
insertion in the catalog. This 
makes it easy to add or remove 
bulletin sheets as required. The 
name “Gardner-Denver” is printed 
vertically down the back of the spi- 
ral plastic binding to make the 
GP-100 bulletin easy to find on the 
user’s shelf. An advantage of the 
spiral binding is that the pages lie 
flat when the bulletin is opened. 


15,000 copies . . The popularity of 
the Gardner-Denver General Prod- 
ucts Bulletin GP-100 — is re- 
flected in the requests made for the 
bulletin since publication. More 
than 15,000 copies have been dis- 
tributed to industrial and construc- 
tion prospects. 

Additional copies are placed in 
colleges and universities mining 
and engineering schools, mostly. In 


‘some schools, th: GP-100 Bulletin 


is used as a reference book, with 
one copy for each student in the 
class. Thus, the future construction 
or mining engineer is pre-sold on 
Gardner-Denver when he gets out 
into the field. 5 


ie 3 


= 


—_— 


Achegy, 


“Look, let’s just forget for a while tha? 
you’re a salesman and I’m a purchasing 
agent.” 





Advertiser changes. . 


rom f 


GET THE FACTS ON 
THE FULL SERVICE PLUMBING, 
HEATING & AIR CONDITIONING 
WVNe7-W41\13-ma-)4 20) :1 ae fo] UR a, lole}-)3 


Cushing " Hickey PLUMBING & HEATING BUSINESS REACHES 


G B. Cushi h k CONTRACTORS WHOLESALERS MANUFACTURERS 
eorge B. Cushing .. has been named 
pon es alae ie 21,861 2,960 1,048 
jirector of public relations and advertis 
ing, National Supply Co., Pittsburgh of which wholesalers selling 
manufacturer of oil field machinery and 15,649 do plumbing plumbing, heating and oTHer 454 
equipment. He has been manager and heating = igrerey,: ‘age? 
7 ; : ment, including all 
sales promotion, directing advertising 2,210 = plumbing members of the 3 TOTAL 
jevelopment and per 5a wholesaler groups — CIRCULATION 26,323 
812 doheating only Al, C.S.A. & W.P.HLL. 
in charge of these pro 3,190 unclassified * Each copy of PHB is 
‘ this time as to addressed to the indi- 
type of work vidual executive, in 
of the above— each of the above 
11,253 own stores 2,960 wholesalers, who 


A ld : NAPC has signed a request 
tional Assn. of Building Owners & Man 10,879 ore § J 
members or the magazine. 


ot, ee, Sone |G ganna: SerenernS 10,845 ore non-mem- EDITORIALLY DEVOTED TO THE 


im gee ena Oe ee cous | DEVELOPMENT OF THE CONTRACTOR 


and are credit- IN ALL PHASES OF HIS BUSINESS 


rated by D.& B. 
This is the only such formation: Contractor management and operation; 
h isi U hip; New product, 


extensive breakdown of : 4 

circulation of all the Retail mer - hee 

SuMF cascles, weal design and research data; Industry news . . its 

wre) Gaevres Sens. interpretation; Facts and methods; Market, price, and 
demand trends; Store planning; Regular departments 
written by recognized authorities in many subjects. 


of 
I | 


market 


recruiting and training, and will 


Walter F. Hickey .. formerly on the ad 


vertising and public relations staff, Na 





PHB’s editorial breakdown is among 8 areas of in- 








PHB DIRECT MAIL SERVICE... The Largest and Only Classified Lists 


PHB has the only classified mailing lists in PLUME 

Farley Barnett the industry . . . containing the names of + HEATING 
65,677 contractors (latest verified count) ess 
for exclusive use of advertisers only. The 
names are classified into eight categories 


PHB also maintains a list containing the 
names of 1,882 full-service wholesalers 
ond 3,641 partial service wholesalers . . . 
as well as the names of 1,900 manufactur- 
er's representatives. 


John Farley . . { 


ns zreel! 


ea marketing 


pins dinpgarleanc READER PREFERENCE OF THE THREE 
oe paca te FULL SERVICE MAGAZINES © ii me a | 


ind Ar 


h he 


chie 





ryne & 


Ge 1948 A. S. Bennett Associates — 7 ae 
piel aiccay af Lacie Tonae Pagets 1955 ~thuty by © Wore Air Heating 


56% 
1951 Barnard, Inc. Survey ‘Which publicetion do you 
49.4% “What Plumbers Read” rood most?” 


Charles C. Barnett, Jr. .. has been a = 1954 John T. Fosdick Associates PHB led all others! 


urvey 
na Wes manager in Last 1955—T tudies b Competin 
1 eu > sAUal aN4 aa , 44.4% wo studies yo ompeting 


Trade Magazine 
36.4%CHD) 
1 
list the magazines most 


“Which magazine appeals to 

you most?” 
32.63 PHB received most mentions! 
oa 1956—Study by o Heat Exchange 
| | | Manufacturer of all Industry 
pamesnc : helpful?” 
seemed PHB tied for first plocel 


Books 


} } r 
1s e€ 
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Robert C. Smith, formerly 


THE BEST INVESTMENT FOR ADVERTISING PLANS 


PLUMBING & HEATING BUSINESS 


130 East 59tn Street > Plaza 3-9177 * New York 22, N. Y. 


1 








CIRCULATION 
UP 


June 30, 1956 . 7,388 
Dec. 31,1955 . 7,111 


ADVERTISING 
UP 


Pages of advertising 10 months 
1956 


489'/2 


Pages of advertising 


1955 
467'/2 


Milk Plant 
Monthly 


912 Baltimore Ave., 
Kansas City 5, Mo. 


10 months 











issues per month 


reaching the south- 
east’s $5,500,000,000 
construction gold mine 
with 7,500 “ad-calls” 
per issue at less than 
2c per call 


expanded 
staff 


expanded 
coverage 


the South's 
oldest 


e + a : . 
Phone (collect) wire, write 


DIXIE CONTRACTOR 
P.O. Box 2120 Atlanta, Ga. 


Member ACP 
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Advertiser changes. . 


Schubert 


Gene R. Voigt . . for 


Herbert G. Schubert 


inted 


MacWhyte Co. ha, Wis. wire 
rope manufacturer, has appointed Russell 


J. Whyte as fie 


Norton Co... 


and Ralph M. Johnson, 


snarge It aprda 


Howard B. Johnson . . former 


Pearson 


John V. Pearson . . formerly in the 


1epariment 


Peter Lewis, formerly 


fertising man 


George U. 


C. Duane Roush .. former director of 

1dvertising and sales promotion, Servel, 
m1 

ries, Alma, 


1dvertising 


John Cozza .. former president, Cello 
has been named executive vice- 

-harge of sales, Diaphane 

ork and Philadelphia con 


packaging materials and 


Robert T. Sochor .. has been « 


ina saies manager 


New York, 
ind j. A. 


ers of the 


Singer Sewing Machine Co... 
Horgan as_ assistant 
ivertising and sales promotion depart 
industrial machines sales di 


f the 


Robert R. Maxwell . . formerly 


ira I governors 





Agency changes. . 


Batz-Hodgson-Neuwoehner .. St. Louis 


has been named handle advertising 


the Plastics Dept., General Electri 


Decatur, Ili. 


James F. Quinn .. former vice-president 
Ross Roy, has been named vice-president 
in charge of marketing, Robert Christ 


pher Agency, ( 


Vic Maitland & Associates .. Pittsburgh 
ll handle advertising for three divisions 
‘ 


pperweld Steel Co., Pittsburgh 


& Cable Div.; Plexo Div., and Ex 


Hartogensis Advertising Co. .. St. Louis 
has been appointed to handle advertising 
for Turner Electric Corp., East St. Louis 

manutacturer < f electric transmission 


ind distribution equipment. 


Bayless-Kerr Co. .. Cleveland and War- 
ren, O., has added the following new 
accounts: Glastic Corp., Cleveland maker 
f glass-reinforced plastics; 
Tube Co., Greenville, Pa. producer of 
welded stainless steel tube and pipe, and 
Swan Engineering Co., Bloomfield, N.] 


engineered tubing and pipe manufacturer 


Fuller & Smith & Ross 
1dded the following to its staff: D. D. 


Berolzheimer, has rejoined the agency as 


- New York, has 


1 copywriter; C, E. Jones has rejoined as 
an account executive; Jonathan Brady, 
rmer space buyer, Batten, Barton, Dur 
stine & Osborn, has been named a space 
buyer in the media department, and 
Martin P. Semans has been appointed 


the client service staff. 


W. Ayer & Son .. Philadelphia, has 
en name handle advertising for re 
paints, photo products, neoprene syn 
> rubber and dyes and fine chemicals 
juced by E. I. du Pont de Nemours & 


Wilmington, Del., effective Jan 
These accounts were formerly handled 


by Batten, Barton, Durstine & Osborr 


who will continue as DuPont's principa 


1gency. 


John Marshall Ziv Co. .. 


1dded DuKane rp., St Charles 
manufacturer f lectronics and s¢ 
systems, ana tw »w divisions 


Liebich and Periseal, producers 


reianuons 


John O. Gunn .. former 


manager ‘leveland Electric Illuminating 


has joined the staff f Bozell & 


Jacobs, New York. 


Rosberg 


J. Wesley Rosberg. . dir 


N , 
NeW 


f fasteners 
P 
Mah 


Richard O 


e-presiaen patien 


. Howe 


Boston 
Vaughan, 


manage! 


Ray Ellis Advertising . . 


has been named 


11 retaining rings 


Len Woolf Co. 
ned the Filor 


Stral Advertising Co. 
peen namea «agency 


shinc 


R, T. McClaughry 
ham, Louis & Br 


‘ity. George C. Grogan 
Kirk Wiles, ex 











Government Business IS Good Business! 


Get your share through time-tested 


Official Journal of AFCEA 


There’s volume and profit and PRES- 
TIGE on tap for manufacturers of com- 
munications and electronic equipment, 
but you've got to go at it the right way. 
Preparation of specs is very important, 
and Bee-line approach to the personnel 
who really count is most essential. 


Through the inexpensive pages of 
SIGNAL you reach the 10,000 primary 
Defense buyers and sub-contractors 
who, as members of the Armed Forces 
Communications and Electronic Asso 
ciation, firmly rely upon their ‘house 
organ” for authoritative information 
and news of current developments 
Equipment needs, technical improve 
ments, case histories authored by ex- 
perts—SIGNAL feeds it to ‘em, and 
how they do eat it up! To skim the 
very cream of Government communi 
cations orders, advertise your wares 
and services in SIGNAL. 


No wasted ammunition here 
.. every shot goes home! 
Investigate this Bee-line 

route to profitable 
Defense business 


Wm. C. Copp & Associates 


1475 Broadway, New York 36, N.Y. 





Here Are A Few Reasons 


WHY 
CNM...... 


TOP READERSHIP 


...In The Lower 
MISSISSIPPI VALLEY 


For the twelve month period, ending 
September, 1956, Construction News Month- 
ly published a total of 1,879 pictures which 
included 764 on-the-job pictures and 2.226 
pictures of identified personalities. 

e 
For the twelve month period, ending 
September, 1956, Construction News Month 
ly published 9.149 column inches of news 
and features. 

e 
For the twelve month period, ending 
September, 1956, Construction News Month- 
ly and Construction News (weekly) pub- 
lished a total of 18,030 column inches of 
bid news. 

* 


For additional information phone, 
wire or write 


CONSTRUCTION 
NEWS MONTHLY 


LITTLE ROCK, ARKANSAS 
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How to win a 3-wee 


It’s not difficult. If you work for an industrial advertiser or agency, most likely 
there’s a copy of Industrial Marketing’s “Market Data Book” within reach which you’re 
using regularly. Just write us a winning letter,“ How I Use The Market Data Book.” 


Thousands of advertiser and agency men are using IM’s 622-page reference on industrial markets, 
market potentials and media every day. We know that many new uses have been developed for this 


unique volume, but frankly, we don’t believe these many uses have become well enough known. 


First prize in the contest is a $1500 all-expense trip to Hawaii for two, includ- 
ing a choice of crossing the Pacific by sea or air. IM will provide the winner’s 
transportation to the west coast, where Happiness Tours takes over, arranging for 
all travel details, providing entertainment and sightseeing programs. The trip 
includes travel on the luxury liner S.S. Lurline, a stay at such hotels as the fabu- 
lous Royal Hawaiian Hotel on Waikiki Beach, visits to other islands and an entertainment program 


designed to erase business matters from the mind for three glorious weeks. 





a 


$1500 trip to 


The contest, which opens August 1 and closes December 1, is open to any 
industrial advertiser or agency man who uses the Market Data Book. 
Entries will be judged mainly on the ingenuity and variety of uses to 
which the many types of information are being used to study markets. 
select media, and plan research and promotion. In addition to the Hawaii 
trip, 20 additional prizes consisting of motion picture cameras—Eastman 


Kodak’s 8 mm Brownies—will also be awarded. 


Send your entry 
to the EDITOR, 


260 EAST ILLINOIS STRECT « CHICAGO IT, tEELINOTS 
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You'll be happy, too 
with results from your 


advertising in 


RURAL ROADS 


There are over 3,000,000 miles of rural roads in the 
U.S., out of a total of 3,400,000. 


Over half of the rural 


mileage (1,740,000) are 


County Roads. 


| 





The r 


rural mileage is State and Federal 


(700,000 miles), and Township (600,000 miles). 


Municipal mileage (370,000 miles) makes up the 
balance of the U. S. total. 


Thus, 89% of all U.S. mileage consists of rural roads. 


For Whom is RURAL ROADS Edited? 


RURAL ROADS is written for road engineers 
and officials because - 

In the State and Federal highway maintenance 
market, engineers and highway superintendents 
are the buying factors 

In the County and Township road construction 
and maintenance market, engineers and officials 
are the specifying and buying factors 


RURAL ROADS’ Coverage 


. For the State and Federal highway maintenance 
market: Complete coverage, deep penetration. 
. For Counties: Complete coverage of all 
County Engineers or other technical men, 
Board Members, and key appointed officials for 
County Road construction, maintenance, admin- 
istration and operation. 
For Towns, Townships and Special Road Dis- 
tricts: Coverage of buying and specifying road 
engineers, superintendents and officials. 
As a Plus: Complete coverage of the engineers 
and officials of the Canadian national, provin- 
cial, county and township road field for con 
struction and maintenance. 
As another Plus: Coverage of all maintenance 
engineers and maintenance superintendents of 
the Turnpike maintenance market. 


RAL ROADS 


RURAL ROADS’ Editorial Policies 


In broad outline, RURAL ROADS’ policies are 
linked with its circulation coverage. 


* Promoting lew-cost road work. 


* 


* 


* 


* 


Opposing diversion of highway revenue to 
other than highway work. 
Promoting qualified engineering 
read expenditures. 
Pr ing applicati of Sufficiency Ratings to 
proposed road improvements, on which to 
base priority and types of construction. 
Promoting construction by contract. 
Promoting ecenomically justifiable 
surface types. 
Factual reporting. Prevocative editorial writ- 
ing. 
Publishing articles on the technical aspects of 
read construction and maintenance written in 
colimiana « 


control of 





highway 





Mentioni manufacturers’ names, or equip- 
ment tr mark, in picture captions and in 
text, when it helps the reader gain a better 
understanding of the procedure discussed. 


All types, kinds and sizes of road construction and 
maintenance equipment are used in the RURAL 


ROADS market 
construct and maintain 


road jurisdictions 
roads. The Bureau 


Over 18,000 


rural 


of Public Roads estimates that these jurisdictions 
own equipment valued at $1,200,000,000 and re 
place one-eighth, or $150,000,000 worth, annually 


Re 


through— 


each the buyers and specifiers of your equipment 


1 + . ; 
materials in the United States and Canada, 


A Gillette Publication 
22 WEST MAPLE ST., 
CHICAGO 10, ILL. 








Attention! 
MAGAZINE PUBLISHERS 


We offer you full facilities plus central- 
ized tocation for printing, binding and 
mailing your periodical publication, 
either sheet-fed multi-color letterpress, 
offset or web-fed offset. Ample paper 
supplies available. 


For detailed information, write 
M.F.A. Publishing Department 
202 South 7th, Columbia, Missouri 





If you wish to reach the 


coal trade use 


\ PT? 


)| ) Wiel / 
10) PAIN | 


CHICAGO 
Manhattan Bidg. 


NEW YORK 
Whitehall Bidg. 


for over 70 years the leading 
journal of the coal industry 
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All of these marketing helps are 
available free. To get them, just 
cirele the numbers of the items you 
want on the reply card on the facing 
insert and drop the card in the mail. 
Industrial Marketing will pass your 
requests on to the publisher or sup- 
plier who offers the material. 


11Q1/Circle on Readers 

A durable market 

for durable goods 

i I M Zi Topeka, Kans. 

on a survey 
list, 

me nsiruc- 


nd insulation 


1102/Circle on Readers 
Here’s a caddy for 
the lecture course 


iealiet 


1103/Circk rvi 
Foundry production trend 
up 30%, this brochure says 


neaaers wer’'vice 





1104/Circle on Readers’ Service Card 
Four-part portfolio 
describes railway market 

Simmons-Boardman Publishing Corp., 
has issued a four-part portfolio containing 
individual brochures, each of which cov- 
ers in detail one aspect of the giant rail- 
road market. 

The bocklets cover what the market 
buys; its size and its outlook; the industry, 
by function and buying power; features 
of Railway Age, and the need for a 
“dual sales approach” to sell the mar- 
ket. 


1105/Circle on Readers’ Service Card 
New magazine offers 
free sample copies 

Concrete Construction, Chicago, is mak- 
ing available sample copies of its first 
issue, dated September, 1956. The publica- 
tion aims its editorial material directly at 
the concrete builder and is circulated 
through producers of ready-mixed con- 
crete, who buy copies and distribute them 
to their most important customers, The 
publication claims a 12,000-copy circula- 
tion total for its October issue. 


1106/Circle on Readers’ Service Card 
What's it take to build 
$51 billion worth of roads? 

Pit & Quarry, Chicago, has released a 
folder, “Are You Headed in the Right 
Direction?” which presents graphically 
statistics in connection with the nation’s 
$51 billion road building program and 
its needs in plants, equipment,’ supplies, 
labor and pit and quarry materials. 

The brochure makes the major point 
that without such products as sand and 
gravel, crushed stone, cement, bituminous 
materials and crushed slag, there could 
be no road building program undertaken. 





ear! 


1107/Circle on Readers’ Service Card 
Dial your way to find 
buying influences 

A circular “slide rule” that shows at a 
glance where buying influence lies in a 
modern manufacturing plant is available 
from Factory Management & Maintenance, 
New York. Listed on its rim are 78 prod- 
ucts commonly purchased by plants, while 
grouped in its center portion are 37 plant 
operating functions. A slot in the dial, 
when set against the rim-listed product, 
reveals the numbers of the operating 
functions involved in the product's pur- 
chase. The reverse side of the dial shows 
the departments in which those functions 
are centered and the actual number of 
people likely to exert buying influence. 


rketing 


1108/Circle on Readers’ Service Card 
Capital investment forecast 
for bituminous coal industry 

Coal Age, New York, offers reprints of 
a published survey indicating that the 
bituminous coal industry will spend up to 
$1.5 billion for new equipment and facili- 
ties to raise its production capacity nearly 
150,000,000 tons by 1960. 


1109/Circle on Readers’ Service Card 
Market and media file 
for prefab home book 

A new market and media file has been 
issued by PF, the Magazine of Prefabrica- 
tion, Washington, in accordance with the 
recommended outline form of NIAA. 

Continued on next page 


® Pleose prifit or type information belew 
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1108 


COMPANY 








1112 





PRODUCTS SOLD 





1116 





ADDRESS 








City & ZONE 


*Note inquiries for items listed not 
serviced beyond Feb. 15, 1957 








BUSINESS REPLY CARD 
First Class Permit No. $5. Sec. 949 P. L. & RB. Chicege, I. 








ee ee ee ee ee ee ee ee ee ee ee eee ee ee ee ee ee ee ee ee ee ae ee ee 


Readers’ Service Dept. 
INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, IIL 





MARKETING AIDS.. 
continued from previous page 


1110/Circle on Readers’ Service Card 
Here are estimates of 
materials in prefab homes 
Prefabricated home production during 
1955 was three times the volume reached 
in 1948, says this folder from PF, the 
Magazine of Prefabricatien, Washington. 
Included is a listing of estimated quanti- 
ties of some 34 kinds of materials and 
equipment used in producing 1955’s 93,000 
prefabs. 


1113/Circle on Readers’ Service Card 
How plumbing, heating, air 
conditioning contractors buy 

The 25% of the nation’s plumbing-heat- 
ing-air conditioning contractors who em- 
ploy more than one man reveal their work 
and buying habits in a folder offered by 
the Contrector, New York. Entitled “The 
Man You Have to Sell,” the brochure 
shows, among other things, the method by 
which such contractors buy, and the tools 
and equipment they use. 


1112/Circle on Readers’ Service Card 
Publication distributes 
third file enclosure 

Enclosure No. 3 for its recently dis- 
tributed market and media file has been 
issued by Air Conditioning, Heating & 
Ventilating, New York. It deals with re 
sults of a survey conducted by the publi- 
cation among the field's engineers and 
contractors relating to their judgment of 
the value to the reader of each of eight 
regular monthly features carried by the 


magazine, 


1113/Circle on Readers’ Service Card 
How not to miss 
the boat market 

An eight-page brochure, “The Marine 
Market” says, “Hurry! Don't miss the 
boat!” The brochure has been issued by 
Marine Engineering/Log, New York. Pres- 
ent and future states of the marine market 
are analyzed, and charts are included 
which show types and amounts of ex- 
penditures in the field. The brochure also 
presents detailed information about the 
publication's editorial pages, advertising 
rates, circulation, etc. 
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First Class Permit No. 95, Sec. 34.9 P. L. & R. Chicago, Ill. 
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PRODUCTS SOLD 


City & ZONE 


*Note inquiries for items listed not 
serviced beyond Feb. 15, 1957 


1114/Circle on Readers’ Service Card 
Media and market file issued 
for plant maintenance field 
Industrial Maintenance & Plant Opera- 
tion, Philadelphia, has made available its 
newest media and market file, based on 
the recommended NIAA outline. In addi- 
tion to revealing replies to the standard 
questions, the file includes an alphabetical 
list of products purchased by men in the 
magazine's field of distribution — worth a 
total, according to the publication, of more 
than $15 billion each year. 


1115/Circle on Readers’ Service Card 
Canada today and Canada 
as it will be in 1980 

"The Canadian People and Their Mar- 
ket’ has been issued by Maclean-Hunter 
Publishing Co., Toronto. It is an eight 
page, filesized brochure presenting sta- 
tistics of Canadian market areas, popula- 
tion, per capita income, housing, automo- 
bile ownership and other basic data, both 
nationally and by provinces. 

These marketing figures are projected to 
their anticipated 1980 levels, based on es- 
timates included in briefs filed by industry 
earlier this year with the Royal Commis- 
sion on Canada’s Economie Prospects. 


1116/Circle on Readers’ Service Card 
Importance of new markets 
stressed in IEN book 

A 20-pege booklet is available from 
Industrial Equipment News, New York, 
based on the theme that new products 
create new markets and in turn lead to 
prosperity, increased employment, higher 
living standards and greater profits. Titled 
"Your Markets Are Changing,” the booklet 
notes that the seller's need for new mar- 
kets matches the prospect's need for new 


products. 


1117/Circle on Readers’ Service Card 
Writers and photographers 
organize to serve industry 

Industrial Communications, New York, 
is a new organization established to han- 
dle case histories, annual reports, tech- 
nical articles and other services for in- 
dustrial organizations. A four-page leaf- 
jet describes its method of orcanization 
md the services it offers. 








Media changes. . Oil Forum 


Fred W. Smith .. 


tive in Birmingham, Ala., has | 


Philip D. Allen 


forme 


McGraw-Hill Publishing Co... New Y 
has named Martin J. Gallay, forn 


ith Hitchcock Publist 


1 Donald O. 


Rubber Age .. New 


fective Feb. 


Ingenieria Internacional Construccion . . 
New York, will include its Annual Direc 
tory Issue as a regular part of the pub- 
lication available to all subscribers effec 

making the July, 1957 


Directory Issue. jo, has moved 43 





Give the Gift 
you'd like 
to get yourself... 


Go to your local store and see all of the attractive, 
imported Hennessy gift packages in a wide range of 
prices to fit your gift needs. No matter which you choose, 
yours will be a gift of good taste that is sure to please. 
kkk 

ARMCHAIR SHOPPING SERVICE 
Hennessy is available everywhere, but you can now 
send Hennessy Cognac as a gift to friends and business 
associates in 30 states. For complete information, 
write, wire or phone: Beverage Gift Service, Dept. H, 


City National Bank Bldg., Beverly Hills, Calif. CRestview 1-6286 
kk 


The World’s Preferred COGNAC BRANDY 


84 Proof ¢ Schieffelin & Co., New York 


Factory Equipment & Production . . 


Browder 


Joser:: B. Mason . 


Reese Browder, 


Bayne A. Sparks, 


Jerome J. Brookman 
John E. Crain .. 


manage! 


Craig Espy .. 


AOE tg 


edd oo ee 


has 
as 


tor; Walter 
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% ae remembers the man 


He launched a balloon that 
opened a new electronic market! 


IRE salutes Wilbur S. Hinman, Jr., with an award given 
to a man in government service who has made outstand- 
ing contributions in the field of radio and electronics. As 
director of the Diamond Ordinance Fuze Laboratory in 
Washington, D. C., Mr. Hinman contributed much to 
perfecting the proximity fuze. His work with radio 
sondes from weather balloons in the upper atmosphere 
created new markets for electronic equipment to help 
us forecast weather with greater accuracy. Mr. Hinman 
is a radio engineer who seeks and finds knowledge that 
benefits all as he grows in his field. IRE always remem- 
bers the man who builds markets for products and 


creates jobs for people. 
WILBUR S. HINMAN, Jr., recip- 


ient of the IRE Harry Diamond The Institute of Radio Engineers is a professional 
Memorial Award, 1956... for his Society of 50,000 li lect ° ° devoted t 
contributions to the electronic art ociety OF ov, rac oi ectronic engineers ~~ e ” 
in the fields of meteorology and the advancement of their field of specialization. Their 
Proximity fuzes. official publication, Proceedings of the IRE, is concerned 
solely with these men and their accomplishments. And 
Proceedings of the IRE is the only engineering journal 
in the radio-electronic industry exclusively edited by 


and for radio-electronic engineers, 


Earth satellites, FM, TV, radar, computers, color TV} 
transistors, scatter propagation, solid state electronics 
... all that is history making in radio-electronics is first 
presented, then followed step-by-step in its develop- 
ment, on the pages of Proceedings of the IRE in authori-; 
tative articles by the men behind these advances. 


IRE remembers the man! Is it any wonder that the men 
remember IRE? Best way to get products remembered, 
if they are sold in the radio-electronics field, is through 
advertising in the pages of Proceedings of the IRE for 
...if you want to sell the radio industry, you’ve got to 
teli the radio engineer! 


THE/I\INSTITUTE OF RADIO ENGINEERS 


- 
i Proceedings of the ff IP iE 
pC E \ Adv. Dept., 1475 Broadway, New York 36, New York 
v ® Chicago * Cleveland * San Francisco * Los Angeles 
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Eager beaver readers 
get all the breaks 


The lukewarm reader wants information, too, 


say the Copy Chasers. . and he’s just as wise 


as the avid reader to cheap tricks to seduce him 


= Why is it that the quality of the 
advertising directed to the OEM 
market is generally much superior 
to what you'll see in magazines 
published for vertical and 
other horizontal markets? 

Perhaps it’s because the people 
who produce the advertising think 
it’s easier to get advertising read by 
- so they don’t 


most 


design engineers 
have to work so hard at it. 

They may consider the design en- 
gineer, because of the nature of his 
job, to be more eager for informa- 
tion — and for a wider variety of 
information — than other titles. 

They are probably right. It is 
reasonable to expect that the design 
engineer’s function creating new 
things — requires him to be more 
receptive to new ideas, to be open- 
minded in his approach to new 
assignments. Also, a design engi- 
neer, never knowing what he'll 
come up against next, must expose 
himself to a wide range of ways of 
doing things (and things for doing) 
in order to be prepared for new 
problems. 

Unlike 
and (unfortunately) many manage- 
ment men, who are chiefly con- 
cerned with doing more of what 
they’re doing today — only cheaper 
— the design supports 


purchasing, production, 


engineer 


himself by doing different things 
differently. So he is more depend- 
ent than upon his business 


publications, which he uses for ex- 


most 


ploring, dreaming and gathering up 
a fund of miscellaneous information 
against all sorts of possible future 
needs. 

So perhaps the design engineer is 
a better reader of advertising 
and the 
knowing this, figure they don’t have 
wooing 


advertising producers, 
to waste time and space 
readership: they can get right down 
to business and deliver what the 


reader is looking for. 


Just less eager .. The advertising 
producers, of course, are wrong if 
they think they need to woo less 
eager readers, in other fields, with 
cock-eyed layouts, arty or irrele- 
vant visualizations, and indirect or 
fancy copy approaches or, as an 
alternative, blast the reader with 
brag-and-boast. Less eager readers 
are just less eager, that’s all, but no 
more likely therefore to respond to 
cheap advertising “theatricals.” It’s 
too bad that many advertising peo- 
ple fear that ideas and information 
are so unwelcome in the field that 
they have to use devices to attract 
attention and encourage reading. 
But they use devices less in ad- 


OK 


as inserted 





vertising to OEM, so it may be 
profitable to examine, in this ses- 
sion, a few ads which the Copy 
Chasers consider to be representa- 
tive of what the design engineer 
will find in Design News, Machine 
Design and Product Engineering 

in the hope that something will be 
gained that can be applied to ad- 
vertising in other fields. 
Cone-Drive 
gears. Half the ad is simply a chart, 


Take this one for 


horsepowers plotted against center 


distances. Copy explains that 


“we've plotted the mechanical 


horsepower capacity of Cone-Drive 
worm gear speed reducers against 
distances,’ and the 


their center 





“DO-IT-YOURSELF” 


800 
100 
r 600 
500 





400 


300 


HORSEPOWER 











Prove the difference in 
worm gear speed reducers 
yourself. Here’s how... 


; Drive gearing’s dout 
specifications, ask for Bulletin € 
u immediately w.thout obligati 











Cone-Drive 


invites the reader 





reader is invited to “plot the cor- Z ea ge Ges gg mies ee eS ae ' . 


responding ratings for the speed re- i, = F 
ia rs 7 ; se usin ot alan ; ; ‘One Woldes Truarc Ring Saves a Pound in Weight! 
27S ou Tre wD Ls :) - ‘ ¥ * ‘ 
en . ” . 4 ‘ "| Replaces Cast Retainer Plate and Four Screws 
ning to use.” The copy concludes : : | 
th in k ; Z Denison Vone Type Pump/Metor 





with the prediction, “We 
you ll be surprised at the results.” 


Speaks designer's language . . 
“One Waldes Truarc Ring Saves a 
Pound in Weight — Replaces Cast 
Retainer Plate and Four Screws” 
is the kind of headline we think 











will make the design-minded man 


pause. Below it are (1) photo of : Phocians ea 














Denison Vane Type Pump/ Motor; 
(2) brief description of operating 
requirements; (3) drawing and an pen 
“AE icy & on ee 
brief description of shaft seal sub- stitial icy BY a 
assembly which included “one cast PACKINGS an 7 
. CORPORATION 
retainer plate plus four socket head esa tw ta 
cap screws” and required “skilled 
labor, machinery, time-consuming 





Weees Truare Qreeving Teo 


careful adjustment”; (4) drawing International Packings twist it, pry it, stretch it; Truarc . . headline gives pause 
and brief description of shaft seal 
subassembly using Waldes Truarc 
beveled retaining ring which “takes bly is quick and easy, more eco- lustrated in an ad about IPC (In- 
up accumulated tolerances rigidly, nomical.” ternational Packings Corporation) 
prevents leakage around shaft, .. . “Twist It... Pry It... Stretch bonded case seals and washer seals. 
is one pound lighter.” Also, “assem- It” is a headline that is suitably il- It’s “positive bonding — rubber to 
metal.” Ad fails to tell how this is 
accomplished other than as_ the 
“result of a chemical affinity be- 
tween these unlikely components” 

- but at least the properties are 
demonstrated in the illustration. Ad 
also includes 16 tiny diagrams of 
various arrangements: bonded case 





“rate seal, straight lip with garter spring, 
eres etc. 

*Indiana Steel Products Co. uses 
the currently popular interview 
‘meee technique to develop a story on 
: “How temperature affects magnets.” 
_—tniiedinieaemame a Seales The interviewee is Dr. Rudolf K. 


and production tecilitien Tenzer, scientist, I.S.P. Co., whose 
How temperature affects magnets words might be expected to carry 


Answer 


An intrrew with Du. Radel Tones, aint, more weight with the reader than 
the conventional claim-and-brag 

copywriter’s. 
The Q’s and A’s are prefaced as 


follows: 


Cattle Magnets’’ protect Bessie 


from stomach-aches 


Question 





pol te INDIANA 
WE (mDiamA STEEL PRODUC (Company 
ranasso, nolan PERMANENT 


Sotto MAGNETS 

















Indiana Steel Products magnets in a cow’s stomach 
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Wie 


ee a= a 


Product- “design engineers make markets gro 


They created super-machinery 
to build super-highways 


COMPARE the marathon pace of today’s road 

building machinery to the sluggish ‘“inch- 
along’? methods of just a few years ago. Horse- 
drawn scoops, old-style cement batching, tedious 
hand-finishing — all replaced by high-speed, road- 
building marvels. Developed by America’s design 
engineers, these products account for a fair share 
of the construction equipment industry’s $1,838,- 
000,000 investment. 

Today, more than ever, product-design engineers 
are doing big things for products and people. 
They’re creating NEW MARKETS AND MAKING 
THEM GROW. 


These product “idea men’ hold the responsi- 
bility for America’s design progress. They are the 
men who evaluate and select materials, equipment 
and methods to effectively execute Company proj- 
ects. Because Product Engineering authoritatively 
presents new developments of interest and im- 
portance to them—more than 33,700 product design 
engineers have made Product Engineering the 
pace-setter publication in its field. 

To reach these men who make markets grow, 
advertisers put more pages, and invest more 
dollars, in Product Engineering than in any other 
design magazine 


In the $34-billion original equipment market 


A \ 


....... makes sales grow 


The McGraw-Hill Magazine of design engineering 


Product Engineering, McGraw-Hill Bldg., New York 36, N_Y. 
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COPY CHASERS.. a : 
continued from p. 228 Origin, Observation » self-locking UNBRAKO 


and 


Following the Q’s and A’s, two Present-Day Control of “Boinng:”* J that won't work loose 


more items complete the ad: a 


. ~ They simpli i . 
paragraph on the company’s new ; \ & y simplify design and — 
: | save production time 

plant and an illustrated paragraph Pee 

on a magnet called a “cattle mag- . 4 " king i 

net” which is fed to a cow, remain- =a <s hing. : | 

ing in her first stomach, gathering eS : o ; mana } 

metal such as nails and wires a r(y . : 4 
k RAK A : 7 





cow sometimes swallows, and keep- 
ing it from passing into her other 
stomachs (she has four, you know), 
where it could cause great distress. 
Quite an ad and an O.K. As IN- 
SERTED to copywriters ROBERT S 
AITCHISON, vice president, and DALE 
PETERSON, assistant account execu- 
tive, Fensholt Advertising Agency 
Chicago. 
Reflections on ‘Boinng’ . . Sigme ee cae IE UNsRAKO SOCKET SCREW DIVISION 


STANDARD PREGSED STEE CO 


Instruments has cleverly whacky te 
ad on “Origin, Observation and ; : 
. Prarl Sereet, Se Braimeres, Boston 85. Mame Ze anntown MEE peers vara 


Present-Day Control of ‘Boinng!” 
which it is attested by a footnote 
is a “technical paper by Herr 


Doktor Ing. Helmut N. Greindlout- 














information with a whacky twist, Standard Pressed Steel . . powerful 


ten presented at the 1956 World 
Conference on the Forces of Ricov- 
erbrigational Pingschafft in Ham- 
burg.” 

Sigma ads do a lot of kidding, but 
never at the expense of failing to 
interest readers in the product for 
sale, as a reading of the ad will 


show. 


Standard Pressed Steel has a 
powerful spread announcing Un- 





brako socket screws “embodying 
the Nylok self-locking principle.” 
Large, clear photographs show how 
the nylon pellet “keys itself into 
the mating threads ... forces 
How a new idea in wire threads together, and locks the 
cleaned up a brush production problem screw securely.” Other photos show 
various types of socket heads Ny- 
lok-equipped. 
*Read this copy for National 
Standard: 


maTionas + MOLES, MICHIGAN 
Twe Wire ted Bods ond Tope 


ATHENA STE DOVEHON + CLIFTON, m4 WACKER LITHO MACHINERY + AIRSET CITY, 4 
Pot Magh Corben Cold Rolled Spring Stee! Specie Mochinery tor Mere! Decorering 


RT YROWDS WHEE DIVISION - BION, HLIMONS WORCESTER WIRE WORKS DIVISION - WORCESTER, mass 
Indveirio! Wire Com Rovnd ond Sroped Stee! Wire Smell Sites 


A beautifully simple layout, good 
photo of crimped brush wire, clear 











National Standard . . beautifully clear and simple 


230 / Industrial Marketing 





they transferr 


Not forgotten but certainly gone... the clerk’s 

scratchy pen, his fine Spencerian sums so 
painstakingly figured .. . replaced by electronic 
“brains,” for which product-design engineers’ 
brains get the credit. Machines that compute and 
print in minutes the month’s work of a whole bat- 
tery of mathematicians . . . dash off intricate cost 
figures or instantly equate the stress and strength 
of materials and parts in aircraft, missiles, machine 
tools, etc. 

This electronic segment of the O.E.M. has grown 
from a $700-million business to a $6.8-billion 
goliath over the past ten years. During the next 
ten years, industry leaders are planning for an 
additional 100% increase. 





} 
- 
| 
; 
i 


Today, more than ever, product-design engineers 
are doing big things for products and people. 
They’re creating NEW MARKETS AND MAKING 
THEM GROW. 

News of these often astonishing accomplish- 
ments by industry’s ‘idea men’ has become a 
daily occurrence. And in their intensified search 
for new materials, components and ideas to com- 
plete even more challenging projects, over 33,700 
product-design engineers have made Product En- 
gineering the ‘‘pace-setter”’ publication in its field. 

To reach these men who make markets grow, 
advertisers year after year put more pages, and 
invest more dollars, in Product Engineering than 
in any other design magazine. 


In the $34-billion O. E. M. 


product-design engineers make markets grow 


--....makes sales grow 


The McGraw-Hill Magazine of design engineering 





po! licone News 


R ESIGN ENGINEERS WN 


WESTINGHOUSE USES SILASTIC 
m NEW Low COST CONNECTIONS 





CURVIC’ COUPLINGS—wwheat they are 
and how they can help i Me EM, your product 





Dow Corning, Gleason, Du Pont. . 


COPY CHASERS.. 
continued from p. 230 


typography and more copy like the 
sample above explain “How a new 
idea in wire cleaned up a brush 
production problem.” An 0.K. AS IN- 
SERTED to R. S. WARREN, Griswold- 
Eshleman Co., Cleveland, who 
wrote this ad, and to A. C. LIPP, as- 
sociate art director of the agency, 
who laid it out, for Worcester Wire 


newsy headlines set the pace, 


Works Division of Nationa!-Stand- 
ard. 


Copy can’t miss .. We wonder 
why we don’t see more headlines 
like this one: “Curvic Couplings - 
what they are and how they can 
help improve your product.” Fol- 
lowing a headline like that, it would 
be difficult for a writer to fail writ- 
ing informative copy. 

News 


Dow Corning’s “Silicone 


informative copy follows 





Forwond — Reverse — even Sideweys 











Alcoa . . solid stuff with friendly cartoons 


/ 
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Moving parts made of ZYTEL’ nvton resin 
are economical and durable 





for Design Engineers,’ a colored 
insert printed in newspaper fashion, 
offers articles with such headlines 
as: 

“New Silicone Bonded Mica Tape 
More Flexible, Easier to Handle” 

“Westinghouse Uses Silastic in 
New Low Cost Connection” 

“Assure Efficiency of Electronic 
Microscope With Silicone Pump 
Fluids” 

“Silicone Coating Cuts Cost of 
Ceramic Electrical Insulators” 

And, in case the reader has been 
made interested in Silicone prod- 
ucts, there’s a list of “Dow Corning 
Publications on New Developments 
and Technical Data” to write for. 

Du Pont has a similar insert 
called “Du Pont Product Engineer- 
ing News,” carrying articles headed 
by: 

“Moving of Zytel nylon 
resin are economical and durable” 

“Du Pont Alathon provides long 

life for scrubber handling hydro- 
fluoric acid” 
*Alcoa’s four-page black-and- 
white insert, called “Alcoa’s Up-to- 
Dater on Impact Extrusions,’ has 
some easy-reading copy “concerning 
rules for selecting impacts, finishing 
alloy selection, for- 
ward-reverse-sideward impacts and 
some impossible jobs. All solid stuff 
with very few commercials for to- 
morrow’s design supervisors.” 


parts 


techniques, 


Continued on page 234 





ord 
“parks buying 


in expanding cera 


GLASS, PORCELAIN ENAMEL, WHITEWARE, 
electronic ceramics, floor and wall tile, glass fibers, 
architectural porcelain enamel panels, and other 
ceramic products are being mass-produced in tremen- 
dous volumes in industrial plants across the country. 


opening fast-growing markets for raw materials, 
clays, silica and numerous chemical additives for 
purity, color, finish, strength and workability. 


. and for processing equipment and material, 
mixers, grinders, sprayers, tanks, firing apparatus, 
refractories, extruders, presses, dryers, compressors, 
control systems, pottery plasters, insulations, testing 
devices and many others. 


. and for materials handling equipment, 
high temperature conveyor systems, hoppers, loaders, 
unloaders and various other automatic tools. 


Production 


* 19,466,640,000 glass 
containers produced every 


year... 136 for every 


person in the U.S.A. 


BL \( 
4 i / \ & 


} 
» 


% 350,000 ceramic 
electronic parts are used in 


a single B-52 bomber. 


-T 


—a—- 
To ay | 
{ 
“a 
% 700,000,000 sq. ft. of — 


metal surfaces’ covered by 


porcelain enamel annually. 


ther leading building industry publications. 
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COPY CHASERS.. 


continued from p. 232 

And so it is solid stuff, but the 
tone is friendly and the words are 
pleasant. In fact, they’re so pleasant 
we're going to ask you read some: 


And so on. 


Westinghouse . . drama for the future 


234 / industrial Marketing 


A lurking idea? .. The insert 
(which, incidentally, is clearly il- 
lustrated by the comic artist Os- 
born) also includes pictures of five 
shapes, of which the copy says: 


Why can’t industrial advertising 
contain more writing in that nice 
relaxed style? An OK AS INSERTED to 
copywriter HUGH REDHEAD and ac- 
count executive EDWIN LEET, both of 
Fuller & Smith & Ross, Cleveland, 
who wrote the copy, andtoF&S& 
R art director CLARK ROBINSON 


Motor men fall down . . Speak- 
ing of advertising to design engi- 
neers, we can’t state that it is all 
as good as the samples up ahead. 
For example, we deplore the great 
waste of money due to the failure 


of motor manufacturers, generally, 


TOMORROW 


A Standard Motor 
That Can Live With Water 


the New Life-Line 4/ \s Another Step Closer 


Westinghouse again . 


to find a channel of communication 
(or at least a language of communi- 
cation) acceptable to designers. 

In a recent issue of Product En- 
gineering, there were 22 ads on 
motors, two-thirds of a page or 
larger. Their Readex 
from 24% down to zero. Let’s have 
brief descriptions of a few. 
>» 24 — Westinghouse, 2 pages, 
black & bleed. Left-hand 


page given over entirely to a photo 


scores ran 


white, 


of a motor running under water. 
Headline: “A Standard Motor That 
Can Live With Water.” Dramatic — 
but copy admits such a motor isn’t 
here yet — “Westinghouse is work- 
ing toward a standard motor that 
can ‘live’ with water like this to- 
morrow.” 

> 10 Westinghouse, one page, b& 
w. Headline is “How Westinghouse 
new right-angle gearmotor delivers 
32% more power.” The large illus- 
tration is a drawing illustrating an 
“exclusive match of gearing” which 
results from “use of helical gearing 
to gain maximum efficiency from 


high lead-angle worm gearing.” 


Copy is strong citing power in- 
creases at various ratios and 330% 
more gear-tooth area to support the 
load. Can’t understand why this ad 
doesn’t score higher. 

8 General Electric, two pages, 
full color, on insert stock. 75% of 
spread is handsome color photo- 





How Westinghouse new right-angie 


gearmotor delivers 32% more power 





better than its score? 








graphic portrait of a motor. In the 
headline “General Electric An- 
nounces New Industrial Direct- 
Current Motor.” There’s quite a bit 

of copy, but it consists mostly of goal tromaaait 
claims, with few specifics. We think y \Steryccanpiearreanage 
that “8” is pretty poor for a new tes _taaeaeteinasteaeaa 
product announcement that cost so 

much to publish. 

> 6 — Leland Electric, one page, 

b&w. Top half of page is a photo of 

a gas station attendant filling a 

tank, with the pump in the fore- 

ground. “New submersible pump 

motor” is the headline, and a sub- 

head promises that it prevents 

vapor-lock. Copy is good. This ad 

was aimed at a special market; 


rrent Motor 


loads of design engineers wouldn't 

be interested. So the ad is better ; cement @ tuecraic 
than its “6” would indicate. We F 
wonder if it couldn’t have been dif- 
ferently handled to interest pros- 
pects for explosion-proof motors 
other than gasoline pump motors. 

> 5 — Louis Allis, one page, b&w. 
An unfortunate tipped-this-way, 
tipped-that-way layout keeps is to check our new insulation”), but out “Here’s how it works!” Seems 
ad about a motor running for 1% the 
years in water from scoring up with 








General Electric . . too costly? 


tered in an erratic style. Very in- background, attempt to show how 
teresting story (“We wouldn't do the wind blows. In a small box, 
this to a motor. But somebody did, lower right, diagram and copy spell 


layout man got in between the like a worthwhile message, but 

2 ee message and the reader. maybe it was an “addy” appear- 

Westinghouse’s ad on a similar sub- e : 
>» 5 — Delco, one page, color. We ance that cut the reading down to 

ject. Illustration is a motor in a bet this would have done better a mere 5. ) 

tank of water, with background without the color. Again, it’s some- 

blacked out to permit several let- thing new — “Both bearings get 

tered legends in white. Copy is cool air in new Delco Electric Mo- 

made to appear as though typed on tors’ — and a series of arrows on 

a memo pad. Headline is hand-let- the motor, cut-out against the red 
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NEW submersible pump motor! | Drea oven 
LELAND announces a new, fully U.L. Approved es ‘ . 
60-cycle pump motor that prevents vapor-lock! 





Both bearings get cool air in [ses now n woms 
new DELCO Electric Motors! 


Better cooling increases bearing life and reduces 
maintenonce on héavy-duty TEFC units 
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MODERN INDUSTRY DEPENDS ON PUBLIC WORKS 


PUBLIC WORKS are the foundation on which all 
modern industry and living rest. Present needs, $115 
billion. Highways, streets and airports for delivery of 
goods, travel for business or pleasure; water supply 
for fire protection, household use and _ industrial 
processes; sewage, waste and refuse collection and 
disposal to safeguard health; power for home appli- 
ances and factories. 


WHO BUYS. Providing all these facilities as well 
as allowing for other utilities is the responsibility of 
the engineering and technical administrative officials 
of the cities, counties and states plus their consultants 
and larger contractors. Readers of PUBLIC WORKS 
Publications, they specify, recommend and direct the 
purchases of equipment, materials and services used 
in this basic industry. These readers are the vital 
buying influences in this huge closely-integrated 
market. 


PUBLIC WORKS PUBLICATIONS. PUBLIC 
WORKS Magazine each month delivers the full- 
dimension editorial content they demand, supervised 
by editors with “in-the-industry” experience and 
checked by The Eastman Research Organization. The 
annual STREET and HIGHWAY MANUAL and 
Catalog File, The SEWERAGE MANUAL and Cata- 
log File, The WATER WORKS MANUAL and 
Catalog File, spell out the requirements for each step 
in planning, completing and insuring the availability 
of these basic elements for modern living and its 
industry. 

SEE HOW you can take advantage of proven read- 
ership among buyers of your products through adver- 
tising in PUBLIC WORKS Magazine. Inserting your 
literature in the MANUAL completes all your other 
promotion by keeping your sales message available 


when purchases are being considered. Ask for detaily » * 


PUBLIC 
ms WORKS. 


Publications 


200 SOUTH BROAD STREET RIDGEWOOD, N. J. 


ADVERTISING OFFICES ALSO IN — CHICAGO — CLEVELAND 


SAN FRANCISCO — LOS ANGELES — KANSAS CITY 





LETTERS 


to the editor 





Amazed that business men 
‘swallow publicity blue sky’ 


= Congratulations on putting a 
stiff editorial finger in your August 
issue on a sore spot that plagues 
every editor ... the abuse of pub- 
licity. 

What always amazes me, more 
than the fact that PR men promis- 
cuously mail out these releases, is 
that manufacturers are gullible 
enough to believe the PR men when 
they tell of their plans and expected 
results. 

Business men who are practical, 
hard-headed, facts-and-figures men 
in every other way will swallow 
pretty sizeable chunks of Publicity 
Blue Sky when properly presented, 
I guess. 

Your October issue was a honey. 
Several things in it attracted me. 

Bos VEREEN 
Associate Editor, Hardware Re- 
tailer, Indianapolis, Ind. 
[For the other part of the story .. 
what publicity can do when handled 
properly .. see the articles on pages 
144D and 150.—Ed.] 


Unaudited publication like 
butcher without a scale 


# Your “Editorially Speaking” in 
the August issue of Industrial Mar- 
keting is excellent. 

We have a letter from an adver- 
tising agency this morning with the 
following: 

“You may have the enclosed 

news release of our product 

on an absolutely exclusive 
basis provided that you fea- 
ture it with photographs and 

devote at least a page and a 

half to it.” 

A second port of your editorial 
refers to the c an heard suggestion 
that publishers,untytake the task 
of eliminating tsf@worthy media. 
Why is this the publisher’s task, and 
just what can he do about it? 

These “unworthy” publications 
cannot exist without the adver- 
tiser’s dollar. To me it’s like buying 


from a butcher who doesn’t have a 
scale. Can you imagine the wife of 
any advertising manager buying a 
steak from someone who told her 
that she would have to accept his 
word for the weight? 

Ask any experienced circulation 
manager why a publication does not 
have its circulation audited. Don’t 
ask the publisher. Circulation man- 
agers will also tell you the differ- 
ence in being audited by an organ- 
ization such as ABC as compared 
with being audited by BPA or 
CCAB. They know better than any- 
one else on the publisher’s staff. 
Ask the space salesman of an “un- 
worthy” publication 
swers when he is asked about his 
unaudited circulation claims. 

It all adds up to the fact that 
when the buyer demands an audit 
of the 
purchase 


how he an- 


circulation before he will 
space, the number of 
audited business publications will 
be 100% of those in existence. 
STANLEY R. CLAGUE 
Vice President, The Modern 
Hospital Publishing Co., Inc. 


Warns of need to sirecamline 
if discount houses hit indusiry 


= Your “Can 
Discount Houses Invade Industry?”, 
INDUSTRIAL 
considerable 


interesting article, 
in the August issue of 
MARKETING 
food for thought. 


provides 
However, as a former aggressive 
merchandiser of portable electrical 
appliances, a one-time exponent of 
fair trade, the man responsible for 
influencing the Westinghouse Port- 
able Appliance Division to abandon 
fair trade, and one who has studied 
discount houses and their operation 
for almost 20 years, I believe that 
you are under-estimating the qual- 
ity and importance of discount- 
house merchandising. 

Some of the statements the author 
makes are incorrect when applied 


to the consumer field. I would say 


1. Discount houses do_ include 


Keep the Road Show 
Going All Year 


The Special Road Shou 


Gillette Heavy Construction Catalog will 


Edition of the 


be distributed to an additional 3,000 cus- 
tomers and prospects, over the 19,500 key 
buyers of heavy construction equipment, 
materials and supplies who regularly re- 


ceive it. 


Whether or not you plan to exhibit at 
the 1957 Road Show in Chicago, this spe- 
cial edition is a Road Show in itself, be- 
ing placed by the publisher and by you 


right into your prospective buyer’s office. 


Gillette y 1997 


Special Road Show Edition 


HEAVY CONSTRUCTION 


PREFILED CATALOGS | 


EQUIPMENT +» MATERIALS - SUPPLIES | 
CONTRACTORS 


for ENGINEERS 


PUBLIC OFFICIALS 


GILLETTE CATALOG SERVICE 








This is the Prefiled Method of distrib- 
uting catalogs. Properly filed and indexed, 
easy to find—always available. This is the 
way these buyers of your equipment like 
to receive your catalog or buying informa- 
tion. And, it costs much less than direct 


mail. 


You can also reach 20,000 key 
buyers outside the United States 


World Construction Catalog 


Gillette's 


(Eastern Hemisphere) is distributed to 


10,000 English reading government of- 


ficials, contractors, engineers, importers 


and agents in the Eastern Hemisphere 
Europe, Asia, Africa, Australia, New Zea- 


land and Island Possessions 


Gillette's Catalog File for Latin America 


(printed in Spanish) is used by 10,000 


responsible buyers in Latin America. 


Write for descriptive literature 


Gillette 4 Catalog Serwéice 


22 WEST MAPLE ST., CHICAGO 10, ILL. 















CUT EXHIBIT COSTS 


WITH INGENIOUS PRE-FAB UNIT 
SELF-CONTAINED, SELF-SHIPPER 
costs less with each usage 
versatile © flexible © sturdy 
* opens to fit up to 10’ booth 

* 3," plywood and 1” 
lumber 

* fluorescent lighting with 
plastic illuminated name 
plate 

* perforated panels for 
product display 

* side shelves—cabinet 
storage 

* clothes hanger space. 

Colorful washable finish. 

Installs and dismantles in 4 

minutes. 

$425.00 


ACTUAL PHOTOS UPON REQUEST 


SELEXOR DISPLAYS, 


312 E. 95th St. ° New York 28 
Call Dan Kingsley 
ATwater 9-8347-8 











ADVERTISING AND SELLING 


message, story or 


cement will carry more 


re attention, 
s when told on 
ng 82x 11, 


LARGE es | = od tonthn with 
CHOICE 


y headings 
5 copies to 
il want to 
ples. Perfect for 
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Prepared by art and 
copy experts 


READY 
FOR FAST | 
DELIVERY / 
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prehensive sample as- 
Just attach this 
letterhead. No 
Do it NOW! 


rtment 


your 


18 E.48TH ST.,NEW YORK 17,N. 


PHONE Eldorado 5-0025 


JUST PUBLISHED 
DIRECTORY OF ASSOCIATIONS 


Useful Reference Source for 
@ Libraries @ Unive t @ Publishers @ Manu 
f s @ Mailing L Houses @ Sale Adver 
tising, Public Relations and Research Executive 
EXAMINE FREE FOR 10 DAYS 
ENCYCLOPEDIA OF AMERICAN ASSOCIATIONS 
List 2. Trade, Business, Professional Whole 
Scientific Educationa Socia 
Societ and Chambers of 
state, national and foreign 
national headquarter 
members staff 


membership and 
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f Reta.! 
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group description of 
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Sent on 10 day FREE trial exan 
nation. Order from GALE RESEARCH CO. 
247 Kenworth, Room 2011, Columbus, Ohio 
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Announcing a new 


SAW MILL HANDBOOK 


Edited by Henry C. Atkins 
Formerly Supt of E. C. Atkins Co. Published 
by the publishers of 

CHAIN SAW AGE 


Portiand 66, Oregon 
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LETTERS .. 


continued from p. 237 


warehousing. More frequently than 
not than 
those of the so-called legitimate re- 


their stocks are larger 


tailers. 


2. Discount houses do carry parts 
and provide service. 


3. Technical assistance is available 


in the sale of consumer prod- 
ucts. It will be found that discount 
houses such as Masters’ Mart, E. J. 
Korvette 


equipped to 


and others are well 


provide any service 
that is needed and in a good many 
instances do a better job along this 
line than some of the independent 
retailers. 

familiar with the dis- 


I am not 


count house in the sale of industrial 
products but feel that here, too, if 
the economics work that way, the 
wholesale will 


industrial supplier 


have to streamline and modernize 
and, in effect, match the discounter 
all along the line, if he expects to 
retain the business. 


R. M. OLIver 


Patience a virtue in selling 
ad budget to management 


8 I am much obliged to you for the 
very favorable treatment you gave 
my comments on “ad budgets” in 
your September issue 

As you so correctly pointed out, 
the 


“the 


key to this whole subject is 
climate.” However, a good cli- 
mate often takes much time to cre- 


ate, especially when dealing with 


people not familiar with industrial 
advertising. During the period that 
the good climate is being created, 
the advertising manager 


must ex- 


ercise patience and not press his 


company into “running” before they 
have gained confidence in_ his 
knowledge and ability to lead them. 

Equally important is the ability to 
take a 


view, 


“company” 
that the 
vertising department is not the only 


broad, over-all 


and recognize ad- 
important part of a company’s op- 
the 


manager 


erations. 
the 


Incidentally, sooner 


advertising develops 
this capacity, the sooner the “good 
climate” is achieved. 

HERBERT S. WARMFLASH 
Manager, Stapling 


Machines Co., Rockaway, N.J. #8 


Advertising 





MACHINERY 
ASSISTANT AD. MGR. 
FOR CALIFORNIA 


Large industrial machinery manufactur- 
er in Southern California offers fine op- 
portunity in expanding Advertising De- 
partment. Experience must include copy 
writing and creative planning of ma- 
chinery or machine tool advertising in 
all aspects. Send resume, photo, ref- 
erences, and salary required. Box 529, 
c/o Industrial Marketing, 200 E. Illinois 
St., Chicago 11, Illinois. 











-CLIP THE CLIPPER’ 


Like many other BIG NAME firms, you, too, 
can clip monthly Clipper art for striking, origi- 
nal layouts that can be produced in a jiffy. 
Free sample. Yours to use. Address... 


MULTI-AD SERVICES, INC. 


Box C-806, Peoria, Illinois 


Statement of the Ownership, Manage- 
ment, and Circulation Required by the 
Act of Congress of August 24, 1912, as 
Amended by the Acts of March 3, 1933, 
and July 2, 1946 (Title 39, United States 
Code, Section 233) 

Of Industrial Marketing published 
at Chicago, Illinois, for October 1, 
cept semi-monthly in June. 

1. The names and addresses of the publisher, 
editor, managing editor, and business managers 
are 

Publisher, G. D. Crain, Jr... Chicago, Illinois 


monthly 
1956, ex- 


Editor, None 

Managing Editor, M. B. Kingman, Chicago, 
Illinois 

Business Manager, C. FP Groomes, Chicago, 
Illinois ‘ 

2. The owner is: (If owned by a corporation, 


its mame and address must be stated and also 
immediately thereunder the names and addresses 
of stockholders owning or holding 1 percent 
or more of total amount of stock. If not owned 
by a corporation, the names and addresses of the 
individual owners must be given. If owned by 
a partnership or other unincorporated firm, its 
name and address, as well as that of each in- 
dividual member, must be given.) 

Advertising Publications, Inc., 200 E. 
Street. Chicago 11, Illinois 

G. D. Crain, Jr., 200 E. Illinois St., Chicago, 
lil., G. R. Crain, 200 E. Illinois St., Chicago, 
Itl., S. R. Bernstein & A. B. Bernstein, 200 E. 
Illinois St., Chicago, Ill., O. L. Bruns & M, S. 
Bruns, 200 E. Illinois St., Chicago, Ill., C. B. 
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Crain & E. Crain, 200 E. Illinois St., Chi- 
cago, Ill., Estate of Jane C. Ivie, Chicago, 
Illinois, Crain, 238 E. 23rd St., 
New York, N. Y.; J. B. Miller and M. A 


Illinois 


Miller, 409 S. Second” Ave , Maywood, Illinois; 
B. G. Rehm and H. M. Rehm, 4308 Churchill 
Rd., St. Matthews, Ky.; G. L. Hamlin and E. 


K. Hamlin, Route 1, Vandalia, Michigan; Mary 
C. Sanders, 611 Barton Place, Evanston, Ilinois; 
Jessie W. Crain, Box 2059, Carmel, California. 

3. The known bondholders, mortgagees, and 
other security holders owning or holding 1 
percent or more of total amount of bonds, 
mortgages, or other securities are: None. 

4. Paragraphs 2 and 3 include, in cases where 
the stockholders or security holder, appears 
upon the books of the company as trustee or 
in any other fiduciary relation, the name of the 
person or corporation for whom such trustee is 
acting; also the statements in the two paragraphs 


show the affiant’s full knowledge and belief 
as to the circumstances and’ conditions under 
which stockholders and sqerity holders who 


do not appear upon the bi .s of the company 
as trustees, hold stock d securities in a 
capacity other than that of a bona fide owner. 

5. The average number‘ of copies of each 
issue of this publication sold or distributed, 
through the mails or otherwise, to paid sub- 
scribers during the 12 months preceding the 
date shown above was: (This information is 
required from daily, weekly, semi-weekly, and 
triweekly newspapers only.) 


G. D. CRAIN, Jr., Publisher 
Sworn to and subscribed before me this 7th 
day of September, 1956. 
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(My commission expires May 11, 1960). 
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EDITORIALLY 
SPEAKING 


Crusade for Business Paper Audits 


One of the leading business publications, serving a 
great and growing industry, was recently elected a 
member of the Audit Bureau of Circulations. There is 
nothing especially remarkable about this, except that 
this fine publication has just celebrated its twenty-fifth 
anniversary. The question is why it took so long for 
this excellent journal to decide that its advertisers were 
entitled to know how much circulation it was deliver- 
ing, who the readers were, and where they were lo- 
cated. 

This particular magazine is in a field where there are 
many publications, ranging all the way from good 
to indifferent to bad. It has been my belief for a long 
time that the top-flight business journal which does not 
supply a circulation audit is simply holding an um- 
brella over the weaker publications with which it is 
competing, enabling them, in many cases, to get by 
with shoddy or at least questionable practices in the 
circulation area. 

The reason many good business magazines are not 
audited is really a reflection of advertiser indifference. 
While many advertisers and agencies pay lip service to 
the importance of audits, their space buying practices 
do not indicate that they are really convinced that ad- 
vertiser confidence in media and the prospect for con- 
tinued advertising growth are directly related to the 
availability of audit reports covering the circulation of 
the media in which they are investing hundreds of 
millions of dollars. 

For this reason I have been pleased and encouraged 
to note that the American Association of Advertising 
Agencies has been suggesting that its members promote 
the audit idea to media departments, so that the latter 
will call the attention of business publishers to the 
interest of the agencies in buying space with the aid of 
impartial, independent audits of circulation. 

Aside from the primary interest of buyers of adver- 
tising in verified circulation, it seems to me that the 
publisher who is trying to conduct his business in a 
business-like manner can hardly afford to be without 
an outside audit of his circulation operations. It is 
just as important and necessary for him to have an 
expert appraisal of the performance of his circulation 
department as it is to have an independent auditor 
look over his financial records and report on how he 
is doing in this area. 

Circulation operations represent one of the most 
important and costly divisions of the publishing busi- 
ness. No matter how a publication is circulated, 
whether by paid subscriptions, controlled distribution 
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. . . The top-flight business journal which does not sup- 
ply a circulation audit is simply holding an umbrella 
over the weaker publications with which it is competing. 











or a combination of these methods, it costs money to 
build lists, carry out fulfillment procedures, handle re- 
newals or verification tests, and in general assure good 
service both to readers and advertisers. If the job is 
poorly or carelessly done, it means that the publication 
is wasting money which otherwise could be expended 
in improving editorial service or adding additional 
facilities to assure advertising results. 

Thus the publisher who plans to participate in the 
tremendous growth of advertising, which has been 
particularly outstanding in the field of industrial and 
business paper advertising, is unnecessarily handicap- 
ping kimself if he fails to use one of the established 
audit bureaus for the purpose of putting his circula- 
tion operations on a sound, business-like basis, and at 
the same time giving his advertisers assurance that his 
statements are factual, objective and verified. 

Perhaps the comments at the beginning of this edi- 
torial may suggest that only the leading media in each 
field can afford to submit to audits. However, it is my 
observation that any publication which uses an audit 
bureau service, whether it happens to have the largest 
circulation and advertising volume in its fieid or not, 
immediately improves its competitive position. The 
publisher is saying to his advertisers and prospects, “I 
have an audience of important buyers whom it will 
pay you to address with your sales messages. I am 
proud of them, and am glad to tell you all about them. 
Here is my audit report. Look it over and see what I 
have to offer.” 

Any publication which uses verified circulation 
audits is demonstrating strength and confidence in its 
advertising values. It can’t help profiting from follow- 
ing methods which have the enthusiastic approval and 
support of the leading buyers of advertising. 


Fa) 
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In the first six months of 1956, 

advertisers of many different products and services 
(for the home as well as for business ) 

invested in TIME, The Weekly Newsmagazine, 


a total of 


-the biggest first-six-month period in TIME’s history 


During this same period the industrial advertisers of America invested 32°7, more advertising 
dollars in TIME than during the first six months of last year. Although TIME is a general news- 
magazine, and industrial advertising constitutes only a part of its advertising income, this 


increase establishes TIME as America’s number-one industrial advertising medium. 


TIME: offering advertisers the biggest TIME 


concentration of best customers 
and influential people available circulation 
in the United States today. more 
than 
2,000,000 





HOW CAN YOU BE SURE 


your advertising is reaching 
the plant men you want? 











There is no possible way any ordinary circulation method can assure you of constant coverage 
of the plant men who are known to specify and buy... throughout industry — no ordinary 
method can get your advertising to new buying power as it appears... can avoid wasting your 
advertising on those who have vanished from the buying scene. 


Subscription salesmen can’t do it— 
Subscription mailings can’t do it— 
Ordinary list-building methods can’t do it. 


But there is a sure, practical way to get you the 
coverage you want of the plant operating men 
who have the authority to specify, to buy, to 
initiate requisitions—the way industrial sales 





managers do it. 





MiLt AND Factory builds and maintains its cir- 
culation through 1,724 industrial salesmen who 
can personally identify and enter the subscriptions 
for the men they must sell . .. who personally can- 
cel the subscriptions of those who no longer have 
the power to buy... not at the end of a subscrip- 
tion term of one, two or three years, but with the 
very next issue of MILL AND FACTORY. 

These 1,724 salesmen call on the approximately 
28,000 plants that are estimated to account for 75% 
of industry’s buying power. It averages out to about 
20 planis per man. The subscription canvasser 
must cover hundreds of plants to make a living; 
he can’t afford to call on any one plant more than 
once a year, at the most — he just doesn’t have the 
time to study each plant’s individual buying pat- 
tern. But the industrial salesmen, because of their 
concentration at the local level, know these plants 
—and, at any given time, the men in them, regard- 
less of title, who can specify and buy. MILL AND 
Facrory has more of these salesmen in Michigan 
and Ohio alone, than any other business publica- 
tion has circulation men in the entire United States. 
These 1,724 salesmen are employed by 145 lead- 
ing industrial distributor organizations and re- 
gardless of your method of sales representation, 


these salesmen identify and sell the men who must 
be sold on your product—whether they specify, 
buy, or influence the purchase of a product. 


The distributor has a stake in seeing that MILL 
AND Factory reaches the right men, because he 
pays for each and every subscription in his terri- 
tory with his own hard cash. In return he gets a 
signed ad on the back cover and a product insert 
ad of his choice in each issue. This can only pay 
off for the distributor when MILL AND Factory gets 
to the men he sells— the men you must sell. 


coverage, sure; but do they read? 


MILL AND Factory gets to the men who count, but 
that’s not all you want. You want readers. 


That’s why MILL AND Factory employs its own 
Reader Certification System to see to it that MILL 
AND Factory continues to go only to those who say 
they read it and want to keep on reading it. This 
Reader Certification System is a very costly opera- 
tion that goes far beyond BPA’s “‘verification”’ re- 
quirements — every single reader is regularly asked 
if he reads it and wants it, insuring 100% reader- 
ship certification. 


There is one practical way you can be sure your 
advertising reaches the men who can say “Yes” 
or “No” and make it stick...who are known to 
be the important men today...who are known 
to read the publication that carries your adver- 
tising... MILL AND FACTORY. 


Mill & Factory reaches the men, 


Mills Factory 


regardless of title, 
your salesmen must see to sell. 





Mills Factory ~ 
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